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Lie-in Business 


OMPLAINTS from dealers on the 
tie-in practice are steadily increas- 
ing. Many of them are fighting mad. 

The results of this method, by which the 
dealer is required to buy quantities of slow 
moving merchandise in order to get the 
fast moving items he must have, may be an 
economic trigger that is likely to go off one 
of these days. 

The dealer has got to keep his capital 
operating, and if too much of it is tied up 
in slow moving goods, it is easy to see how 
there may come about a wave of price-cut- 
ting and dealer failures that will be by no 
means good for this business. It is not so 
easy to see why many distributors and 
manufacturers are blind to the potentiali- 
ties of the situation. 


HE tie-in is essentially a greedy prac- 

tice, careless of the present and future 
well-being of the whole distributor-dealer 
system. At present it is only the dealer 
who is being directly affected. These de- 
mands cannot be imposed on the so-called 
mass outlets. Chain stores and department 
stores will have none of it, but the dealer is 
forced into accepting it. By this means 
dealers are carrying a load of inventory 
unwisely created by manufacturers, 1m- 
posed by them on wholesalers, who in turn 
pass the burden on to the dealer. Un- 
happily the dealer in his turn cannot pass 


iton tothe consumer. We have yet to hear 
of a dealer so rash as to make the sale of a 
refrigerator contingent on the purchase of 
two radio sets, let us say. 

This moving of inventory into dealers’ 
stocks creates in the minds of manufac- 
facturers an unreal sense of what the mar- 
ket will readily absorb. So long as his pro- 
duction is being taken up by the distribu- 
tors, he has the sense of a strong and 
healthy market, and thereby may be de- 
ceiving himself. True markets are shown 
only as goods pass normally into the hands 
of users. Some inventory there must be, 
of course. The pipelines must be filled— 
but also they must be kept flowing, and on 
some goods that flow is dammed up in 
dealers’ stocks. 

This system is therefore as unwise as it 1s 
unfair. We urge distributors and their 
manufacturers to take a good hard look at 
the whole situation, and adjust their pro- 
duction and distribution practices more 
nearly in accord with the actual consump- 
tion of the goods. The present practice is 
not only accumulating a mass of ill will, 
but also enables the distributor and manu- 
facturer to go on kidding themselves about 
the extent of demand. 


CO Voter 
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"This is for me... 

it sure perrorms... 

and so easily, foo” A 
"This is for me... 
Just tight for my 
SCatver rugs, 
low furniture 
and scores of 
dusting chores.” 


"This is for me... 
the complere 
answer for my 
stnall apartment’, 







tits how 6 St THE CLEANER SHE NEEDS 





Westinghouse has Vacuum Cleaners of every type 
... for any task . . . in any home; an Automatic Up- 
right, a Tank-type and the Convertible Hand Cleaner. 
So now it’s a cinch to clinch your sale because three 
to one is a good bet to sell her the cleaner she needs. 

Each of the new Westinghouse Cleaners has superior, 
exclusive features that women want. For instance, the 
Upright is completely automatic . . . no levers to push, 


triggers to pull or knobs to turn. The Tank Cleaner 
has an Adjust-O-Matic Nozzle that makes cleaning 
rugs and carpets easier. And, of course, attachments 
for every cleaning job. The Convertible is transformed 
with magic simplicity into an efficient hand cleaner 
... simply lift it out of the adapter. 

A hard-hitting, advertising display and sales training 
program is ready to make this line profitable for you. 


Every house needs Westinghouse 


Maker of Qoew 30 mu 


WESTINGHOUSE ELECTRIC CORPORATION + PLANTS IN 25 C 


Lion Eleittic Atome Ayypliances 


ITIES « OFFICES EVERYWHERE + APPLIANCE DIVISION, MANSFIELD. OHIO 


Tune in Ted Malone... every morning, Monday through Friday... A.B.C. Network 
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Full-color wall chart guides both 
salesman and prospect in select- 
ing the cleaner she needs. 





Four-color Consumer Folder 
helps prospect select the 
cleaner she needs. 


A durable demonstration display, 
including 2-height carpet, helps 
you sell the cleaner she needs. 

















Sound motion picture spearheads 
a complete training program. 





€ 
of | cleanin&, \ slides e news. ina at g ove 
For © Carpet 4, metal Pao Adapter er velt oF SOCK, HAuto- 
Q-Matic smoot andle removing - achments 
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The Promotion Guide is a powerful 


package of specification sheets, 
dealer mats and other aids. 
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It's new - thrifty - safe - silent - fast !}- 













Show the ladies how easy the 
Kaiser is to load. How simply hes! 
it works. Mention its useful Beat 
size — and, for large families, 
the low-cost extra basket to 
D Cnt, simplify reloading. 


Interest the men in the ease of 
Kaiser’s installation —its econ- 
omy in use. Powered by water 
only— 40 lbs. minimum pres- 
sure. Only 2 connections— one 
to hot water—one to drain 





Point out how china, glassware 
and silver sparkle—actually hy- 
gienically clean! How smoothly 
the “Safety Basket” revolves 
-—to spray, wash, rinse and dry 
—in a matter of minutes 





ftp simpy sate THE 5-MINUTE DISHWASHER 
> a 

No electrical connections. Only 

one control to wash and rinse, 
one to drain. And the 1-piece 
aluminum basin is rustproof, 


odorless and cleans itself. 





Here’s a dishwasher that’s the right size, the right price— 
easily installed in any kitchen— backed by national advertis- 
ing—and available immediately! You said it—profit now with 
the Kaiser Dishwasher! 


, . IMMEDIATE DELIVERY! 


Kaiser Fleetwings Sales Corporation There’s a Kaiser to fit every kitchen, every pocketbook. And 
pa palace immediate delivery! Four models, four prices to choose from. 
roadway, Oakland 12, California - - " : 

i atiateinit iis til li Rati aaiia lst nian De Luxe and Standard cabinets or build-in units — all finished 

See eee ee in baked white enamel with chrome plate fittings. 


aseeeee@ @ 


oe Cabinets display right on sales floor. Keep build-ins avail- 
able for inspection. Send coupon for more information. 


Firm Name 








Street rr | . INTO THE KAISER - ONTO THE SHELF - IN A MATTER of MINUTES 
City Zone State a: . F eal : 
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FM-AM; Phono- 
combination limed 
oak or regular ma- 
hogany. | 


The last word in FM-AM Table 
Models. 








ee=_y AND THE Sentinel LINE IS | 


| HERE NOW 


AC-DC Superhets. Compact, 
powerful, efficient, beautiful. 











And NOW is the time to get set for the biggest Christmas 
selling in all radio history! Sentinel is ready—ready with the 
finest, most complete line ever offered—a radio for every room 
in every home; for every purse and purpose ... AM and FM, | 
Battery and Electric—Consoles and Portables, Table Models 
and Radio Phonographs, backed by full-color, full page adver- 
tisements in leading national magazines. | 

| 





‘aiid CASH IN ON RADIO'S BIGGEST SELLING SEASON— 
eeieaneaiaes CONTACT YOUR SENTINEL DISTRIBUTOR TODAY! | 


SENTINEL RADIO CORPORATION « EVANSTON, ILLINOIS | 


re) 
STupio tone 'N & 


- 
The “Treasure Chest" Sensation of — a nt a n P oa IZ 





the industry. AC-DC and Battery 
Superhet. 8'4" x 5° x 414". Weighs 
only 5% pounds with batteries. 
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THE RUHR— 


VALLEY OF DECISION 


ness the most important single spot on earth 

today is the Ruhr Valley of Germany —a 
valley no bigger in area than the State of Rhode 
Island. Upon recovery in the Ruhr hinges re- 
covery in Europe. Upon recovery in Europe 
hinges the peace of the world. 

No machine can run with its most important 
part missing. Western Europe without the Ruhr 
is a dead machine. Before the war, over half the 
coal and steel produced in the Western part of 
Continental Europe came from this one little 
valley. Today, the fact is that no other region in 
Europe has the technical skills and enterprise to 
produce the industrial supplies which Europe 
must have if it is to help itself back to a self- 
supporting economy. And, after observing 
Europe for many weeks, I am convinced that no 


E::-- AMERICANS and for American busi- 


one but the United States can successfully super- 
vise the rebuilding of the Ruhr. 

If you will keep four considerations in mind, 
as the international politicians gamble, you can 
easily tell whether the United States is playing 
its proper role in the rehabilitation of the Ruhr. 
Here are the four considerations: 


I. We are paying for the Ruhr rehabilitation 
(or the lack of it). 


II. We alone have the skill and enterprise to 
supervise its rebuilding. 


III. It will be a tough organizing job requir- 
ing money, hard work, and outright sacrifice on 
the part of management men and technicians. 


IV. We had better do it well if we love our 

children. 
I 

We are paying for rebuilding the Ruhr—or we 
soon shall be. The British now control the Ruhr, 
its government and its industry. They have been 
paying out about four hundred million dollars 
—American dollars—a year to buy the food, 
raw materials and equipment needed to rebuild 
the Ruhr. The British must spend American 
dollars for these supplies because the supplies 
can not be bought anywhere but in America. 
Thus far the British have, in effect, obtained the 
dollars which they spend for the Ruhr by draw- 


ing them out of the $3,750,000,000 loan which we 
granted Britain last year. 

Now the loan is fast running out. The British 
lack dollars and other assets. We must take over, 
directly or indirectly, the dollar expenditures 
for rebuilding the Ruhr. We shall pay for it. 
Therefore — 

II 

We should supervise it. The British have been 
running the Ruhr’s industry. They might con- 
ceivably suggest to Washington that they con- 
tinue to run it while we pay the bill. That we 
should never agree to. There is a sound old 
rule that he who pays the piper shall call the 
tune. 

Perhaps we would not need to invoke that rule 
if the British had done a good job reviving the 
industries of the Ruhr. They have done a poor 
job — physically and ideologically. 

The physical output of the coal mines and steel 
mills of the Ruhr in recent months was actually 
smaller than at the first of the year. Production 
of coal amounts to little more than half of the 
pre-war 127 million tons per year. Steel produc- 
tions limps along at one-sixth of the pre-war 
rate—far below the volume permitted even 
under the present low level-of-industry plan for 
Germany. 

Ideologically, the British Labor Government 
has tried to export to Germany the brand of 
socialism which is making such a dubious record 
at home. Foreign Minister Bevin — although he 
may now have misgivings about it —committed 
himself to nationalization of the Ruhr’s coal and 
steel industries. British representatives have 
pushed hard to get General Lucius Clay, our 
able military governor in Berlin, to agree to 
socialization of the Ruhr. So far, he has resisted 
this pressure, but our State and War Depart- 
ments and we as individuals must back him up 
to the limit if he is to continue to combat this 
pressure successfully. 

Even if the British government were not 
socialist, there would be good reason for ques- 
tioning the ability of Britain to rehabilitate the 
industries of the Ruhr. In recent generations, the 
British management class has shown itself more 
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interested in cartels, restricting output, and al- 
locating markets, than in full-steam, ingenious 
enterprising production. 

Certainly the British must remain full part- 
ners in the political administration of Germany. 
No one suggests anything else. However, their 
recent production record demands turning the 
job of revitalizing the Ruhr industries over to 
the nation which is paying the bill and which 
leads the world in production. 

If we have any faith in the business philosophy 
by which we have lived and prospered for 170 
years, we should demonstrate that that philoso- 
phy still is dynamic by taking up the burden of 
the Ruhr. 

Ill 

It will be a tough job. It will require men and 
supplies and money from the United States. It 
can not possibly be done in less than five years. 
A list of some of the necessary steps shows how 
hard it will be. 

A. Plans for socializing the Ruhr should be 
shelved quickly. The industries there should re- 
main in trusteeship for five years. Then the 
Germans themselves should decide their owner- 
ship; let us hope that by that time we can demon- 
strate to them that private ownership and private 
initiative mean high production, good distribu- 
tion and high wages. 

B. The top supervising management jobs— 
both the top policy and the top technical jobs — 
required outstanding business ability. That is 
why American business men must be willing to 
go to Germany, sacrificing comfort and leisure, 
and even income, if necessary. 

C. Germans should take over the management 
job at the operating level. The Germans are good 
technicians. They have a greater incentive than 
anyone else for getting the Ruhr back in work- 
ing order. That incentive should be harnessed. 

D. Special effort should earn special rewards. 
There is nothing wrong with the Ruhr (or the 
rest of Europe) that hard work will not cure. 
Before a man will work hard, he must feel that 
his work will advance him and his family. That 
simple motive, which powers our whole econ- 
omy, must be revived in the Ruhr. To revive it 
requires enormous ingenuity and work...a new 
currency ...a logical customs union...a sensible 
ration system ... enough food, clothing, housing 
and consumer goods so that the worker can buy 
something with his currency and his ration points. 

E. America will have to furnish a good share 
of these fcodstuffs and supplies, Certain key items 


of equipment also will be needed. Only as we 
succeed in our job can this flow be diminished. 

F. A sensible priorities system must channel 
Ruhr coal and steel into those uses which, in 
turn, will further increase output. Repair parts 
for railroad cars should stand high on the list. 
Housing, coal equipment and machine tool parts 
should come ahead of the automobiles and per- 
manent steel bridges which at times have been 
accorded preference. 

German technical management of industry in 
the Ruhr — point C above —need not mean poli- 
tical control of the Ruhr by some future sov- 
ereign German state. As the French know, the 
Ruhr, next to the atomic bomb, is the most dan- 
gerous weapon in the world. It is the arsenal 
without which no European power, even Russia, 
would dare start a war. There is no sense in 
turning that arsenal back to the political con- 
trol of a nation which twice in 25 years used it 
for aggression. (And three times since 1870.) 
Surely we have enough resourcefulness to let 
the Germans who live in the Ruhr run the in- 
dustries there without turning political control 
over to a central Prussian state. 

This partial list shows how much hard work 
and statesmanship the United States must put 
into the Ruhr. But — 

IV 

We had better do it if we love our children. 
If we do not do this job—if we should pull out 
of Germany or fail there — we leave behind us a 
vacuum which neither Britain or France has the 
strength or ability to fill. Russia has the will and, 
if left unopposed, the power to fill that vacuum. 
Therefore, the day we fail or the day we pull out 
of Germany, the third world war takes a long 
step closer to us and certainly to our children. 
What greater incentive does any American need 
to work for than our success in this field? 

If we succeed, the western zones of Germany 
in conjunction with Belgium and Holland can 
become self-supporting in three to five years. 
That way lies recovery for all Europe. That way 
lies peace for the world. That way lies vindica- 
tion for the American business system in which 
we believe—the system of competitive private 
enterprise, with freedom for the individual and 
his initiative. 





President McGraw-Hill Publishing Company, Inc. 
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UTILITY 


When the war brought a halt to appli- 
ance production, many power com- 
panies retired from appliance mer- 
chandising—a trend that started 
before the war. . . Appliance short- 
ages, capacity shortages, increased 
domestic consumption and the rise of 
the dealer cooperative movement are 
causing many of them to re-examine 


the whole merchandising picture 


By LAURENCE WRAY 
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NE of the little-noted, but sig- 
(—) nificant, aftermaths of the war 
and the subsequent stoppage of 


electrical appliance production has been 
the virtual withdrawal on the part of 
many important utility companies from 
the business of appliance merchandis- 
ing. The pre-war period had already 
shown signs of this trend, but the 
war and post-war adjustment periods 
have stimulated it. And while it is 
still too early to forecast what effect 
this withdrawal of important merchan- 
dising outlets will have on the busi- 
ness as a whole, it may be of interest to 
examine some of the reasons for the 
move and some of the results in specific 
localities. 


Utilities Aided Acceptance 


Certainly, as a promotional and 
pioneering force during the 20’s and 
the 30’s, the utilities were largely re- 
sponsible for the public acceptance of 
many of our major appliances—clean- 
ers, washers, refrigerators, ranges and 
water heaters. They also introduced 
many of the smaller appliances—fans, 
toasters, mixers, roasters, waffle-irons 
and coffee-makers through their dis- 
play, advertising and selling tech- 
niques. As public acceptance and sales 
volume grew, the trend to dealer sell- 
ing and away from utility merchandis- 
ing became evident. But up to the 
war, the participation of the power 
companies in the appliance selling field 
was still vigorous. More were en- 
gaged in the business than had retired 
from it. There were, however, not- 
able examples of withdrawal even in 
the 20’s when H. H. “Kelly” Court- 
right of the San Joaquin Power Co. 
announced his “Through the Dealer” 
plan and a number of smaller Western 
companies adopted variations of sales 
promotion and stimulation through 
dealer channels. “Hal” Lemmon of 
Sierra Pacific Power in Reno and 
H. E. Dexter of Central Hudson Gas 
& Electric in Poughkeepsie, N. Y., 
were other early converts to pro- 
moting sales through the trade and 
quitting direct selling. Their example, 
and the plans they evolved to bring 
about a greater measure of dealer co- 
operation, had a marked influence. 
Attempts in many states to legislate 
the power companies out of the mer- 
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MERCHANDISING.... 


chandising business were generally un- 
successful. Kansas and Oklahoma 
were the only states to write such 
statutes on their books. In Kansas the 
law was held unconstitutional and 
power companies were free to mer- 
chandise, 

The extent of utility merchandising 
in the immediate post-war years 
showed roughly two-thirds planning to 
continue and one-third definitely out 
In 1944, the figure was 63 percent mer- 
chandising and 37 percent out; in 
1945, the figure was 62 percent mer- 
chandising and 38 percent out; in 1946 
it was 61 percent merchandising and 
39 percent out. By January of 1947, 
only 57 percent of the utilities were 
merchandising and 43 percent had re 
tired. The figures are from ELeEc- 
TRICAL MERCHANDISING’S annual sur- 
vey of utility merchandising and 
embrace some two-thirds of the com- 
panies in the country on a basis of 
wired homes served. 


Trend Accelerated 


But all indications point to a rapidly 
accelerated trend to non-merchandis- 
ing in the past six months—a trend 
which may well continue throughout 
the year and result in a figure by next 
January of considerably less than hal! 
the power companies in the merchan- 
dising fold. Ona recent trip through- 
out the country, the writer learned 
that many companies which had an- 
nounced their intention of merchandis- 
ing in 1947 had already decided to 
retire. And the reasons are not hard 
to find: 

1. When the war stopped appliance 
production many former merchandis- 
ing utilities were forced to scrap their 
selling organizations and assign new 
responsibilities to the men. Rebuild- 
ing many of those sales, promotion, 
advertising and home service staffs 
into a functioning organization in the 
appliance selling field will be a costly 
and difficult job. 

2. Many utilities were under the 
very natural impression that, with the 
end of the war and the subsequent loss 
of war plant loads, intensive cam- 
paigns to woo new commercial and 
residential business would have to be 
undertaken to supplant those loads. 
Surprisingly, kilowatt-hour consump 
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... 1s It on the Way Out? 


tion continued to remain at a high 
War plants were converted to 
peacetime production; a wave of store 
modernization and new building in the 
commercial field brought increased 
lighting loads; and average residential 
consumption, despite continued appli- 
ance shortages, continued to show 
gains from year to year. 

3. Shortages of generating capacity, 
of transformers and distribution and 
transmission equipment, have ham- 
pered the utilities in maintaining serv- 
ice and connecting new customers. 
With much equipment operating at 
peaks beyond rated capacity and with 
high levels of consumption, utilities 
that were forced to retire from appli- 
ance merchandising when production 
stopped, see no reason for going back 

ind complicating their troubles. 

4. Many power companies volun- 
tarily withdrew from appliance mer- 
chandising during the period of post- 
war shortages in appliance deliveries 
in order that dealers, whose livelihood 
depended on the business, would obtain 
a greater share of the available mer- 
chandise. With most manufacturers 
allocating merchandise on a basis of 
pre-war performance, the utility com- 
panies with impressive pre-war sales 
records would have been entitled to a 
lion’s share of allocations. The deliv- 
ery situation not having returned to 
normal to date has caused some of those 
companies to defer decision about re- 
turning to selling to some future date. 

5. Voluntary retirement from active 
merchandising, especially at the pres- 
ent time, has had a beneficial effect on 
dealer relations in many localities. To 
go back into the business would tend to 
jeopardize the present cooperative 
set-up. 

6. The withdrawal of the companies 
irom selling has brought about a 
strengthening of local dealer associa- 
tions in those localities where they 
were already established. In addition, 
it has resulted in the formation of new 
associations in some other localities. 
With the utility out of the picture, 
dealers have evinced more willingness 
to report sales of major appliances on 
a confidential basis—a valuable guide 
to the development of the residential 
n irket. 

7. The number of dealers handling 


level. 
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appliances and radio has increased tre- 
mendously since pre-war days, which 
means a further division of available 
merchandise and of the total business 
in the days ahead. 

8. In a number of localities where 
the power company quit appliance 
selling prior to the war and built load 
successfully through dealers, the evi- 
dence was provided that the job can be 
done without utility participation. 


Some Utility Comments 


In talking with utility men around 
the country, one gathers some interest- 
ing viewpoints on the pros and cons of 
utility merchandising. One man’s 
meat is another man’s poison, depend- 
ing on the locality, the experiences of 
various companies, the municipal vs. 
the privately-operated company, and 
the individual, 

In the TVA area, for example, the 
general trend before the war was away 
from utility merchandising. In Chat- 
tanooga, the Tennessee Electric Power 
Co. gave way to the Electric Power 
Board, which left all selling to dealers 
and have made an enviable record of 
progress in appliance selling through 
the trade. Similarly, the Knoxville 
Public Service Co. gave way to the 
Knoxville Utilities Board, which 
adopted a similar policy with similar 
results. In this area, the publicity 
given TVA’s low rates, together with 
the promotion to expand use of all 
types of appliances on the farm and 
in the home, created an ideal market 
condition for dealers to exploit. 

How well the job was done in Knox- 
ville, for instance, is evidenced by a 
rise in the average annual kilowatt- 
hour consumption from 980 kw.-hrs. 
in 1938 to 2,772 kw.-hrs. in 1946. 
Here the Knoxville Utilities Board 
does not merchandise, but works a 
complete dealer cooperative program 
through the medium of the local deal- 
ers’ organization, the Major Appliance 
Bureau. 

“There is no need for utility mer- 
chandising on a straight load-building 
basis,” said Clyde O. Carpenter, com- 
mercial manager of the Board. “Tt is 
my opinion that it will not be neces- 
sary in our service area in the future, 
due to the cooperation of the dealers 
and their willingness to make experi- 
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ments in the new uses of electricity, 
such as electric heating, reverse cycle, 
etc., which is done in cooperation with 
the Utilities Board. 

“In certain areas, I can see the ad- 
vantage of utility merchandising, 
where rates have been high and very 
little load-building and promotional 
work done. In this event, the dealers 
would be reluctant to spend the money 
and take the time until enough business 
is assured to show them a profit. Then 
the utility can gradually remove itself 
from the picture. There is one other 
advantage to a utility in merchandis- 
ing, and that is to have the merchan- 
dise at the same price as the dealers, 
and put the profits of the merchandis- 
ing department into additional promo- 
tion and aids to the dealer. 

“In my opinion, however, where the 
rates, customer acceptance and active 
dealers are good, the utility does not 
need to merchandise, if a sufficient bud- 
get could be alloted for load-building, 
dealer cooperative plans and general 
educational features.” 


Chattanooga's View 


Over in Chattanooga, which now 
proudly calls itself “The Electrical 
Center of the South,” States R. Fin- 
ley, manager, and Bert Osborne, sales 
manager of the Electric Power Board, 
point with pride to the fact that av- 
erage annual consumption per residen- 
tial customer (they serve about 45,000) 
has now reached 3,800 kw.-hr.—over 
three times the national average. 

“You can get better results by stay- 
ing out of competition with dealers,” 
says Finley. “They know and trust 
the utility because they know we are 
doing everything possible to promote 
their business—advertising, coopera- 
tive displays, wiring allowances, etc. 
In addition, we are prepared to serv- 
ice all appliances sold in the Chatta- 
nooga area. We stock some $25,000 
worth of parts and sell them to those 
dealers who prefer to do their own 
servicing. Most dealers prefer to leave 
servicing to us, however, and concen- 
trate on selling. Customers like it be- 
cause they are sure of service at all 
times. And we like it, of course, be- 
cause it helps keep appliances on the 
lines. 

“T might point out, incidentally, that 


in a municipal operation such as we 
have in Chattanooga, there would be 
a worse situation if the utility was to 
engage in the merchandising business 
than there would be in a privately- 
owned operation. The dealers would 
have a perfect right to say that, as 
taxpayers, the municipality had no 
right to use their money to go into 
business in competition with them.” 


An Opposite View 


On the other side of the country, 
another municipally-operated company 
takes an opposite view of the situation. 
The Seattle Department of Lighting 
are sticking by their guns as far as di- 
rect participation in merchandising is 
concerned. E. R. Hoffman, superin- 
tendent, and P. C. Spowart, electric 
sales manager, point with pride to an 
average residential customer use of 
over 3,600 kw.-hr. annually and elec- 
tric range saturation of 63 percent— 
all made possible, they told dealers in 
a special letter last year, because the 
Department has aggressively pioneered 
and merchandised appliances since 
1910 when they received their first 
carload of ranges. 

“Tens of thousands of satisfied cus- 
tomers have purchased appliances from 
us in the past 35 years,” the letter said, 
“We have had the overwhelming sup- 
port and approval of the public for 
the way we have conducted cur busi- 
ness, and I am sure that many thou- 
sands will insist that we continue the 
present policies ... 

“Because of the many electrical ap- 
pliances used in Seattle homes our 
average residential customer now uses 
more than 3,600 kw.-hr., compared to 
the national average of about 1,200 
kw.-hr. This large use of electricity 
makes our low rates possible. The av- 
erage residential rate paid by our cus- 
tomers is 1.45 cents per kw-hr., 
considerably less than half of the na- 
tional average residential rate of 3.42 
cents per kw.-hr. 

“We are sincere in our belief that 
we should continue to sell major load 
building appliances, including auto- 
matic electric hot water heating equip- 
ment and electric cooking equipment 
for commercial use. We also feel that 
a utility should promote and sell new 

(Continued on page 254) 
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BEST SALESMEN, according to Roberts 


Each department manager does his own hiring, firing and buying. 


are the service and parts departments. 
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THESE THREE VIEWS of the store interior show how jammed with appliances it is, yet how every type has its own location. 
ow sills of the windows where they can be seen, but do not obstruct the view of the interior. The basement is piled 
can't be squeezed on to the floor, but for which as yet there is no available warehouse space. 


Offices occupy a minimum of space 


a 

ng prospects on the basis of pic- 

( the catalog, Carl sold 75 

igerators in 1936, his first year in 
elling tor himself. 

He had started in 1929 with the 


R 


Hartford, 





Co., a Kelvinator distributor in 





eee 





Small appliances and some radios are dis- 
from floor to ceiling with merchandise that 
on the sales floor, may be removed entirely. 


wv? s y a, 
ness Following his success. wit giv 
Leonard refrigerators he got an op who 
portunity to take on Maytag washers the a 





The Maytag Co. helped him locate Rob 
store on Dwight St., near his present ( 
‘ation When he moved in ir anct 




















where he worked the first November of 1938 he had a stock oi an 1] 
wo months for nothing for the privi- 10 Maytags and not enough money cent 
ege of learning the business of being in his pocket to buy a ton of coa ind 

ervice ma After that initial ap- to heat the store. cont 
enticeship received 50 cents an In 1939, Roberts moved to its pres- 
ind stayed with the company ent location, moved out again in 1945 

ntil 1932, when he went to work, to permit remodeling to its present r} 

gain as a service man, for another odern efficiency. sions 

stributor. He started his own serv- It took Carl Roberts about 18 years first 

e work in Springfield in 1935—out to get to the point where his business year 

which has grown present busi- really paid off, a thought which should betw 

A SEPARATE ROOM is provided for motor repair. Motors are salvaged from : 

trade-in washers whenever possible. Ray Gokey adjusts a brush holder on an armature. . 
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give pause to the cream-skimmers total. The service department will do 
l W ntemplate making a killing in close to $30,000 worth, out of which 
hers the appliance business. In 1946 the perhaps $1,000 will be profit. 
ate a Roberts (¢ did $225,000 worth of “If you operate a service depart- 
ese business, despite the well-known appli- ment to make sales,” claims Roberts, 
n a rtage, out of which he took “you can’t make much profit on it. 
*k of an 11 percent net profit. Eleven per- If you operate it to make money you 
I cent is a pretty high margin and can’t sell because you have to charge 
in t of the care with which he outrageous prices. I count my service 
cont every phase of his operation. as my best salesman and my parts 
pres- ; lepartment as my second-best sales- 
1945 Herts, Servite Sulp Sates man. You'd be surprised how many 
nt [he operation has three main divi- consumers come in to buy parts and 
sions, sales, parts and service. The end up buying new appliances.” 
ears first of these is the money-maker. This It should be noted here that although 
ness year the parts business will account for Roberts only expects to make a maxi- 


uld between $100,000 and $125,000 of the mum profit of $1,000 on service this 











n COMPLETE AND WELL-STOCKED, the parts department occupies the rear of the 
.. store, accounts for over $100,000 annually. Four salesmen travel parts exclusively. 
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WIND USED TO WORRY Car! Roberts because it was always blowing down 
| the glass sides of his store. Improved construction solved that and he feels that 
the show case effect, plus the location on three street corners, is a big asset. 


Windows make the walls on three sides of 
| the C. J. Roberts Engineering Co. showcase 
in Springfield, but service and parts are the 


biggest salesmen. 


By ROBERT W. ARMSTRONG 


year, his company does about 50 per- The radio department is the newest 


cent of all the service in the Spring- of these and is literally crowded in 


field area. In addition he gets $5 on among the huge inventory which fills 


every Gibson refrigerator sold in the ll available space from floor to ceil- 


territory, for which he services each ing. Some service calls result from 
box for one year. He has the same telephone book advertisements, but 
arrangement for all refrigerators sold Roberts is convinced that he owes 


in Springfield’s Western Auto Stores. most of his service business to word 


In the store’s service files are mouth advertising. 


some of 
15,000 names, compared with 10,000 
in the sales file. The 
effort is on the replacement market and 
most of the corporation’s prospects are 


. : Extra Guarantee 
primary sales 
“From the beginning,” he says, 
tried to business 
by treating customers as I would like 


We give a 90- 


“T’ve build up my 


icquired through its service activity 
The large basement 


area is divided’ to be treated myself 


{ 
into three repair shops, washer and day guarantee on any refrigerator we 
refrigerator, motor repair, and radio (Continued on page 248) 


PILES OF CRATES (not visible) pin radio service manager Dick Bortle pretty 
close to his bench as he explains a repair to owner Carl Roberts. 
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he's sold enough to know. 





ERSONAL 
SERVICE... 


SELLS KITCHENS 


Personal attention to the customer's needs—from 





design to installation to demonstration—is essential 
in making a success of selling complete electric 


kitchens, says Adrian Greenberg, San Francisco, and 











PERSONAL SERVICE Letore the sale of complete kitchen, says Adtian Green 


berg, left, begins with the making of a sketch which adapts the units of this floor-model 


kitchen to the shape of the prospect's house and the size of her purse. 





a market tor con plete 
electri kitchens 1s one of 
the appliance I 


dealer’s 
gest 
ness during the next ten 
still an unreached, untapped source of 
good profit but tl retailer not 


expect to get his share of this 


opportun tie ior volume 


years; it is 


can 
business 
until he realizes that complete kitchens 
require a special type of selling,” 
Adrian 

manager of the Union Furniture Co., 
San Francisco Until the dealer 
realizes that personal service to the 
customer is the main ingredient in the 
selling of kitchens he is wasting space 


says 
Greenberg 


g, appliance sales- 


in his display by having a model 
kitchen. And if he feels that the 
amount of personal service that he 


gives with any sale of a major appli- 
ance will suffice for complete kitchens, 
then he will have to stick to the selling 
of single appliances for he will not 
have what it takes to do a profitable, 
long-range selling job on complete 
kit 

Adrian Greenberg’s selling record 
gives weight to his ideas. During the 
first eight months of 1947 he has sold 
and delivered 22 complete 
kitchens in 
Area—about 
chens 


hens.” 


Hotpoint 
Francisco Bay 
worth of kit- 
installation cost 


if 


the San 
$40,000 
includiag 
As appliance buyer and supervisor of 
appliance sales for Union Furniture’s 
chain of eight complete home furnish- 


ings stores, he is a kitchen-minded 
sparkplug directing the managers 
the Mission Street, Redwood ( 
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iT 


Richmond san Jose, Salina 

| Modesto into t sales of complete 
het n their market areas while 
the sales out of the main 


isco store, 


Kitchens are Not Packaged 


One of the biggest mistakes we 
liance men can make is to feel that 
o-called ‘Packaged Kitchen’ is 


s an ensemble 
mponents, 


matched in 


color, iterials and design, which can 
v made into a con ple te kitchen. And 
t 1 n the w kt 7} o} that complete 
kitchen that we must put that all- 
ssential personal service. Actually, 
the complete kitchen is comprised ot 


1 


1¢ location of the home, the type of 


utility service, the size of the space, 


re shape of the Space, the age of the 


prospects, the size of their families 
ind their pocketbooks, their social 
ittitudes, the availabilitv of building 








tein. 
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ONE OF THE 22 complete Hotpoint kitchens which Adrian Greenberg has sold so 
far this year. It brought up to date a 20-year old house, produced a satisfied customer, 
as well as the smiling maid, above, who raves about “her won'erful kitchen.” 
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iterials plumber, mason, car] 
ter, tile-setter, electrician, painter, et 
\nd that’s by no means a packag 
that’s a combination of financial, p 
onal, physical and concrete substanc 
that can be molded into a complet 
kitchen only by the complete and cor 
stant personal attention of the ont 
vho sells the basic components, 
ibinets, refrigerator, range, 
If the appliance deale: 


electric 


sink, ete. 


ment for these kitchens, then he n 
be prepared and ready to supply t 
personal service that will create the 
‘omiplete kitchen that the customer 
vants, 
service in the selling « 
complete kitchens can be divided into 
three 1. That given to th 
prospect before the sale is completed 
2. that which is provided to the cus 
tomer during the installation; and, 3 
that which the appliance dealer must 
give the user after the kitchen is 
operation. The aim from the begin- 
ning must be to personalize the whole 
transaction. A new kitchen is a vet 
important thing in the life of your 
customers and they appreciate the cus- 
tomer tailored aspect of a kitchen 
designed just to fit their needs, By 
personal attention from the 
beginning to the end, the dealer creates 
the feeling that the completed kitchen 
is more a product of his personal work 


“Personal 


stages: 
5 


viving 


than it is a collection of standard. 
price-tagged items. The result is 
custome that is satisfied with tl 
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PERSONAL SERVICE to the customer during installation of the complete kitchen 


includes frequent visits to the job where Greenberg, background, can check on the 





progress, or as above, help the craftsmen with installation problems. 





PERSONAL SERVICE after the complete kitchen is in operation includes a thor- 


ough demonstration. Above, Greenberg demonstrates a new portable ironer to maid 
and laundress in a house where he has sold both a complete kitchen and supplementary 


laundry equipment. 




















as an individual, and who is 
to refer her friends to him for 


treatment.” 
Service to the Prospect 


\drian Greenberg’s ideas on apply- 
ng this personal service are a run- 
ning account of the methods he has 
ised in selling. This service starts, 
€ says, as soon as the dealer has a 
rospect that seems to be serious about 
vanting kitchen planning 
That is when to get out to the pros- 
pect’s home. Only by being inside 
the old kitchen can the dealer get the 
asic data on which to plan a new, 
omplete kitchen. It is there, where a 
kitchen may be visualized, that 
dealer can do his selling. 
Once inside, look at the old kit- 
n, size up its shape, arrangement, 
and windows, structural char- 
cter, and the condition of its appli- 
inces, sink, etc. Do the same thing 
vith the prospect and her family— 
learn all you can about the family’s 
ds and wants in order to gage how 
h use they make of the kitchen, 
ow many they feed, how much cook- 
ng, baking and canning is done, how 
hey like to buy. All these facts give 
to whether to provide for a 
ezer, a bigger or smaller refrigera- 
tor, what size range, how much stor- 
space is required.” Greenberg 
dvises. “And that is a good time, 
too, to find out how much the family 
can afford to pay. It is easy to sell 
some families too much, ‘hard to de- 


service. 


s 
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sign a minimum kitchen that will be 
within their budget. 

“Most important thing to watch in 
controlling the cost of the new kitchen 
is the amount of structural changes 
that will be necessary to achieve a 
certain type of kitchen layout. It is 
structural changes, the tearing 
out of walls, changing partitions, 
windows and doors, that 
can add tremendously to the cost of a 
new kitchen. These added costs often 
can be enough to discourage the pros- 
pect and kill the sale of the appliances. 

“T have always felt that the majority 
ot complete kitchens can be installed 
without changes in the walls, doors 
and windows, thus leaving more of the 
prospect’s money available for appli- 
ances, cabinets and the other necessi- 
ties of the new kitchen. 

“The prospect’s kitchen is the place 
to make the After you have 
sized up the general layout of the 
room and mentally pictured what can 
be done with it, then is the time to 
make a sketch. On squared paper, 
make a rough sketch of the floor plan, 
noting the measurements of the room, 
locations of doors, windows, plumb- 
ing, sink, etc. Note the height of the 
windows above the floor to be sure 
there will be room for the appliances 
without structural changes. 

“With this sketch to show the pros- 
pect, and cost data from your price 
sheets to show her both the cost of the 
equipment and the installation esti- 
mate, you have the material and the 


these 


noving of 


sale, 


1947 





time and place for the sale. If more 
information is wanted regarding the 
then make an appoint- 
ment with the prospect to visit your 
store where she and her husband can 
look at your model kitchen and the 
various sizes, models and prices of 


appliances, 


the appliances, 

“T have found it important in this 
selling of kitchens to base the selling 
on the dishwasher-sink-disposal unit. 
Build the new kitchen around this 
unit, emphasize it as the most im- 
portant change the prospect can make 
in her old kitchen. If for one of many 
reasons the prospect cools toward the 
remodeling job, you still have a 
chance to sell this important addition 
to the old kitchen. If the cost of the 
suggested complete kitchen is com- 
pletely out of line with the prospects 
ability to pay, then pare it down, sug- 
gest waiting before replacing the old 
refrigerator and range, even go on 
with the old cabinets—but put in the 
complete electric sink. By not over- 
selling, and by giving close and 
friendly attention to the installation of 
this sink unit, you will create the good- 
will that will leave the door open for 
you to sell the rest of the kitchen item 
by item as the family can afford it. 


Service During Installation 


“With the sale comes more need for 
service. As in the sales of most major 
appliances, there is the need to ar- 
range credit. But in the case of the 
complete kitchens, there is the addi- 





tional credit facility, the FHA Title 
I, that provides a home owner up to 
$2500 for remodeling and alterations. 


Then there are the banks and the 
credit agencies. At Union we have 
facilities for carrying our own paper 
ind that type of credit is available to 
our customers.” 

While a sketch on graph paper, or 
the use of the miniature models used by 
some dealers, are sufficient in selling 
the complete kitchen, the dealer or 
salesman must provide blueprints with 
all the data necessary for the carpen- 
ter, plumber, electrician, and other 
craftsmen who will work on the in- 
stallation. Greenberg warns that it is 
the little details that are so important 
in making this print—the colors, the 
kind of work surface wanted, the parts 
of the kitchen that are to be left in 
and how they are to be refinished, 
other details peculiar to each job. 
They are the little details, it seems, 
when you are planning a kitchen with 
hundreds of dollars worth of your 
appliances, but they are the big head- 
aches that can queer all your potential 
geod will with the customer if they 
are neglected or improperly specified. 
Everything should be on the blue- 
prints, he says, and there should be 
three copies—one for the builder, one 
for the customer, and one for the deal- 
er’s files. 

With all this essential information 
outline on the blueprints and specifi- 
cations, Greenberg arranges the order 

(Continued on page 260) 
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SALESMEN BOB SMITH (left) and George Hassell, discuss a problem in air-condi- 


tioning with Jay Long The rural erea for 150 
miles around Savannah offers excellent selling territory for these go-getters. 


(center) engineer for Kuhr Brothers 


PAUL T. KUHR, owner and operator of Kuhr Brothers, found 


t necessary to convert his business five times during the 





war years, in order to keep his doors open. Today, he's 
going after the post-war market in appliances 

HEN Sa umpaign, w 1 are the result 
\ planning, ¢ conferences with 
doe either go t iles personnel, systematic checks of 
the beaches or to Mr. Kuhr. Both his trade radius and adaptation of mod- 
are vit nts in keeping Savannah ern sales and service ideas. These steps 
1 at it tor a long nclude the assignment of territory to 
t each salesman to obtain complete cov- 
rT. Ku ‘ r of erage; the use of traveling trailers 
Brot! > West Br letel -d with built-in 
>t. S ims he “grew up en and e nt; a service pol- 
with d the records which aims at building up future 
back | ip pretty well. He’s been busine utilization of factory train- 
sel We i und ing for every salesman; judicious use 
air lit 3 lvertising, and extended work by 

has I eb ess since’ the firm’s me economist. 

1919 ¢ g air V ur present plans as 
ng, Mr. Kuhr has converted 1 natural outgrowth of our reconver- 
Ais five times n to peace-time selling,” explains 
(due to w onditions), has been in Mr. K “During the war years, we 
tl geration business on a com- vent after wartime jobs on a major 
me! S s laying plans because it was the only way we 


tay in bu Now, we are 


' : ondlites na 4 ‘ . 
t y possibile u 1 st iness 


ute rural ready to tap the post-war market for 
‘es and air-conditioning to the 
Campaign Steps ‘ me ‘ ‘ 
merchandising plan in- 





Vr "oshr | ‘ a } < } 
\ Kuhr iugurated seve 1ugurated by Kuhr Brothers, sales ter- 
progressive stef I ndu ‘ting his ritory 1s allotted to salesmen under the 
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AN INTERIOR VIEW of Kuhr Brothers store at 212 West Broughton Street, Savannah, 
shows an orderly arrangement of appliances and equipment on the 20 x 90 ft. display 
Offices are at the rear and on the second floor. 


ONVERSION 


Kuhr Brothers of Savannah, Ga., a firm with plenty of ups 


space. 


direction of E. H. McNeil, manager 
»9f the household appliances depart- 
ment. Mr. McNeil works with every 
salesman by turns, providing training 
and guiding the salesmen in the tech- 
nique of handling prospective custom- 
ers. They work on commission with a 
liberal drawing account. Mr. McNeil’s 
sales strategy is to confine the sales- 
man to a given territory but he is al- 
lowed to call on his own prospects in 
other territories. 


Sales Trailer 


The inauguration of the sales trailer 
is a new idea in the Savannah area. 
The trailer will be furnished with a 
built-in kitchen, refrigerator, range, 
water heater, sink, automatic washer, 
clothes dryer and ironer. According to 
Mr. McNeil, the trailer will cover a 
radius of about 50 to 60 miles in the 
immediate area, providing demonstra- 
tions on the spot for the salesman in 
charge. If the trailer plan works out 
as well as Mr. McNeil anticipates, the 
firm will purchase and equip other 
trailers until all outside salesmen are 
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and downs during the war period, now is making plans 
to tap the vast peace-time market with a series of steps 


designed to sell more appliances and air-conditioning. 


provided with this kind of sales tool. 
installation and 
of the firm, always one of its major 
merchandising factors, is in process oi 
streamlining, Mr. McNeil says. Every 
salesman of the company, including the 
home economist, becomes a part 
the policy under the new plans inaugu 
rated. 

“Our installation and service 
icy,” says Mr. McNeil, “is to give the 
customer just a little bit more than he 
has bargained for, regardless of what 
he buys. Even a year after the pur- 
chase is made, we send the salesmen 
around to clean condensers on refriger- 
ators. This is done free of charge, oi 
course. The customer appreciates 
and it gives the salesman an opportun- 
ity to make additional sales. The lon 
range object is to make every cus 
tomer on our books a walking, talki 
advertisement for Kuhr Brothers.” 

Sut it is in the air-conditioning 0 


The service policy 


' 


oe 


ga 


individual homes that the firm expects 


to make its biggest strides in the near 
future. This department, under the ¢i- 
rection of 









John Morrison, has set up 
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MRS. E. H. McNEIL (right), home economist for Kuhr Brothers, shows some of the 








sales personnel how to use a home ironer. Miss Frances Hall (left) distributor repre- 
sentative, has trained all of the store's personnel in the use of washers and ironers. 


Ito SELLIN 


tool. 








many new ideas and experiments to 
increase the sale of such equipment. 
“We are covering refrigeration i1 





ss, Mr. 


realize this 





the rural areas up to 150 mi 
Morrison explains. “We 
area is a vast, untapped territory for 
air-conditioning and with the installa- 
tion of hundreds of 
tric lines by the 


niles of new elec 
and Rural 
Electrification Administration, the 
ritory is a natural for our salesmen. 
“There are problems, of course. For 
example, most rural residents do not 
realize that air-conditi 
expensive as they are and it requires 
a considerable amount of selling with 
iccent on the benefits to be derived. 
One big asset is the fact that installa- 
tion of forced warm air heating plants 
in homes hereabout has done more to 
promote the air-conditioning 
than any other single factor, because 
such installations have given people an 
idea of what air-conditioning is from 
a heating point of view. 


utilities 


ning jobs are as 


sale of 


[Then too, we've got science and 
medicine on our side. People suffering 
fr hay fever and kindred illnesses, 
find comfort in air-conditioning and 


tell their neighbors about it. Mr. Kuhr 
mce took the unit out of his own office, 
the request of a local physician, and 
lent it to a housewife here who suf- 
fered heart attacks. It gave just 
enough cooling to take the labor off 
her heart—and the resulting pub- 
licity didn’t do us any harm, either.” 


Checked Old Residents 


na sudden urge recently, Mr. Mor- 


rison took down an old 1937 city di 


rectory and began a check with it 
which has resulted in increased air- 
conditioning sales. He took certain 
blocks of the city, checked on the 
residents who still remained in that 


area after 10 years, sent his salesmen 
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and to interview them. 
He figured that homeowners who had 
remained in the location for 
not only for 
‘heck of their old appliances, t 
i check of their old apphances, Dut 


out to see then 


Same 


10 years were ready 


to investigate some of the new ones. 
not all of the 

appliances, 
still all of them appreciated the inter- 


est and, Mr. Morrison believes, will re- 


He was right, and while 


interviewees bought new 


member the firm when future purchases 


ire considered, 


Husband and Wife Team 


The firm’s home economist is Mrs. 
McNeil, wife of the home appliance 
department manager. This husband 
ind wife combination, with similar 


opportunity to work 
toward the same goal—the selling of 
Kuhr Brothers appliances—has proved 
to be a profitable combination, Mr. 
Kuhr feels, and one which is in line 
with the firm’s plan to keep up with the 
newest moves in merchandising. 

It is. Mr. Kuhr’s contention that an 
appliance firm must be flexible enough 
to keep up with the times or it will find 
the going pretty hard in trying to keep 
abreast of its This at- 
titude explains the five conversions his 
firm has gone through in recent years. 
First, when he took on air-condition- 
ing and heating, he had to install a 
sheet metal shop in his business for 
handling duct work, etc. Then in 1941, 
he recalls, his business was almost en- 
tirely frozen up by the government. 


ideas and an 


competitors. 


“We had to get out and get govern- 
ment contracts on heating and _ air- 
conditioning to keep our organization 
says. “On those contracts, 
we had to do twice the volume to earn 
half the profits we had been making. 
We had to install 150 heating plants in 
%) days where before that time, we had 

(Continued on page 234) 
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JOHN MORRISON (standing, second from left), manager of the heating and air- 
conditioning department, points out the features of a modern plant to a group of his 
installation men. 


salesmen and 





FIVE MEN with a total of 45 years experience in servicing heating, air-conditioning 
and refrigeration equipment make up the backbone of Kuhr Brothers service depart- 
ment. Allen Water (center) is the service supervisor. 





PAUL T. KUHR, store owner, shows a new Bendix display to Miss Margaret Brinson, 
Bill Witherington and Lee Graham of the sales department, as E. H. McNeil, manager 
of the household appliance department (kneeling), examines the washer. 























Appliance Dealer 





ON THE AIR 


Can radio programs over local stations build traffic, sell 


appliances? This California retailer says "yes"—if you select 


the right program, present it at the right time. 


By HOWARD J. EMERSON 





RECENTLY COMPLETED, the new store of TECCO Appliances in San Mateo, Calif., gets attention day 


or night. On Friday nights 


radio house party 


<< ECCO S the 111 ye 
FECCO, your electrical ap 
pliance dealer at 2225 El 

Real, San Mateo, Calif., pre 
sents the TECCO House Party, 30 
minutes of laugh-provoking entertain- 
presented every Friday night 
right here in TECCO’s appliance 
showroom, and rebroadcast every Sat- 
urday morning at 11 o’clock over 
KVSM, San Mateo. For the best in 
rtainment, come to TECCO’s 
House Party every Friday night, lis- 
ten to the broadcast on Saturday morn- 


Camino 


ment 


ent 


ings. And for the best in electrical 
appliances—f d refrigerators, 
ranges, complete kit -—come to 
TECCO, 2225 El Camino Real, San 
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inside and outside is 


Mateo. Now, Bob Bruce, on with the 


OW 
Nearly 500 people are packed into 
the appliance showroom at TECCO 
Appliances—they stand in the aisles, 
between displays of traffic appliances, 
they lean on washers and ranges—all 
face the model kitchen-laundry that 
provides the backdrop for the KVSM 
master of ceremonies on this audience- 
participation radio show’ which 
TECCO owners Kenneth Rexford and 
Kenneth Van Bergen have selected as 
their major traffic-building promotion 
for the competitive appliance selling 
period ahead. 

Modeled along the lines of the na- 
tional G-E House Party, the TECCO 





filled nearly to capacity as crowds come to TECCO's 


show is ad libbed from a rough out- 
line, brings the visitors into the pro- 
gram to answer questions, perform 
stunts, play games, win gifts and 
prizes. The full half hour show is re- 
corded on magnetic tape for rebroad- 
cast. Although it is a small-city radio 
show, sponsored by a small city appli- 
ance dealer, and broadcast over a small 
city radio station, it warrants more 
than local attention for it is one of 
many current experiments in the use of 
low-powered, low-cost radio programs 
as a means of promoting retail appli- 
ance sales. Whether local radio will 
take its place along with local news- 
papers, billboards, throwaways, etc., 
in sharing the appliance dealer’s ad- 
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ba 


vertising budget depends on the suc 
cess of programs being tried out now 
before the period of heaviest compet 
tion. 

Deciding on the use of radio as a! 
advertising medium, selecting the type 
that would be the most 
effective, picking the day of the week 
and the time of day for the show, fig 
uring how much money could be all 
cated to this one weekly promotion— 
all these had to be settled before the 
TECCO House Party made its debut 
before a potential 52,000 radio home 
in the Peninsula suburban section oi 
the San Francisco Bay Region. 


What Radio Could Do 


of program 


Rexford and Van Bergen turned t 
local radio advertising to solve two 
major marketing problems that con- 
fronted them. First, they needed store 
traffic, which they were not getting in 
satisfactory volume because of their 
location on E] Camino Real, a six-lane 
arterial highway that links the Penin- 
sula cities and forms part of the San 
Francisco-Los Angeles coast highway. 
Secondly, TECCO needed to reach the 
appliance prospects in several small 
cities located along this highway from 
Colma to Palo Alto, While the high- 
way location of the new, ultra-modern 
TECCO store was the key to automo- 
bile-living market, prospects had to be 
reached in every town. As no one 
newspaper covers the whole Peninsula, 
and the use of several local newspapers 
would be prohibitive in cost, radio pre- 
sented itself as the logical medium that 
would reach this market. 


A 250-watt station, KVSM, owned 
by the San Mateo Broadcasters, Inc., 
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station’s power was sufficient to cover 
exactly the area TECCO was promot- 
ng, but not enough to extend far 

ugh beyond the area where the pro- 
motion would be wasted. Although 
KVSM was a relative newcomer, it 
had built a reputation and listening 
audience rapidly through the profes- 
sional quality of its programs, particu- 
larly the coverage of “special events” 
f a local nature not touched by the 
larger San Francisco stations. The 
‘ost to TECCO for the most inexpen- 
sive program, would be about one cent 
per listener. 


osen by rd and Van Ber- 


1owed that the 


Selecting the Program 


Not the least problem facing Rex- 
ford and Van Bergen, or any dealer 

» has decided on radio broadcast- 
ing as an advertising medium, was the 
' lection of a program. They could 
ae ok to the national shows to see how 
: » program had been selected to do a 
selling job—Gillette razors 
he-man beards with he-man 
oxing shows, while sweet music sold 
the whole family on aspirin and tooth- 
oe paste. They could look locally at pro- 
= grams sponsored by other appliance 
dealers in their market area—Blight’s 
of San Carlos went after the phono- 
graph record buying public with top- 
quality recorded music programs over 
KVSM;; San Mateo Appliance Co., lo- 
cated on a heavy-traffic main street, 
was joint sponsor of a street-interview 
program which took place in front of 
the store, supplemented it with twice a 
day newscasts, plus a 15-minute record 

ogram tied in with its record depart- 


specific 


reached 
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plugged radio sales 

d service through music programs. 

rECCO had a different problem. 
Rexford and Van Bergen wanted floor 
traffic and they wanted to promote the 
sale of major appliances, particularly 
complete kitchens. Record programs, 
yr even the complete variety programs 
which KVSM could supply in tran- 
scription, might help but wouldn’t in- 
sure bringing prospects from the mar- 
ket area into the TECCO store. The 
inswer seemed to be the program sug- 
gested by Clint Price, program di- 
rector of KVSM, an audience partici- 
pation show which would take place in 
the TECCO showroom, which through 
the participation angle plus plenty of 
gifts and prizes, would bring people 
from all over the Peninsula to the 
TECCO store. Price created such a 
show for TECCO, leaning heavily on 
the style of the GE House Party be- 
cause TECCO has a full-line G-E 
franchise and has installed a complete 
G-E kitchen and laundry that are part 
of the broadcast’s background. 

The program, which Clint Price 
worked out with Rexford and Van 
Bergen, has solved the floor traffic 
problem. Each Friday night between 
400 and 500 people join TECCO for 
the house party. About seven o’clock 
they begin to come in, and every Fri- 
day night more than one major appli- 
ance sale is rung up, sold to someone 
who came to see a radio show. Still, 
these sales are minor. They don’t pay 
the cost of the radio program. But 
other sales do—sales that result from 
having these 500 people each week 
exposed to the TECCO displays, to 

(Continued on page 258) 
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YOU CAN'T SEE THE APPLIANCES for the crowds at TECCO’s audience-particl- 
Every Friday night, these crowds visit this appliance dealer's show- 
room where Aaron Edwards, KVSM announcer, center, and partner Bob Bruce, keep the 
show going with interviews, games, stunts, and plenty of prizes. 


pation radio show. 


ITS THE BIG GIFT OF THE EVENING, and when Bob Bruce, left, gives the winner 


a new, deluxe G-E clock, the audience and a potential 52,000 radio homes are reminded 


that TECCO sells electrical goods (Below) 





























KENNETH REXFORD, 
ning a complete G-E laundry center, and where he now features the Kaiser dishwasher. 
He gets advice from co-owner of TECCO, Ken Van Bergen, left, and attention from 
sales manager Jack Bates, right. 





center, measures the space in the section where he is plan- 




















BACKGROUND FOR TECCO's appliance displays is this model General Electric 
kitchen where salesman W. G. Gaarden, left, is discussing the automatic sink with 
TECCO features complete kitchens in its radio advertising, uses this model 


prospects. 
display as a backdrop for the radio show. 











AT A MASS DEMONSTRATION of a portable washer, M. R. Gat 


appliance department, emphasizes a point in the proper use of the washer. 






















ELIMINATING 
CUSTOMER 
COMPLAINTS 
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7 My as t t 
could not fix s which did not 
i | l y W cn did no 
, : aA 
have anything g with it—ar 


most of the t > that we 
, , 
because the usewife simply was 


using it wrongly, Quite naturally, the 
elimination of this type of customer 
dissatisfactior 







1 has been one of the 












major goals of our appliance depart- 
ment.” 
While he mentions this in an off- 


hand manner, the efforts expended by 
Mr. Gatz in overcoming such com- 
plaints, for an outstanding object 
lesson to appliance dealers everywhere, 
because Mr. Gatz has reduced the demonstrations. 
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manager of Furchgott's A FINE TRAFFIC BUILDER is the record shop in Furchgott's appliance 


His attentive audience department. Self selection is stressed but here, Mrs. Naoma Noyes, in 
f Jacksonville housewives must satisfy him that they understand its operation before delivery. 


s VI ! t first Neanderthal num! ymuplaints he receives 
4 in set u ard between two nimut Naturally, thi 











charge of the department, assists a buyer in choosing an album. 


to sen 

Long years of study convinced M. R. Gatz, head of the ane “ 
availat 

appliance department at Furchgoftt's, Jacksonville, that § ........; 
lack of know-how caused more complaints than any- ° 











thing else. He did something about it. oan 
record 
tial. * 
Once I was satisfied that most com the salesman must be satisfied that the 
resulted from a lack of knowl- the buyer understands how to operate lea 
lige in operating appliances, I de- the equipment—before it is delivered t . 
ed to » something about it,’ to the buyer’s home. totals 
iys Mr. Gatz. “I found the answer for 
. rs mo Demonstration Schedule 
a phrase which might make a good 
n— There s no substitute for To carry out this pre-delivery rou- 
lemonstrations’. Since that time, my tine, Furchgott salesmen first sched- Thi 
bject has been to preach the gospel ule a tentative appointment for a not | 
instructing the customer in the demonstration with the buyer at the deale 
proper use of appliances.” time the purchase is made. When the how 
n carrying out this principle, Mr. merchandise arrives, the buyer is noti- merc! 
Gatz has based his training of sales- fied and the demonstration appoint- time. 
en and his methods of merchandising ment confirmed. Thus Furchgott’s staff 
yn two cardinal rules, which are: (1) makes certain the user knows the prod- mate 
every piece of equipment sold must uct she buys before she uses it. to n 
be demonstrated to the buyer and (2) (Continued on page 236) persi 
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CLAUDE NEYMAN, salesman in the appliance department at MRS. MARGUERITE NORTON, home economist for Furchgott, ts 
Furchgott's, demonstrates a radio to prospective buyers. Like other shows a customer how to load the basket properly in a washing ma- = 
Furchgott salesmen, he believes that there is no substitute for chine. Mrs. Norton, a former home demonstration agent, taiks ae 
the housewife's language. " 
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A Case for 
YEALERS’ SALES REPORT 


in many sections of the country, dealers make a con- 


fidential report of their appliance sales to the local 


utility company ... The accurate information gath- 


ered has proven a valuable index on the market to both 


LARGE number of the power 
A companies of the country ask 
the dealers in their territories 
to send in confidential. monthly rec- 
ords of their sales for compilation into 
area totals. These totals are then made 
available to all who have sent in their 
records. 
Perhaps dealers have from time to 
t grumbled a bit at the monthly 
‘ of sending in their figures—per- 
I they have hesitated to give out 
records which they feel are confiden- 
t Sometimes, they just do not keep 
ther Most of them, however, have 
learned from experience that it 
t the trouble, for the resulting 
totals can be a valuable source of in- 
sf 


pays 


Ps 


ition. 


Utility Surveys Dealers 


he Washington Water Power Co. 
not long made a survey of the 
dealers in its territory to find out just 
how they felt about the utility’s entire 
merchandising program. During war- 
time, while the organization’s sales 
staff was tied up because of lack of 
materials to sell, they were sent out 
to make a complete coverage, with 
personal interviews with each dealer. 
The results of these interviews were 
carefully studied by R. B. McElroy, 
general sales manager, and on them 
was based the program which the 
company finally adopted. 

Not that dealer opinions were unan- 
imous, even on such a question as to 
whether or not the utility should do 
active merchandising. Nor was the 
decision necessarily made on the basis 
of the number of votes one way or 
another. The interviews were studied 
from a human angle and an endeavor 
was made to arrive at the result which 
would genuinely be the best from a 
dealer angle. The final program was 
the result of applying the principle 
it what is good for the dealer is 
od for the power company. “And 
versely,” says Mr. McElroy, “if 
isn’t good for the dealer, it is no 
rood for us either.” 

One of the major needs which was 
lisclosed by this survey was that of 
ving accurate information. The 
cealer needed to know exactly how 
his stood from month 


ago 


mo =O 08 


is own business 
month—and he wanted to know 
what was being done elsewhere in his 
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community. If others were doing a 
better job than he in selling some par- 
ticular appliance, he wanted to know 
it so he could remedy the situation. 
If business on the whole was slow, it 
helped him to gauge the success of his 
own efforts. The power 
could help here perhaps in two ways— 
it could devise an easily kept record 
system for within the dealer’s 
store, and it could collect the informa- 
tion from all dealers in order to pro- 
vide a general picture of the com- 
munity. 

The record as devised by 
Frank Tool, assistant to Ross McElroy 
and his staff, consists of an attractive 
loose-leaf note book, containing tabs 
for each month of the year. Inside 
there is provided for each month a 
sheet for table cookery, heating and 
motor-driven appliances, portable 
lamps, ventilating equipment and farm 
equipment. There is also a sheet for 
electric ranges and water heaters, 
another for refrigerators and home 
freezers, another for washers, dryers, 
ironers and roasters, another for 
radios and vacuum cleaners, 

The small appliance sheet has 
squares provided for each day of the 
week, and by weeks for the month, 
with space on the other side for 
monthly totals. It is explained to the 
dealer that this gives him a daily pic- 
ture of how each appliance sells and 


company 


use 


system, 


gives him an idea of when it should 
be placed on special display, or adver- 
ised, or whether, perhaps, it should 
} 


be eliminated entirely. It is possible 
to see record the effect of 
any special promotion—and it is pos- 
sible to judge how the sales personnel 
is doing. Some dealers find that cer- 
tain salesmen tend to overlook small 
appliances because the commissions on 
an individual sale are not large. This 
shows up on the chart. 


from this 


More Detail on Majors 


On the larger appliances the sheets 
are divided to keep a record of the 
date sold, to whom it was sold, the 
town, address, catalog number and 
model, ticket number, sales price and 
whether cash or contract sale. This 
information is designed to be of great- 
est use to the dealer. Much of it is 
of no interest to the power company 
at all. But the dealer here has com- 
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By CLOTILDE GRUNSKY 








A POWER COMPANY dealer representative delivers a record book and explains its 


use to the dealer. 
customers may consult it. 


plete information and record of the 
sale. He can see at a glance, for in- 
stance, how large a proportion of his 
sales are how many of them 
credit. He can see what districts of 
town, or out of town, are best cov- 
ered and where special effort might 
bring greater returns. 


cash, 


Personal Calls Made 


Under the Washington Water 
Power system the dealer coordination 
man comes each month to make his 
own record from the dealer’s book. In 
this way the dealer does not have the 
chore of filling out a form to send in. 
All he has to do is to keep his own 
records up to date—something which 
he should certainly do for his own 
benefit in any case. 

At this time, the dealer coordinator, 
who is chosen for his position because 
he is a trained merchandiser, can see 
many things from glancing at the rec- 
ord. He copies down for power com- 
pany use only those figures which will 
go to make the system total. But for 
the dealer’s sake he glances over the 
record with other ideas in mind. He 
can often make helpful suggestions as 
to what can be done to improve the 
sale of some slow moving item—or he 
can suggest how best to take advan- 
tage of seasonal or other buying trends. 
His assistance is the more useful be- 
is based on a genuine knowl- 
edge of the firm’s needs and its strong 
as well as weak points. 

A recap sheet for each division is 
made up by the dealer coordinator for 
the company and sent into to the office 
in Spokane. This is entered on a 
master sales summary sheet. In this 


cause it 


Note the rate chart mounted on the wall where both salesmen and 


way the dealer’s own figures are kept 
confidential between himself and the 
dealer coordinator, only totals reach- 
ing the main office, Final totals for the 
individual areas and for the entire sys- 
tem are then published and distributed 
to all dealers in a company dealer 
publication. Figures for appliance sales 
are broken down by appliances for each 
town, trading area and division, so 
that the dealer can check his own re- 
sults against those for the community 
where he lives—and with confidence 
that records as reported are kept on 
the same basis as his own. 

For the dealer who does not handle 
all appliances, only those sheets ap- 
propriate to his business are included 
in the record book. Plumbers usually 
have only the water heater sheet, while 
fuel dealers may confine their records 
to stokers. 

In addition to the number of appli- 
the dealer coordinator also 
copies down names and addresses of 
customers to whom ranges and water 
heaters have been sold. These are en- 
tered on a card which is turned over to 
the home service adviser serving that 
area, who calls on the customer and 
makes sure that she understands the 
use of her new equipment. At the same 
time, she checks the fuel replaced for 
the record, and notes whether or not 
the customer is a prospect for another 
appliance. This information is then 
sent back to the dealer who made the 
original sale. 

In the main office in Spokane is kept 
another record, listing all dealers in 
the territory, regardless of size, with 
address, name of proprietor and appli- 

(Continued on page 238) 
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N | G HT Located at the intersection of two busy thoroughfares with considerable night traffic, Delaney's worked 


on the problem of making it possible for passersby to see displays clearly in a fraction of a minute. 

















VERSATILITY is the quality Mr. Delaney prizes in his salesmen more than any other. 
A salesman who works well in all lines is better than a specialist in one, he feels. 


PwsWENTY years ago, E. E. 

| “Bill” Delaney of Mobile, Ala., 

was selling electrical appliances 

ind dreaming. For his sales, he got 

$12 a week. For his dreams, he got 
. dirty look from the boss. 

Now this is not a “rags to riches” 
story because as far as anyone has 
been able to determine, Mr. Delaney 
was never ragged. But those dreams 
ie had back in the late 1920’s are now 
. reality and Delaney’s, the new one- 
stop, super shopping center at Broad 
ind Dauphin Streets in Mobile, is 
regarded by observers as the last word 
in modern appliance merchandising 
markets and is undoubtedly one of 
Alabama’s largest appliance stores. 

/ Mr. Delaney labels his showplace 

: a “one-stop, super shopping center” 
because he has gathered under one 
roof a number of successful operations 
which he began as sidelines to his 
appliance business. These include an 
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EVEN AT THE OPENING of Delaney's new one-stop, super shopping center, salesmen 


went right to work getting orders. This salesman seems to be doirg all right as he signs 
up @ customer for @ washing machine. 
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Operating on four simple principles, E. E. 
Delaney of Mobile, Ala., built his business 
from a small filling station into one of the 
largest appliance shops in the state. To- 


day he literally is “all over Alabama." 


uutomobile agency, a filling station, a 
parts and automobile service depart- 
ment and a tire shop. 

“There's an open season on sales 
every day in the year,” the Mobile 
dealer asserts,” and my theory has 
been to have something handy to sell 
on the ‘off days’. That’s why I’m in 
so many businesses. But first, last 
and always I’m an appliance dealer.” 


Four Main Principles 


Mr. Delaney operates on just four 
principles which he has established 
from his years of experience. The first 
of these is “a comfortable, well-ap- 
pointed place for people to shop.” It 
was this objective which led him to 
build the new quarter-million dollar 
store with 175 feet of visible showroor 
space devoted to the display of elec 
trical appliances only. The building 
is a two-story one and is air-condi- 
tioned throughout. An original touc! 
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E. E. “BILL” DELANEY, owner of Delaney's, Mobile, Ala., 








got his start as a $12 a week appliance salesman. Today he 
heads a three million dollar business with 1! branches. 


f 


Mr. Delaney’s installation of a mo- 
picture projection room where 
ilms may be shown to aid his sales- 
en. The 15,000 square feet of space 
1 the building is divided into modern 
ffices and store rooms, in addition to 
» vast display area. 
This idea of a “comfortable, well- 
ppointed place for people to shop” ex- 
nds to superb rest rooms and lounges 
hroughout the building. Ice water 
fountains, soft-seated chairs and fresh 
ywers add their bit to the comfortable 
atmosphere. It is Mr. Delaney’s boast 
that he wants to “give Mobile home- 
ikers a treat” and by so doing, he 
as made his sales zoom upward. 
Another business theory of Mr. De- 
laney’s is that “talented and versatile 
staff members are the backbone of any 
business.” He has spent great care in 
the selection and training of the 200 
employees who help him conduct the 
business. In accenting talent and ver- 


os 


- » 
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satility, Mr. Delaney teels these factors 
ire a greater asset in salesmen than 
doggedness or the mere possession of 
routine knowledge. 

“A versatile salesman will think up 
1 variety of angles in demonstrating 
and selling,’ he says, “and otherwise 
employ his versatility in making friends 
and regular customers of the buyer. 
Obviously a salesman who can sell 
vacuum cleaners, attic fans, coffee 
makers and ranges equally well is more 
valuable than one who is good at sell- 
ing washers only.” 


“Spread it on Thick" 


Still another belief of Mr. Delaney’s 
is “when you get the chance to edu- 
cate the public about your business, 
spread it on thick.” Such an oppor- 
tunity was afforded him during the 
second week in July when he staged a 
grand opening of the new store. It 
wasn’t just the usual opening with 
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IN AN ALL OUT EFFORT to give Mobile “home-makers a treat,” Mr. Delaney has pro- 


vided display rooms where housewives like those shown in the picture may shop in air- 








conditioned comfort. Salesmen are more comfortable—and more efficient—too. 


uusic and favors. Mr. Delaney had 
been announcing it for four weeks be- 
forehand in the newspapers, on bill- 
on the radio and with large 
banners flying from all of his trucks 
reading “Watch for the opening of 
Delaney’s.” He figured the affair had 
to be something different and it was. 

In the first place, he began selling 
from the moment the doors opened. He 
not only had a good stock of merch- 
andjse, his salesmen promptly took 
orders and placed names on the waiting 
list for what he didn’t have. The filling 
station part of his business served as 
the big traffic puller, giving away half 
a dozen water glasses with each five 
gallons of gasoline bought. Inside the 
store, shoppers registered for the draw- 
ing of a prize Maytag washer. Top- 
ping off the affair was a broadcast over 
one of Mobile’s radio stations in which 
everybody was invited to take part. 
People were flattered and flustered. 


boards, 


mumbled something and grinned, but 
they loved it—and Mr. Delaney sold 
15,000 gallons of gasoline, gave away 
17,000 water glasses, had 10,000 visi- 
tors in the store and sold more elec- 
trical appliances than has been sold in 
Mobile in many a day. 

The firm utilizes several promotional 
stunts. Building permits are scanned 
and new home builders are contacted 
and offered the services of the shop. 
To promote washing machines, parents 
of new babies are extended an invita- 
tion to visit the store and examine new 
models. All such sources for prospec- 
tive buyers are used to the fullest and 
the store’s advertising is kept on a 
current basis, being channeled through 
Mobile’s two daily papers, the city’s 
three radio stations, on billboards and 
by direct mail. 

Another tenet of Mr. Delaney’s is 
that “when a business reaches the 

(Continued on page 252) 
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THIS MODERN APPLIANCE SHOP prides itself on the neat, uncrowded arrangement MANY A HEATER, WASHER AND RANGE has been sold by Mr. Campbell as a 














of displays. Bob Campbell, the owner, here demonstrating a radio, utilizes his record result of the judicious use of record merchandising. Here, he demonstrates an ironer to 
department to increase the sale of major appliances. one of the many Homewood housewives among his customers. one 
Here are 16 tried and true ways in which 
an Alabama dealer is making the sale of 
. 
phonograph records increase the sale of THE STAR APPLIANCE SALESMAN for Consolidated is the music and record bar 
shown above, according to Mr. Campbell. Mrs. Mary Davis, record specialist, makes it 
electrical appliances. @ point to keep abreast of trends in music and other recordings. . 
PTS HE tact eC! tablished resulted in establishing his sale of 1, Place the record counter where its other appliances by closing off the 
| R5 nt of all popul ecords as a big factor in his sale of eye-appeal is greatest. Records are a customer. He refuses to have such 
yung ppliances. major traffic item and many dealers booths because first, they would not fit 
, 12 nd 19 Records Are Bysenite successfully place a record bar at the into his shop gracefully and second, 
I O oductior mack of the store so that traffic will they destroy eye-appeal while cus- 
head of RCA-Vict , and Mr do not hesitate to say that my rec- pass through other appliance sections tomers listen. 
Oberstein ought t rd department is my best appliance to reach it. But what good is a back- 4. Keep small appliances in reach of 
Simple mat fore shows lesman,” he declares. “It was not  of-the-store traffic puller if it can’t be the customer. A new electric mixer 
that 5 ent of those Iw so and without the application seen, reasons Mr. Campbell. His own or toaster is a handy thing for a cus- 
who y electrical of several rules I’ve instituted, after record bar occupies a large area in the tomer to examine leisurely while lis- 
applian ! t is assumed that onths of trial and error, it would not front of his shop, is made a part of tening to Lily Pons or Sammy Kaye. 
youngsters rarely are appliance cus- be so today. You know, records are the front windows, and is brilliantly Such idle examination frequently leads 
tome! Che result of this situation on dy1 te. They can hurt your business lighted until midnight every night. to questions and thus to sales. Mr. 
almost all retail aj nce dealers who or help it, and if a dealer isn’t careful, 2. Put a specialist in charge. Mr. Campbell says simply: “Give ’em a 
sell rd t d depart ie can wind up solely in the phono- Campbell points out that a salesman chance to look at it and examine it— 
ite, distinct graph record business. I guess it’s who doesn’t know the difference be- they may buy it.” 
| ( t store. o hil you have to control then tween Harry James and Jesse James =. Keep well stocked in all types of 
(2) ll, unprofitable they ll take over the place.” is a bad asset to a record department records. The value of this is obvious 
sideline kept ior convenience only. Mr. Campbell is selling plenty of and succeeds only in drawing the since human taste runs from Helen 
Among the many dealers who have ppliances now in the spacious 40x50 scorn of the customer. His own special- Traubel to Dwight Fiske, and as Mr. 
pondered the question of profitably in- ft. shop on Homewood’s main street ist is Mrs. Mary Davis, who has had Campbell points out, satisfying a child 
tegrating record sales with appliance nd his store has become one of the’ six years experience in handling rec- with “Peter And The Wolf” has led to 
sales Bob Campbell, owner and outstanding ones in that section. ords, has a collection herself and is the purchase of a refrigerator by the 
operat Consolidated Appliances, There are 16 different ways in which — versatile enough to talk to jitterbugs, parents. 
2835 South 18th Street, Homewood, ( is worked to integrate his sale juke box listeners or genuine long- 6. Talk up other appliances at the 
Ala. Mr. Campbell’s objective was the of records with his sale of appliances, _ hairs. time of the record sale. This can be 
utilization of his music and record each of them the result of Mr. Camp- 3. Fit the department to the store. done by smart salesmen with the cus 
department in such a way that it would _ bell’s experience in attaining this end. In some cases, listening booths are not tomer scarcely aware of it, according } 
complement and spur the sale of elec- His rules for utilizing a record depart- only unnecessary but can be an actual to Mr. Campbell. His salesmen fre | 
trical appliances. His study covered ent to boost the sale of appliances liability. Mr. Campbell argues, ex- quently remark that a certain tune is 
a period of several months and has re as follows: plaining they can cut off the sale of (Continued on page 244) — 
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A Furniture Man 
LOOKS AHEAD 


Ted Holbrook, who heads the appliance division 
of American Furniture Co., Denver, sees a shake- 


down coming in the competitive days ahead 





TED HOLBROOK 
Manager of American Furniture's appli- 
ance division, 


O. P. JONES 
Assistant manager of appliances, demon- 
strates his trick cigarette lighter. 


FURNITURE STORES HAVE CHANGED, TOO 


“We must realize that many stores, such as department stores 
and others, are planning definitely to capture as large a portion 
of the furniture business as possible. The average furniture store 
before the war had thousands of time payment accounts on their 
books. whereas the average department store did most of its 
volume in cash sales or 30-day charge accounts. 


“The picture has now changed to a marked degree. For 
example, housewares distributors and also electric appliance houses 
have been wholesaling merchandise to specialty shops and many 
other outlets that previous to the war had never given a thought 
to this type of goods. Drug stores and 5 and 10 cent stores are 
now handling appliances, occasional and juvenile furniture and 
other items. 


"Many furniture stores realize that they had to become what 
they should have been a long time ago—complete homefurnish- 
ings stores. Furniture stores have begun advertising housewares, 
appliances, blankets, toys and countless other items." 





| "These changes brought traffic,” says Ted Holbrook. “And the 
| furniture man who thinks he should get out of housewares and 
appliances because of wartime mistakes has the wrong idea 
today.” 
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THIS POTENTIAL CUSTOMER was 








in admiration of ABC and General 


Electric washers when this picture was snapped. 











THESE YOUNG WAR WIVES are really hard up for refrigerators and no selling is 


needed, just availability. 


ED HOLBROOK, who learned 
the business beating the bushes 
of his native Pennsylvania, today 
heads the appliance department of Den- 
ver’s 50-year-old American Furniture 
Co. He can stand in the street and gaze 
at Lookout Mountain where Buffalo 
Bill lies buried. He can eat all the 
brook trout he wants to at the Cosmos 
Club and sail off to snow-capped 
peaks for week-ends. 

Yet Ted Holbrook is not a happy 
man. He’s busy gazing at the crystal 
ball that reveals to him the future of 
the appliafice business. 

When Bob Kahn inherited Denver’s 
he wanted a veteran 
to head up its appliance division, That 
he is said to have given Ted 
Holbrook a 2 percent override on 
appliance sales. In return Mr. Hol- 
brook has to aid him in guessing right 
on what to do. 


venerable store, 


is why 


Too Many Dealers 


One thing that worries Mr. Hol- 
brook right now is the fact that there 
are about 300 dealers in Denver selling 
appliances. He says there were about 
30 before the war, and nine real oper- 
ators. “They are about to separate the 


men from the boys,” 
mark. 

What is being done by Mr. Hol- 
brook to gird up the loins of the Amer- 
ican Furniture Co. for the coming 
fray? 

For one thing, he is trying to build 
up a veteran sales force that knows its 
business. It cost American 6 percent 
to sell appliances during 1946-47 when 
the job could probably have been done 
with a penny postcard. 

“Any Coloradan who drives in 80 
miles to buy something wants to deal 
with a salesman who knows which way 
is up,” says Mr. Holbrook. “We are 
getting salespeople who know their 
products. 

“Second, the basement floor contains 
‘ther specialties such as porch swings, 
bicycles and the like that balance out 
appliances.” 

The thought ahead of the organiza- 
tion is to have specialists on each par- 
ticular line and not spread them out 
all over the store. This will come with 
time. 

Next, American Furniture foresees 
a huge replacement market and an 
operation to go ahead in this sort of 

(Continued on page 262) 
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JUST ABOUT EVERY KIND of merchandise you can think of lines the shelves of Jack's Electric Appliance Co., in 


Pensacola, but such items as lamps and toasters are skillfully worked into the displays 








THE STORE'S DRUG COUNTER 


semble the corner drug store as much as possible but * 








is arranged to re- 


even here are appliances such as irons and mixers, 


IT LAKES ALL KINDS 


Jack's Electric Appliance Co., of Pensa- 


NE of Northwest Florida’s most 
C) ggressive electrical appliance 
lealers, Jack Blankenship of 
Pensacola, may never become a com- 
petitor of Croesus, the Rockefellers or 

i 


erabad, but when 


the chips are down Mr. Blankenship 
prol ly will be t in there tcn- 
ing. For the o yusiness slo he 
has eve a iad Ss \ teve 
hap T I'm go i Sta l 1ess.” 
A e meat O opera- 
tor Jack’s Elect ypliar Co 
261 th Ce ntes St., Pensacola, 
Mr. Blankenship figures he’s all set to 
take on almost any business condition 
which may arise, from prosperity to 
depression. He has convinced himself 
luring the past three years when de- 


nall and appliance sales 


were few, that he has found the secret 
of success in selling electrical appli- 


selling almost everything 


iveries were SI! 


“Of course,” he 
may not work in other communities 
where conditions are different, but in 


asserts, “my system 


my own area of Pensacola where fam- 
ilies are large and the community spirit 
is high, I’m selling plenty of appliances 
—by also selling ice 
greeting cards, 


cream sodas, 


patent medicines, mag- 


cola, Fla., carries an amazing variety of 


sidelines and this dealer figures he has 


found the key to success in selling appli- 


ances—by selling almost everything else. 


By A. B. WINDHAM 


-a-brac statues and 


Appliances Dominate 


If you gather from this that Mr. 
Blankenship’s store is a hodge-podge 
of gadgets, you’re wrong. Nor does 
the carrying of seven or eight different 
sidelines overshadow the business of 
selling electrical appliances. More 
than half of the store is given over 
to the display and demonstration of 
large appliances, and nowhere in the 
store do such displays give the appear- 
ance of being crowded or secondary. 
The 40 foot wide by 80 foot long 





building is laid out in orderly depart- 
ments with the soda fountain separate 
from the gift shelves, but each depart- 
ment features electrical appliances and 
it is in this equipment that Mr. Blan- 
kenship does his major business. 
“Everybody who comes in is a pros- 
pect for something,” declares the Pen- 
sacolan. “I wish they were prospects 
for appliances and that’s exactly what 
I am trying to make them by selling 
these other things. With this end in 
mind, every sale of birthday cards, 
soft drinks or gift vases is tied in with 
our effort to sell electrical appliances.” 
Explaining just how this system 
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works, Mr. Blankenship points out the 
relationship between selling appliances 
and selling birthday cards, for exam- 
ple, and the routine by which such 
sales are tied in with his plan of mer- 
chandising electrical equipment. 

“A customer comes in, attracted by 
our birthday and gift card shelves,” 
he says. “Perhaps it’s because his wife 
his mother or his sweetheart has a 
birthday coming up. He buys the card. 
What’s more natural than that he 
should be interested in buying a gift 
to go along with it—say a toaster, per- 
colator, iron, fan or some other smal! 
appliance? It’s up to the salesman to 
see that he gets the opportunity to buy 
it—and everybody in this store her 
is a salesman from the soda jerker 
and the drug clerk to the boss and his 
wife. 

“Now, look over at the soda fountain 
there,” he continues. “See that young- 
ster drinking a malted milk? He'll be 
an appliance customer some day and he 
probably will be one of my customers 
We are located near one of the high 
schools here and early in the morning, 
before school, the kids troop in for 
sodas and candy. You can bet when 
they overhear their parents discussing 
the purchase of a refrigerator, vacuum 
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LARGER APPLIANCES have been carefully arranged 
by Mr. Blankenship (in white shirt) so that they dominate 
the store, despite the variety of sidelines. 








JACK BLANKENSHIP, aggressive Pensacola appliance 
dealer (right), points out to a customer the good fea- 
tures of a vacuum cleaner. The direct phone to Western 
Union, at the right, is one of many features installed by 
Mr. Blankenship to draw traffic into the store. 





BRIC-A-BRAC STATUES and chinaware gift items are 
placed in a special department to themselves but small 
electric appliances are carefully woven in among them. 


PLEASED HIGH SCHOOL YOUNGSTERS are at- 
tracted by the record department and are invited to 
enjoy themselves at Jack's. This means future sales of 
records, radios and record-players and eventually, sale 
of larger electrical appliances 











JACK'S CUSTOMERS are invited by salesmen to ex- 
amine and operate appliances themselves as this potential 
buyer does as the salesman stands by to answer questions. 


PERSONS WHO COME to buy birthday and gift 
cards are given the opportunity by Jack's salesmen to 
buy smaller electrical appliances as a gift to go along 
with the card. These card counters have long been a 
fixture in the Pensacola store 


iner or washer, they'll speak up and 
ind them that such can be bought 

Jack’s Appliances. 

Then again, you’d be surprised at 
ust how many small radios we have 
sold by talking up the idea of a radio 
for every room. Sell the kids on the 
lea and they'll sell their parents, for 
lildren are the most potent of all 
salesmen and when they get the idea 
they'd like a radio for their own room, 
they'll go to work on it. 

Now take a look over there at the 
cord counter. Look at the youngsters 
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hat means the sale of new 
records in large quantities and the 
eventual future sale of radios, record 
players and such equipment.” 

There certainly is no madness in this 
variegated method of merchandising. 
Under Mr. Blankenship’s plan—and it 
is this plan which guides all his sales- 
men—even razor blades and fountain 
pens can be made to lead into the sale 
of appliances and that objective is the 
goal of the dealer’s business. If patent 
medicines and plaster dog statues “sell 


listening. 


just as well as paint or hardware”, ac- 


1947 


cording to Mr. Blankenship, then why 
shouldn’t he sell them—particularly if 
they lead the way to larger sales in 
electrical equipment? 
In reality, Mr. 
herited the idea of carrying such a con- 


Blankenship _ in- 
glomeration of sidelines. When he 
bought the store three years ago, it was 
a sort of gift shop and featured such 
items as the birthday and greeting card 
shelves and the bric-a-brac statue 
shelves. Since the stock was on hand 
ilready and the gift store had a cer- 


tain number of customers, he just left 


working the 
sale of such items in with that of elec- 
trical appliances. The experiment 
proved so popular, he added the patent 
medicine, soda fountain and jewelry 
departments himself. 


the shelves as they were, 


sut his arrangement of the various 
sections is handled shrewdly, in that 
all of these sidelines seem to accent the 
appliance business. Displays of appli- 
ances are so arranged throughout the 
store that they must be seen and com- 
nand attention even while a customer 

(Continued on page 263) 
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Z, 
ot The new 
Pressure 


S?ONSORneD 


Biggest 
appliance news 
since the 


TruHeat Iron ! 


Take a good look at the Saturday 
Evening Post ad above. It tells you 
about the biggest plus any pressure 
saucepan ever had... Betty 
Crocker! She’s the nation’s best 
known, best loved home service per- 
sonality. Women by the millions 


; 
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Genera} Mills 


“ick Sauc 


"Ty ctoes, Pal 


write to Betty Crocker, listen to her 
radio broadcasts, use her recipes, trust 
her advice. When Betty Crocker talks 
about pressure cooking women will listen 

. and buy! 

And she’|I be talking to them regularly 

. in magazine and newspaper ads— 
on the Betty Crocker Magazine of the 
Air over the ABC network .. . in per- 
sonal correspondence with literally 
millions of her friends. 

Watch for the opening ad on the back 
cover of the November 12 Post. It’s the 
start of something new and big and im- 
portant in pressure saucepan selling. 
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Betty Crocker is a trad 


name of General Mills 
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The Fine Art of 


AV TRAC TING CROWDS 


rx 


With short discounts 
likely to continue, deal- 
ers must learn to sell 
mass groups. 


OT so long ago a southern 
dealer made the social error 
of signing a lease on a build- 

ing that was haunted. We can’t men- 
tion the name or place for we might 
get sued. There had been a murder 
committed and it appeared everyone in 
town thought the place was spooky. 
For a while this operator wondered 
why the good women all picked up 
their skirts and passed his place by at 
a safe distance across the street. Bit 
by bit he came to understand the mean- 
ing behind all the eye rolling of the 
kids and the timidity of customers. 
White paint and plenty of light brought 


about a transformation. But what 
really turned the trick was a lot of old 
antique glassware that his father 


wanted to dispose of. A bargain sale— 
with the glassware displayed in the 
back of the store—overcame the fe- 
male scruples. Women walked into the 
place in numbers for the first time. 
Then this dealer opened up a sewing 
school, employing a good instructor. 
He carried sewing machines and classes 
took place in the morning when the 
light was cheery, and the women had 
to trudge up the back stairs to a room 
where the school was held. 

When your reporter called the hoo- 
doo spell was completely broken. This 
dealer had found that women would 
gather under their own power to learn 
how to make clothes. He sold them 
sewing machines as a means to this 
end. The teaching job got the catalytic 
action that he desired. 

Sometimes it isn’t a school that gets 
them in. There is a nuts and bolts 
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COMMONWEALTH EDISON COMPANY'S cooking school for teen age girls teaches them to prepare 


the food youngsters love. 
parents buy. 


hardware store in Ohio that wanted to 


Its proprietor desired 
‘ome into his 
situated 


sell appliances. 
to get farm women to 
store. Unfortunately he 
on a street where a lot of women did 
was a barber shop 


was 
not pass. 
nearby which women avoided, fearing 
the men loafers would make “nasty” 
remarks about them). 

Farm women, figured the proprietor, 
usually were g ym home a num- 
ber of hours at a time. What was the 
peculiarity of their situation that was 
different from females in town? 

It didn’t take him long to dope out 
that a great many of them brought in 
babies who had to be fed and have 
their pants changed. So he took a lot 
of valuable first floor space in the rear 
of the store and made a sumptuous 


(There 


yne fri 


ww" big manufacturers declaring that they are 
no longer going to hold an umbrella over the 
chain store competition, it is obvious that short dis- 
counts are likely to prevail in the future. Short 
discounts call for mass selling which spreads the cost. 


O better way of mass selling than by schools 
and sociables. Look for a lot of ingenious devel- 
opments to be coming out of this line of thought in 
the future. 
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women’s with a 
place where a baby could be changed 
if the women so desired. 

He figured that a lot of these farm 
women have to spend periods of wait 


rest room out of it, 


ng for their husbands to pick them 
up. Up front he placed some handy 
wicker chairs where a woman could 


wait for her old man. Handy to the 
door he installed a Frigidaire drink- 
ing fountain. Farm people love to 
drink ice water. 

Advertising urging country women 
to wait for their husbands and change 
their babies at this hardware store 
brought a response. By giving a cer- 
tain class a bit of service this firm was 
able to swing away from a traditional 
nuts and bolts reputation, and attract 
women in to a place where they neve 
came before. 


Self-Service Laundry 


As merchandise becomes mort 
plentiful, the small town dealer who has 
the space will be foolish if he does not 
start a “helpy-selfy” laundry. It isn’t 
going to affect his sales of washers as 
most people find that a machine in 
their basement is much handier. But 
it will attract those women who are 
cursed by lack of hot water, by hard 
water or whose machines have broken 
down. They will learn to congregate 
in his store and give him floor traffic 
of a kind that would make a depart- 
ment store proprietor green with envy. 
He can teach those who came to wash 
how to run an ironer, he can explain 
how easy it is to have an abundance of 
hot water and sell families the trick of 
producing soft water. 


Oddly enough, they use the appliances the utility would love to have their 


ever seen a football 
game knows that the shortest way to 
score is right straight through the line. 
They also know this is the most impos- 

> method of doing it. It is the 
oblique play, the run that goes often in 
another direction that permits the run- 
ner to score. 

In the same way, the service that 
teaches, that helps people with their 
problems is the one that puts over the 
winning sale. 

Up in Manchester, N. H., there was 
a cooking school before the war that 
was a lulu. Girls attended what they 
considered to be a free cooking school. 
They were charged 50¢ a lesson for the 
groceries they used. But the point was, 
they did their learning on electric 
ranges. Without realizing it, they 
were being thoroughly sampled on the 
virtues of electric cooking and put in 
position to want an electric range with- 
out its ever being mentioned. 

The boys who used to sell stoves 
know how difficult it is to switch a 
family from one type of cooking ap- 
paratus to another, because the pros- 
pect hates to put so much money into 
1 method that he feels he may not like. 
If he has been sampled and likes it, 
the rough edges are off the deal. 


Any one who has 


sible 


Commonwealth Edison School 


Newest idea is the cooking school 
for children, inaugurated last sum- 
mer by the Commonwealth Edison Co. 
in Chicago. Classes are held at 10:30 
a.m. each Tuesday and Thursday. 
“Short Cooks to Housekeeping,” a 
program featuring the correct use and 

(Continued on page 266) 
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BASIC INSTALLATION ADJUSTMENTS ... 


How 





























—_ — 
Adjusting Tubes to Striker on Adjusting Tubes to Striker on 
Four Tube Models 410-420-620 Two Tube Models 316-375 
(2 iil 
—— 
e 6 Tin 
. tub 
J) ta , 
being 
at they | 
ing + 
mech. 
Correct tone can be achieved only by proper adjust- Tubes are suspended from adjustable, sliding hanger = 
ment of tubes on these models. Chime tube is sus- bracket one. To adjust, loosen set screw two and move 
pended by cord loop on adjustment nut one. Turn hanger bracket until striker tip three is approximately 
adjustment nut one, moving each tube until the tube is 1/16" from tube when the striker is in its extended posi- 
approximately 1/16" from the striker tip two when the tion. Lock bracket in that position by tightening set 
‘ striker is in its extended (operating) position. To deter- screw two. Adjust opposite tube in same manner. Test 
ng mine the correct tube position it is necessary to observe chime after adjusting to make sure that both tubes are 
Qi] 1] hindet the position of the striker tip while the chime is operating. are struck a firm blow, but without the striker resting 
The chime may be operated for this purpose by bridging against the tube after impact—as this will deaden the 
terminals 2 and 3 at the chime with a coin, screw tone. 
driver or other suitable conductor. (These are the push 
button terminals, and bridging them momentarily at the 
chime has the same effect as pressing the push button). 








Placing Housing 
and Tubes 


Volume Control on 
Models 410-420-520-620 


Attaching Wires 
to Mechanism 
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On all long tube models hang the shortest tube at the 





extreme right (facing chime) and the /ongest tube at 
the extreme left. Attach chime mechanism to a flat wall, 
making sure that mechanism is horizontally level and that 
the tubes are suspended free of any obstacle. The deco- 
rative plastic housing should be handled with care to 
avoid cracking. To place housing on chime, first inse-t 
metal tongue or pins at top and gently press lower por- 
tion of plastic housing into place. 
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Pull wires through opening one in base plate and attach 

firmly to binding posts two. Allow enough slack in 
wires so that floating striker mechanism three is not pul'ed 
off center. ‘However, be careful that wires do not touch 
tubes or sound bars or interfere with free movement of 
striker tips. Anything rubbing against tubes or bars will 
deaden the tone. 


OCTOBER 


Volume control on these models is accomplished by 

moving the indicator one along the scale from soft to 
loud. Note that in the “off” position the chime is com- 
pletely silenced. 
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Servicing Electrical Appliances 











How to Replace “Rhythm Master’ Timer MAKING REPLACEMENTS 


Lit 
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Timer is located under the mechanism housing. Remove To replace timer loosen set screw one and remove 8 In the 520 model the timer is readily accessible by 
tubes one. Disconnect wires three from binding posts clamp. Lift socket two from top of timer. Install new simply removing the plastic housing. Remove and re- 
being careful to note or tag the different wires so that timer, replace socket and tighten clamp. Note: Before place timer as described in illustration 7. 
they can be returned to their original post without hav- replacing socket two read instructions under il'ustration 
ing to retrace the wiring. Remove screws two and lift 9 carefully. 


mechanism off base plate. 


How to Replace Spring and Plunger in Pre-War Models 












PLUNGER 





SPRING 



































lf after replacing the timer the chime should skip a 10 Remove spring from spring groove one at extreme end 1 — of bese plete heaaes two sriker cols showing 
note or fail to operate it may be due to poor contact of plunger. Pull plunger out from left, two. When springs and plungers in proper place. Tubes are sus- 
between the socket and the timer pins. This can be cor- replacing spring and plunger hold ee place and pended wan eonunting gests ane. Mele Cat when oat 
rected by springing the six contact strips one slightly insert plunger from left through coil and spring. Hook tube is off lower plunger two can fall out. If mechanism 
inward to form better contact with the timer. small end of spring in spring groove, one. is removed, or packed for shipment, plungers and springs 


should be securely taped in position to avoid loss 


Care of Plastic Housing About Transformers 








1 1 Plastic housings have a natural high gloss finish that 





will retain its beauty for years. Plastic housings should ~ 
not be waxed. Dust with a damp lintless cloth. Wash ee , 
occasionally with warm water and a mild soap if neces- 
sary. 


<— 


—> 
Certain chime models are designed to operate from 
any good doorbell transformer. Other models require 

the increased power supplied by a special transformer 
packed with the chime. Care should be taken to insure 
that the right transformer is used. Always install the trans- 
former in the shortest possible circuit between push but- 
ton and chime. Avoid placing transformer in an out of 
the way location that would require unnecessary exten- 
sion of the wiring circuit. Excess wiring means loss of WRON WAY 

power. Use nothing smaller than No. |8 bell wire for ? 


3; 





HU 














hook up. 
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RAY JONES, president 
of the Ray Jones Washing 
Machine Co., Denver, and 
former president of the 
Parts 
tion, is a man of ideas. 
He is shown here with his 
idea for storing washing 
machine gaskets. Bottom 
gasket is glued in place. 
By opening drawers, you 
can see what is where. 


Jobbers 


Associa- 


Washer ‘Irade-In Allowances 


Ray Jones of Denver suggests that 
the old OPA schedules form a basis; 


this method has ready acceptance. 


By TOM F. BLACKBURN 


g e to the naked eye. Even owners 
dat eadily ré IO NLIZE lat a iss E 
of life vasher is worth a great deal more than 
p ) lass A trade-in 
‘ \ ng M Following is a suggested schedule of 
the ade-ins put out by Mr. Jones for the 
I | | e of sales people: 
a Electric Gas Engine 
f turning 
x ; 2, 5 Class A washer $6.75 $10.00 
‘ Class B washer 10.00 13.00 
Class C washer 18.00 25.00 
f it Class D washer 25.00 32.00 
t ( t Class E washer 40.00 54.00 
ARE ne eer ae : Class A—A; wringer type  whicl 
6 ; eee oes eets the following specifications: 
\ st i Sate ty re 
{ t ll tal Woo 
it tall 
‘ I or in 
n I ut not 
; ] 
tt ) { T) Tie 
1 that ‘ too 
ents t 
( t t n the abo 
I ( t \ Class B Wrrings ist be metal 
low vit l rinal 
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roll not less than 1{ in. in diameter. 

Chassis—all metal. 

lank—two coats porcelain or any 

etal of common use. Minimum capac- 
tvy—six sheets or 12 gallons to the 
vater line. 

Agitator—or dolly—must be con- 
trolled by lever or clutch so that it will 
remain idle while wringer is being 
used, if desired. May have hinged or 
removable lid and must have swivel 
isters, 

Power—electric motor or gas en- 


gine, 


Class C—\Vringer must be all metal, 
iutomatic drain board, not less than 
2 in. diameter roll. Full width. Safety 
release. 

Chassis—all metal. 

lank—nickeled copper or rustproof 

etal acceptable only if vacuum cup 
type and may be as little as twelve gal- 
lon capacity to water line. If other 
vashing principle minimum capacity 
to be 15 gallons to water line. Lever 
or clutch controlled as in Class “B” 
Power—electric 


motor or gas en- 


Class D—W\ringer, all metal frame. 
\linimum diameter of rolls 2} in. Full 

push bar or left type safety 
ise \utomatic drain board. 


lel, 


l'ank—must be a twin tub, or if not, 
double \\ illed single tub, or single 


porcelain or aluminum tub if 


square design, one piece. 
lransmission—must be fully en- 
losed and operate in lubricant. Agita- 
or washing device, must be lever 
lutch controlled as in Class “B” 
1“C.” To be classed as ‘D” washer 
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must have built-in switch or timer, or 
if not, must have extra large wringers 
and cord reel, 

Power—electric motor or gas en- 
gine. 


Class E—A washer to be considered 
i. Class E must meet any one of the 
following sets of specifications : 

Wringer—all metal, single lever con- 
trol which operates rolls, reverse drain 
board and automatically locks index. 
Double deck drain board, i.e., clothes 
move over one deck to rolls, water 
drains back to tub on lower level. 

Tank—if aluminum must be one 
piece. If porcelain, must be at least 
two-coat and if round must have min- 
imum capacity of twenty gallons to the 
water line. If square may have a capac- 
ity of only 17 gallons to water line. 

Power—Electric motor or gas en- 
gine. 

Exception is made in this class if 
washer is vacuum cup type washer, 
in which case a 12 gallon capacity 
to water line is acceptable, provided 
the machine meets all other specifica- 
tions. A twin tub washer, each tub 
having a capacity of 17 gallons or 
more and each tub equipped with 
an agitator is acceptable if the washer 
meets all other requirements. 


For all practical purposes any 
washer which would be classed higher 
than Class E need not be here listed 
since the comparative number would 
be so small as to make it unnecessary 
The appraisal can be safely left to t 
dealer making the sale as he would 
hardly allow more than his profit on 
the new washer for any used machine 
taken in trade. E 
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DORMEYER’S “GREATEST IN THE INDUSTRY’ ADVERTISING CAMPAIGN « 
TELLS 34,800,000 CHRISTMAS SHOPPERS FOR YOU 





foe" fo" A 
nother Dormeyer FIRST! Yes _ Now D 
or- 


DORMEYER coma the full selling force of full-page —_ display and cash in 
ADS IN ALL THESE — “or ads in the Saturday Evening Pos; ut”! Remember — 
MAGAZINES... 
MONTHLY 


on this profit oppor. 
Follow DORMEYER 


@ SATURDAY EVENING 
POST 


@ LADIES HOME 
JOURNAL 


a 


@ ELECTRICAL 
MERCHANDISING 


@ HARDWARE AGE 


® RETAILING HOME 
FURNISHINGS 


@ ELECTRICAL DEALER 


= @ HOUSE FURNISHING 
REVIEW 

ne @ JEWELERS CIRCULAR 

“4 —KEYSTONE 
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: BARGERS. “ey 





oe ee 















OUTSIDE: The exterior of Barger's, Inc., shows the division of the store into home 
appliance sales on one side and self-service laundry on the other 


Self-Service 


laundry 


Barger's, West Palm Beach, Fia., not only 
sells appliances, but runs a self-service 


laundry for it's customers 

















. i... 








WASHER PATRON-PROSPECT: A typical housewife, attracted 


by Barger's self-service laundry, is also a good prospect for washers, 


ironers, refr gerators and ranges 


















INSIDE: This is the row of 18 Maytag washers which help bring in hundreds of appii- 
ance prospects to Barger's, Inc., West Palm Beach, Fla. 



























NE of the most unusual appli- 
6) ince dealerships in the South 
is H. G. Barger’s, West Palm 
Beach, Florida, a firm which has built 
never-ending stream of major appli- 
ince prospects by devoting one-half of 
its building at 1855 South Poinsettia 
to a combination automatic and self- 
serve laundry. 

H. G. Barger, head of the firm, is 
in old-timer in the appliance business, 
having concentrated on laundry equip- 
ment for many years. Until 1943 he 
operated an appliance sales and service 
store in the San Fernando Valley in 
California, switching 3,000 miles 
cross the country to enter the same 
field in the Palm Beach area. During 
1946, with only limited supplies of 
new appliances, but a large service 
hop and the self-serve laundry,. he 
did a volume of better than $80,000, 
ind for 1947, with new appliance de- 
liveries, he expects to jump well over 
$100,000. 

The firm is franchised with such 
leading lines as Phileo, RCA, Admiral, 
ind thirteen lines of washing machines, 
vhich include Maytag, Launderall, 
Ap xX, Speed Queen, Conl mn, Thor, 
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TUMBLER-DRYERS: Barger's recently installed these three Huebsch tumbler-dryers to 


aid self-service laundry patrons with their wash. 
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\utomatic, Young, Presteline among 
the “stars.” As a washing machi! 
specialist, Barger has created some 
sensational sales for supplying 
facturers, 


Store Divided 

The West Palm Beach store is di- 
vided into two sections, with the com- 
plete appliance showroom, repair shop 
for all major and small appliances and 
warehouse space on the left, and the 
self service laundry on the right. The 
laundry is the second with which Bar 
ger has experimented in the city; and 
is remarkable for the fact that it con- 
tains both automatic laundry equi] 
ment and conventional washing 
chines hooked up to convenient double 
sinks, allowing the customer to handle 
both as she wishes, and to make up he! 
own mind as to which she likes. Ba 
ger and his three salesmen rega! 
every self-service laundry customer as 
an appliance prospect, and 90 percent 
~ the refrigerators, ranges, washing 
machines, home freezers and radi 
sold to date have gone to custome 
vho got their first contact with 

(Continued on page 246) 




















Here’s the new DELUXE VIKIMATIC consol Heater 
that everyone is talking about. Its packed with new 
selling and performance features, blessed with hand- 
some design and beautiful finish, and PRICED AS 
LOW AS STANDARD UNITS. We believe it offers 
the best opportunity you have ever had to make 
money with a top-quality heating appliance. Use 

the coupon for your inquiry, 






ee ADD THESE FOR PROFIT 
\ “ws You can sell plenty of these efficient 


VIKIMATIC Floor Furnaces and 
Water Heaters to the same customers 
who buy the other major appliances 
in your store. They are expertly engi- 
neered, built to sell and give long years of fine service. 





ae (fae 





VIKIMATIC FLOOR FURNACE* — VIKIMATIC WATER HEATER* — 
47,600-53,000 BTU capacity; dis- Completely automatic; burns fuel 
charges heat through floor level oil, 20-30-45 gallon capacities; 
grille— saves space. Engineered recovery rates to 45 gallon per 
for efficient operation at low draft. hour 100 degree rise. White baked 
Easily framed into either the new enamel with black trim. 





or old houses. Automatic control. 











*Each unit carries label of Underwriter’s Labora- 
tories, Inc. 










New Symbol of Excellence in 
oil or gas fired automatic heat- 
ing, cooling and year-round 
air conditioning equipment. 
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Extra-large ‘‘discoidal” 
combustion chamber * Newest type vaporizing 
burner * Space saving cabinet * Modern harmon- 
ious styling * Forced air fan for circulation * Ample 
Humidifier * Automatic controls * Engineered fo 
air-conditioning standards. 


STEP UP YOUR YEAR ROUND SALES 


Consider the opportunity VIKIMATIC’s complete line 
of automatic heating, cooling and air-conditioning 
equipment offers for year-round selling. Heating units 
for oil, gas or coal. Cooling units with quiet, efficient 
radial type compressors. And FLATPAK Ductwork, 
shipped unassembled and nested for easy handling, 
storage and shipping — quickly assembled on the job 
with simple hand-tools. Get the details of VIKIMATIC’s 
splendid equipment and installation “package” and go 
after your share of the heating and cooling business 
in your community, 


Wi | 
RG VATS CT Viking Mfg. Corporation 
7 YY “A + 


1747 Chester Ave. 
Cleveland 14, Ohio 
Rush the details of items checked 


[] New Space Heater [| Water Heater 
[_] Floor Furnace [_] Protected Franchise 


Firm Name 





a eee reE ieee 
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The Lowest-Priced nationally 
advertised Radio-Phonograph 


Console on the market! 





er Zee net 
ae 


. 4 





























This is the most phenomenal radio- Now 
phonograph value in America today! phon 
You'll give it an “Oscar” for being so Engi 
thrillingly smart, so compact! Costs less dition 
than many table models, yet it has the nee 
sensational Miracle Tone Arm which is ony?) 
standard equipment on Admiral’s high- you'l 
est-priced consoles. What an edge you've wae 
got with this set! ity fe 
® New Miracle Tone Arm oN 
re 
®@ High speed changer plays up to 
12 records automatically eH 
, , , re 
® High-fidelity audio system 
. ob = 
@ Variable tone control 
: , ev 
® Alnico No. 5 dynamic speaker 
s 
® Storage space for 108 records Le 
®@ Available in walnut, mahogany, ov 
te 


or blonde veneers 


MODEL 7C60-6MI (Walnut) 


99: 


M4 





TWO NEW 





ORDER NOW! IMMEDIATE DELIVERY! 
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The greatest improvement 172 RECORD PLAYING 
since the invention of the phonograph 


A startling achievement! Admiral’s new Miracle Tone Arm uses no coil, no 
crystal, no filament, no special tubes! These are prime causes of distortion. The 
new Miracle Tone Arm eliminates them entirely! Even oldest records come to 
life with vivid brilliance unmarred by needle scratch or other disturbing sur- 


face noise. Complete with ultra-sensitive pickup point. 
























Now...an exquisite period console radio- NEW PERIOD STYLE CONSOLE 
phonograph at a price anyone can afford! AT SENSATIONAL LOW PRICE! 
e 


Engineered and styled in the Admiral tra- 
















dition that says every purchaser must get the 
most for his money. With period consoles 
enjoying greater favor than ever before, 
you'll be in the black with this fast moving, 
mass-market profit maker. Judge its qual- 


ity for yourself! 
®@ New pull-out phonograph for easy 
record loading 


@ High-speed changer plays up to 12 
records automatically 


@ "No blast” push-pull output 
@ Variable tone control 
®@ Large Alnico No. 5 speaker 


®@ Walnut, mahogany, or blonde in 
top-grade, selected veneers 


MODEL 7C65-7E1 (Walnut) 


{ % ’ Prices slightly higher in South and West 
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VACUUM CLEANERS are displayed in shallow fumed booths with auxiliary parts 
mounted along side. The price label lists salient selling features of the make displayed, 
as do the labels on al 


appliances. A ‘closing desk’ is shown toward the rear. 














SMALL APPLIANCES in the front of the store invite the customer in, while they offer 


no obstruction to the view of the larger appliances at the rear. 


are hooked up for demonstration. 


All major appliances 


K mphasizing Appliances 


Hale Bros., San Francisco department store, 
opens separate appliance and radio shops in 


San Francisco, Sacramento and San Jose 


war, however, Mr. Hurd 
id to specialty 
re in the city’s main shop- 


open a 
The war, of course, put 
his idea, but it was resumed 
permitted 


and appliances 


building was 


were 


New Store Opened 


Radio Appliance 
recently opened its doors 
deled building at 753 
district ( 1 Market St. just a block below the 
till served by an appliance n department store building, in the 
nt in the n building. Ji iin shopping district of San Fran- 


I “ial- 
tore. Thus en raged, Roy Hale Bros. and 


manager of th liance depart tore just 


opened up 





HALE’S SAN FRANCISCO appliance store is located on Market St. in the 
downtown shopping district not more than a block from the main Hale Bros. 
department store. 





RECORDS ARE AT THE REAR of the main sales floor, serving to draw traffic in past 
the display of small appliances which so often are “impulse buying” items. Display 
racks are lined up in aisles, all leading to the counter. In the rear are listening rooms, 


with a listening bar at the right. 


cisco. A few weeks ago a similar 
specialty shop was opened by Hales 
in the downtown district of Sacra- 
mento. Another has just been estab- 
lished in San Jose, California. 

The stores in each case are designed 
headquarters for electrical 
appliances and radio in their respective 
communities. Their establishment has 
grown out of practical success rather 
than theory, but nevertheless is based 
on the sound idea that a separate shop, 
on ground level, gives a_ greater 
importance to appliances than would 
be possible in the usual department 
store set-up. It attracts men as well 
as women—and men are the pur- 
chasers of gift appliances and are 
the final arbiters when the expenditure 
of a sizable sum of money is involved. 
Furthermore, the electrical appliance 
business is conducted on a slightly 


to be 
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different basis from the usual depart- 
ment store merchandise selling. Large 
appliances sold on credit require con- 
tracts, rather than use of the usual 
“charge account”. Salesmen are paid 
on a drawing account and commission 
basis, rather than the more usual sal- 
ary of the department store clerk. 
They sometimes follow a sale out into 
the field in a way unknown to the 
ladies’ ready-to-wear departments. 
They need special training in order to 
carry out their jobs effectively. 


Sales Training Course 


In order to prepare for the opening 
of the three stores, Mr. Hurd insti- 
tuted a thorough training course for 
the complete staff of salesmen with 
which he intended to start operations 
This training course has received som: 

(Continued on page 264) 
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Bendix dealers know what it’s like to back a win 
ner. They have seen a million Bendix automatic 
Washers move off their floors in just ten years 
They have heard the enthusiastic 
illion happy owners 


comments Ol a 


heard millions more 
express their determination to own a Bendix 
some day. 


The 1,000,000th Bendix, in its dress of shining 
lver and gleaming gold, stands as a symbol of 


iany things. To your customers it means washday 


treedom, more leisure hrifier way to get 
lothes cleaner. 


BENDIX HOME APPLIANCES, 


ELECTRICAL MERCHANDISING—OCT 














But to the dealer, the 1,000,000th Bendix stand 


for PRODUCTION. 


It typifies something to 
to millions of customers who want to bu) 


. and 
who will be satisfied only with a Bendix 


At the rate of 50,000 washers a month, the new, 
great do-everything Bendix Washers are coming off 
assembly lines . . . and holding their lead on sales 
floors everywhere. 

No, it’s never crowded at the 
one up there. Proof? During 


dollar out of every three spent 


top. There’s only 
1947, nearly one 
for washing 


ma- 
chines, was spent for Bendix Washers! 


INC., SOUTH BEND 24, INDIANA 
OBER 


1 1947 














ow lefs 0 wer Vlei 


a 
PRIZES AND PROFITS TIE-I N! 


IN THE THE BENDIX 


NATIONAL AD 
BENDIX CONTEST | | proceam is He 
TO SPEED YOU ON YOUR WAY INDUSTRY'S BIGGEST 









































The 1,000,000" BENDIX 


A Milestone in the history of Home Appliances—representing a new 
high in public acceptance—a triumph for the engineering and sales- 


manship that made the Bendix the world’s most-wanted washer. 
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OS OMINENTLY! 
DEMONSTRATE 
THE BENDIX WASHER, 
DRYER, IRONER 


List YOUR 
STORE OFTEN 
IN TIMELY 
NEWSPAPER ADS 
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, fi million Bendix Washers have gone into service. Their performance has been so spectacular | | ‘1 
yyy 


! \ 
| \/ | | . . . . . . f 
haw | that their million users are your most enthusiastic salespeople. And surveys continue to show 
vel 
i) ; | es : 
iw; 4," that, among washer prospects, the Bendix is the 3 to 1 favorite over any other washer. 
yp 
| 
| ) ‘ ‘ied F ; ; 
‘ | Such consumer acceptance doesn’t mean the second million will be an easy selling job. 
1 | 
|! But it’s a job you can confidently tackle, knowing you’ve powerful help—powerful incentive. 


Tie-in! Get leverage out of your local ads. Use your posters. Display your machines 
prominently, and demonstrate them often. 


That’s the shortest route to prizes and profits. And to the two-millionth Bendix! 





BENDIX HOME 





APPLIANCES, INC., SOUTH BEND, IND. 
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Having worked ten years with the engineers who made the first million 
Bendix washers tick, we have ceased to be surprised at their wife-saving 
ingenuity. 

So even if they say the next Bendix washer will be equipped with an 
automatic button-sewing and rug-beating attachment, Northern Metal 
Products will take it in their stride. 


In today’s Bendix washer 11 parts—including bearing spacers, bottom 





pans, float cylinders, drain screens and drain case handles—are made 


SE ae aati 


by Northern. 
Northern Metal has wide experience in precision stamping and assem- 
bly operations and is equipped to handle presswork up to 150 tons. Our 


representatives will gladly lend a hand to help solve your production 


“é+s 
ine. ee See? 
$A 


problems. Just drop us a line, any time. 


ahkalechh baka <: 
ri iit wit 
=) b bt eel & we \ 


METAL PRODUCTS COMPANY 


* 


3312 WEST LAKE STREET +© CHICAGO 24, ILL. 





Working with BENDIX fo bring WASHDAY FREEDOM TO AMERICA ! 
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: BENDIX 


--- and every good wish 
for continued success 





_ , 
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Joining in the flood of well-deserved congratulations 
b on this tenth anniversary of Bendix Home 
| | Appliances, Inc., Chicago Rawhide is. proud to have 

been a consistent contributor to the high quality 


of the Bendix Automatic Home Laundry. 





PERFECT Type V Surface Seals 


and other C/R products are used in the manufacture 


of the famous Bendix Automatic Home Laundry. 





PERFECT oii seals 


represent the highest development in fluid sealing 
and are specified by leading engineers where 


exceptional sealing conditions are encountered. 








“Working with BENDIX fo bring - WASHDAY FREEDOM T0 AMERICA ! 


CHICAGO RAWHIDE MANUFACTURING COMPANY 


1301 Elston Avenue, Chicago 22, Illinois 


MANUFACTURERS OF 


Penrecr oil seals @ SIRVENE synthetic rubber ¢@ STUS mechanical leather 
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S This Little Mechanism 
May Puzzle a Housewife 


But It’s The Brain 


Of The BENDIX 
Automatic Home Laundry 


HEN Mallory began the development of this 
intricate, precision timer switch back in 1935 
it hardly seemed possible that ina little more than ten 
years, 1,000,000 Bendix Automatic Home Laundries 


would be produced and sold. 


The triumph of Bendix production and merchandising 
genius is warmly saluted by such suppliers as Mallory 
who helped make the record possible by the inventive 
thinking that created the timer switch and _ the 
skillful manufacturing that maintains production on 


this important precision part. 


In every one of the 1,000,000 Bendix units the 
Mallory timer switch controls the 14 separate mechani- 


cal steps in the cycle of filling, washing, rinsing, 





damp-drying, cleaning and emptying operations. The 
housewife may be puzzled at the appearance of the 


switch but she is delighted at what it does for her. 


Mallory engineers constantly pioneer new precision 
developments, working intimately with manufacturers, 
experimenting, designing, inventing. developing im- 
proved applications for Mallory capacitors, contacts, 


rectifiers, resistors, switches, vibrators, resistance 








welding electrodes. To such consultation, Mallory 
brings over thirty years of metallurgical and elec- 
tronic experience—knowledge that can serve you 


often and well. 


P.R. MALLORY & CO.,inc., INDIANAPOLIS 6, INDIANA 
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It’s more than “skin-deep” .. . as a million 


proud owners now know 


of the “skin” 


... but the beauty 
itself has been one of our 
concerns, 

And, indeed, the gleaming good looks and 
precision building of this miracle appliance 
have been an important factor in its ree- 
ord-smashing success. Eye-catching in a 


dealer’s window... handsome enough to 
take its place in the pleasant surroundings 


of today’s modern kitchen or utility room. 





Secret of the World's Most-Wanted Washer 


Of course, handsome IS as handsome 
DOES, and by choosing The Clyde Por- 
celain Steel Corp. for the vital finishing 
and assembling job, the Bendix was assured 
of good looks and master performance which 
would last as long as the washer. 
Engineering-wise, production-wise, plant- 
wise . . . The Clyde Porcelain Steel Corp. 
offers unexcelled service to a variety of 
manufacturers. If YOU have a production 


problem, let US know about it. 


4 
Al A 
THE (lyde PORCELAIN ST 


CLYDE, OHIO 


Working with BENDIX fo bring 


WASHDAY FREEDOM TO AMERICA / 





6} ELECTRICAL MERCHANDISING—OCTOBER |, 1947 PAGE 7} 








For a Million Happy BENDIX Owners} 





Part of the magic of the Bendix 
washer is the precision-built timing 
device which permits the housewife 
to leave the clothes in the machine 
knowing they will be thoroughly 
washed, rinsed and damp dried, 
even though she’s not in the house. 

The contribution of the E. Ingra- 
ham Company to this great and suc- 


cessful washer was the development 


THE E. INGRAHAM COMPANY 


Manufacturers of BIA AEDIaS 


Working with BENDIX fo bring 
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of a “*mechanical brain” to time and 
control every operation. The Bendix 
washes, drains, spins; rinses, drains, 
damp-dries and shuts off—and the 
Ingraham timer bosses every step 
in the job. 

Nothing was good enough for 
Bendix but a timer developed by a 
watch and clock manufacturer with 


116 years’ experience. 







4 f- — 
we 


BRISTOL, CONNECTICUT 


2 


CLOCKS AND WATCHES 


WASHDAY FREEDOM TO AMERICA / 
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REG. U.- S- 


Point it out to identify America’s 
leading kitchen appliance finish. It 
helps sell customers—keeps them sold 


THERE’S NO BETTER WAY of pointing up quality merchandise 
than by drawing attention to its quality finish! Here, the fa- 
mous Du Pont ““DULUX” Seal is a valuable sales aid . . . for 
it’s your customers’ assurance that they’re getting a truly long- 
service finish: in color retention, mar resistance, and outstand- 
ing appearance. That’s why it’s a smart move to point out the 
“DULUX” Seal . . . and to mention that ““DULUX”’ is rigidly 
pre-tested to insure its rugged durability! 

If) your manufacturer supplies you appliances finished with 
“DULUX” enamel, but without the seal, ask him to include it 
hereafter. You’ll find it puts extra punch in your quality sales 
story ...and helps bring your customers back for more! 


E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, 
Wilmington, 98, Delaware. 
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The “DULUX” seal adds 


PAT. OFF. 


emphasis to quality! 





REG. U.S. PaT OFF 
BETTER THINGS FOR BETTER LIVING 
- THROUGH CHEMISTRY 
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Above are shown the Soreng Parts 
which are incorporated in the Bendix 
Washing Machines. 








|APPY BENDIX OWNERS 


nts Washday Elbow Grease! 


We congratulate BENDIX on their TENTH ANNIVER- 
SARY of trouble-free Bendix washer performance. The 
million happy owners whose discernment gives them “the 
washing machine that does everything” are to be con- 


gratulated, too. 


As a man is known by the company he 
keeps, so is a manufacturing corpora- 
tion. We are proud of the fact that we 
have been “keeping company” for 
many years with BENDIX and other 
large manufacturers whose policy in 
giving the public better products is sim- 
ilar to our own. 


In the BENDIX washing machine we fur- 
nish the solenoid which shifts the gears 
to change the speed of the tub, the sole- 
noid which controls the drain valve, the 


SORENG 


? CLYSG JRN AVENUE 


CHICAGO 14, ILLINOIS 


float switch which controls the height 
of water in the tub, the selector switch 
which enables the user to select HOT” 
or "WARM" water anda terminal 
board whose easy connect and discon- 
nect features reduce production costs. 


If you are a manufacturer who wants 
to “keep company” with a supplier who 
cares just as much about his own repu- 
tation as yours, we invite you to discuss 
your electrica] contro] problems with us 
at any time. 


MANUFACTURING CORPORATION 


Branch Plant 
231 STONE STREET 
FREMONT, OHIO 
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ENGINEERS SOLVE PROBLEMS 
Bendix Automatic Washer 
Emerges With 
Dole Water Control Unit 


Bendix engineers successfully met the 
challenge of replacing the old Wringer 
type washing machine 

Again we congratulate them! 

Dole Valve engineers also had a chal 
lenge. To them was given the task of 
developing and Perfecting a small, com. 
pact, trouble-free, low cost means of con 

trolling the 
inlet water in 
Proper’ se 
quence within 
the w ashing 
cycle. The 
Problem was 
a serious one 
because no 
Product of this 
type was avail 
able within a 
Practical price 
range or from 
the standpoint of performance, However, 
the result of many years of exacting re- 
search and engineering work has Produced 
the famous Dole Water Control Unit ~a 
truly great contribution to the success of 
the automatic washing machine! 

Women welcome the automatic features 
Which take the work out of home laun. 
dering. Bendix Automatic Washers have 
achieved added papularity through Nation- 
wide installations in neighborhood self- 
Service laundries. 
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WEATHER Fair and Sunny any 


Monday — with a Bendix 


Vital Contribution to Washday Freedom 
~<tiehdasetietanes 


Water Control Unit Developed By 


Dole Engineers In Collaboration With Bendix Staff 


Without a ‘alve such as the Dole Water Control Unit there could 
€ no automatic clothes washing machines. Its development has 
opened vast Opportunities for home laundry equipment involving 


automatic Operational sequences. 


Positive in operation, highly Satisfying 
In results, the Dole Water Control Unit 
contributes substantially to the success 
of the famed Bendix Automatic Washer. 
The smooth, unfailing functioning of the 
Dole Unit makes Possible the remarkable 
cycle of automatic Operations that in the 
Bendix helps to relieve Wash day of its 
traditional drudgery. 

This Ingenious unit thermostatically 
controls inlet water temperature varia. 
tions in the hot and cold Water supply lines 
within close tolerances It also compen 
Sates for pressure differentials Adding 
another operation to an already remark 


DOLE CONGRATULATES 
AS BENDIX CELEBRATES 
' 10th ANNIVERSARY 


Mutual congratulations at a big com- 
pany party and other Special events among 
the Bendix employees at South Bend have 
given recognition to the milestone just 
Passed in the company’s progress. 

Ten years ago when the nation Was 
emerging from the depression of the 
mid-30's, the Bendix Automatic Washer 
was introduced to the housewives of 
America. Hailed as the first Major im- 
provement in home laundries for many 
decades, it quickly won recognition as a 
leader in its field. 

Rapidly mounting sales ~ checked by 
plant conversion to wartime needs — 
have been resumed as a growing volume 


Dole congratulates Bendix on its tre- 
mendous success. 
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able job, it measures a predetermined 
amount of water into the washing tub in 
a given time. Further, It automatically 
controls opening and closing of inlet 
Valves, 


In operation the three Major functions 
of the Dole Unit are: ]. Automatic open- 
Ing and closing of inlet valves, 2 Therm- 
Ostatic control of Inlet water tempera- 
tures. 3 Maintenance of a constant flow 
rate through the unit Into the tub. 

The several] functions of the Dole Unit 
are Coordinated with the automatic timer 
tO control the inlet water in proper 
sequence with the Washing cycle Inten- 
Sive tests reveal that the Dole Water 
Control Unit functions efficiently even 
under difficult water supply conditions 
eXisting in Various Parts of the country, 

COMPENSaTES 


for Pressure 
differentials 





CONTROLS 
intet water 
temperature 


AUTOMATiCaiLy 
CONTROLS 
opening and clos. 
‘Ng of iniet vaives 





A typical Dole Water Control Unite Iilus- 
trating its main functions. The Dole Valve 
Company manufaclures mumerous types. 
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© BENDIX 


HOME APPLIANCES INC. 


their TENTH BIRTHDAY and the building of their 
ONE MILLIONTH Bendix Automatic Home Washer 
_ from an Organization that has been proud to 


Supply Belts and Hose for the 
World’s Most “Fashionable’” Washer 





THE MARK OF SPECIALIZED RESEARCH 





The Gates Rubber Company - Denver, U.S.A. 





WASHDAY FREEDOM T0 AMERICA ! 


i 
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Ccklin QUALITY STAMPINGS 


FOR THIS STURDY BENDIX CABINET / | 


















The clean lines and sturdy construction of the steel 
panels which form the handsome cabinets of the 
Bendix called for precision stamping ...and that’s 
where Acklin came into the picture. 

No mere “‘shells’’ of metal, these stamped panels 
are built to safeguard the intricate machinery which 
has saved more work, time, soap, hot water and 
clothes for more housewives than any other washer. 


* 





THE CASE OF THE WASHER 


THAT SAVED 1,000,000 WIVES! 


x 


In ten whole years of trouble-free service, they have 
done the job. Acklin is proud to have had its share in 
this production achievement that has now passed the 
million mark. Acklin has the engineering know-how 


. and modern facilities to produce fine quality pressed 


metal parts and assemblies for a wide range of pro- 
duct requirements. The Acklin Stamping Company, 
Factory and Office: Toledo, Ohio. 


(tcklin 


PRESSED METAL PARTS and ASSEMBLIES 


Offices in: Toledo... New York... Chicago... Cleveland... Indianapolis 
Milwaukee... Buffalo...Lansing... Detroit... Cincinnati 


Working with BENDIX fo bring 
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For Many Years 


BENDIX HOME APPLIANCES Inc. 


now celebrating its 


TENTH ANNIVERSARY 


has used 


THE WOODTAINER 





— | 
‘ | 


DELUXE 


BEN 


auto 


Home 


f 


AUTOMATIC DEWWKE 


a 


SUCCESen 
VLE QOY 


IHE 
WASHING 


Aft 


MACHINE 























l. STRONGER Laboratory tests show it to resist weaving bet- 
ter. It is more rigid. All cleats vertical make greater column 
strength. It supports greater loads in the warehouse. Corner 
cleats resist corner blows 

2. All wood cleats securely glued to tube-mat 
stitches on inside surface 

3. EFFICIENT Stronger per pound of weight 
materials used more nearly 100% 

4. SAVES LABOR 75°. assembled. Only three pieces to 
handle. Ideal for conveyor packing and high production. 

5. SAVES STORAGE SPACE 

6. SAVES WEIGHT . Several Pounds saving usually. 

7. ADVERTISING ... A traveling billboard. Can be printed in 
two colors on four sides 

8. PROTECTS CONTENTS . . . No dust and dirt to mar finish. 
Customer receives your commodity in perfect condition. 

9. APPROVED ... By railroads. 

10. FREIGHT RATES . Same as wooden crates 
1l. EASY TO OPEN .. . Cut fiber at corners. 
12. DESIGNED ... 


No nails or wire 


Strength of 


. . Nests closely 


to your exact needs. 


THE LEWISBURG CONTAINER CO. 


Lewisburg, Ohio 
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"WELL..-- 
wuavoa ya KNOQWw,, 


No—this man hasn't discovered who murdered the butler and 
stuffed his body in the bath-tub. 


He's reading an advertisement in THIS magazine! He has his 
eye ona product that promises the answer to a brand new problem 
he’s been sweating over 


Exaggerated? Not a bit! For the advertising pages of every 
McGraw-Hill publication are replete with ideas, products, services 
designed for the men who are responsible for design, production, 
maintenance, marketing—every specific operational phase of mod- 
ern business and industry. 


Month after month America’s leading manufacturers are parad- 
ing their newest and best wares before your eyes in THIS McGraw- 
Hill magazine. You're the judge and jury as to whether they can 
solve a problem —offer a short-cut —show a profit—for you. 


To keep in touch with 
the parade------ 


READ THE ADS. 
x *k * 
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Congratulations to Bendix from Western 


When we consider the fact that some of the precision 
parts we make for the famous Bendix are among the fussi- 
est, the most precise and accurate that we've been asked 
to produce since the war, we can understand how this fine 
quality home laundry machine has been able to achieve 
its million unit record in ten years. Our sincere best wishes 


to its makers and all its sellers. 





Western Automatic 


Machine Screw Company 
Lake Ave., Elyria, O. 





Precision Screw Products, Parts and Assemblies Since 1873 
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BENDIX WASHERS 











Bendix Home Appliances, Inc. can well be proud of celebrating their tenth 
birthday and the completion of over 1,000,000 Bendix Automatic Washers. 


We too are proud of the part Tinnerman SPEED NUTS have played in 
this production achievement. For 34 SPEED NUT brand fasteners are used 
on each washer to reduce the number of parts handled, speed up assembly, 
lower production cost, and provide better, vibration proof fastening. 


For years, SPEED NUTS have played an increasingly important role in 


the home appliance field, in building better products at lower assembly 
and servicing cost. 


Made in over 4,000 shapes and sizes, SPEED NUTS might be the finest 
answer to some of your own assembly problems. 


TINNERMAN PRODUCTS, INCORPORATED 
2038 FULTON ROAD CLEVELAND 13, OHIO 
In Canada: Wallace Barnes Co., Ltd., Hamilton, Ontario 

In England: Simmonds Aerocessories, Ltd., London 


In France: Aerocessoires Simmonds, S. A., Paris 
In Australia: Aerocessories, Pty. Ltd., Melbourne 


Two “Push-On™ type Speed Nuts are , ’ : ” 
pressed over plain studs to assemble 4 : lly, 
Solenoid valve. Tinnerman “Speed Clamps” ‘ 

ere used for all hose connections PATENTED 


@Trade Mark Reg. U.S. Pat. OF 
MORE THAN 4000 SHAPES ANDO SIZES 


“U" type Speed Nuts ore snapped over side 
flanges, in position to receive screws for 


attaching back panel 


Working with BENDIX fo bring | WASHDAY FREEDOM TO AMERICA / 
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MBER THREE 


because women acted! 





WHOLE COMMUNITIES DID AN ABOUT FACE — when the COMPANION gave first 
national publicity to the now famous Springfield Plan for racial and relig- 
ious tolerance in schools. Thousands of enthusiastic women responded by 
pushing similar plans in communities throughout the country! 


MAGNET FOR YOUTH — A study 
made by a competing women’s serv- 
ice magazine shows the COMPANION 
has the highest percentage of younger 
women readers (ages 25 to 34 inclu- 
Sive) in the field. Also, this study and 
1946 Starch figures place the COM- 
PANION first in percentage of families 
with young children! 


COMPANION AS SUPER-SALES- 
MAN!— In June, 24,782 COMPANION 
leaflets, patterns and house plans 
were sold at prices ranging from 6¢ 
to $2.00. This in addition to thou- 
sands of other letters to the editors. 
Reader response like this is proof 
again that the dynamic COMPANION 
is going places fast! 


GOES WHERE THE DOLLARS ARE 
— In the 24 states that lead the 
country in income (89.45% of 
total), and in retail sales (83.19%) 

. . the COMPANION has a greater 
percentage of its circulation than 
any other women’s service maga- 
zine. COMPANION women have more 
money to spend—and they spend it! 


WOMAN’S HOME COMPANION 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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WHERE ADVERTISING REALLY PAYS — 


COMPANION advertised products are 
backed by the NUMBER ONE EDITORIAL 
BOOST. In addition, they cut through to 
the choicest, most active market in the 
women’s service field. No wonder dealers 
find it more profitable to display these 
Electrical Products advertised in the 
COMPANION: 


Air-Way Sanitizor Vacuum Cleaner 
Bendix Automatic Washer 
Bendix Radio 

Domestic Sewmachines 

Easy Spindrier Washer & lroner 
Emerson Radios 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

Majestic Radio-Phonograph 
Maytag Washers & lroners 
Nesco Automatic Electric Roaster 
Norge Refrigerators 

Norge Washers 

Philco Radios 

Philco Refrigerators 

Sentinel Radios 

Silex Coffee Maker 

Thor Automagic Gladiron 

Thor Automagic Washer 



















AGIOS - TELEVISION SETS 
PTGMATIC PHONOGAAPHS 





It’s true... American women 

are smarter buyers than ever 
before — even when it 
comes to buying electrical 
appliances. Today, 

more and more 

oN homemakers are 
Af) demanding PROOF 
| OF EFFICIENCY in 





? 
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Wiper | the equipment they 
» Egat * purchase. Further- ; 
; eA ‘ | more, many of «= 
st them have learned MANAGER OF THE PADRE CONCERN is L. J. Beagle, right, who agrees wi 
the value of Imak- the owners ideas in keeping the appliance and tire businesses separate. Beagle 


‘ i features and does a good business in portable radios for the soldiers from the 
ing comparisons. local Fort Ord and the Presidio of Monterey, and is looking forward to more of 
this business when the Navy opens nearby Del Monte as a West Coast Annapolis 





Lucky for you who sell 
, v Cadillac Vacuum Cleqners! 
. sf Not only do Cadillac cleaners 


have the quality and performance it takes to sell the most Tires and Appliances Sell, 


carefyl shopper, but also they are backed by consistent, 


nation-wide advertising that will ensure a steady demand But They Don't Mix 


for Cadillac in the competitive days ahead. 


New in the appliance field, old in the tire 
business, this Monterey, Calif., firm has 
separate entrances, displays for each line. 


2-speed control: High speed 
for extracting deeply embedded 


dirt. Low speed for surface 





pickup and delicate fabrics. 





Powerful, dynamically balanced motor — the heort of HERE’S one retail appliance building, well-equipped service 
concern which admits to being partments serve the two sets of ¢ 


Cadillac efficiency. , bee : 
y “two-faced” and it has the reasons. tomers. 










, ’ . z . Padre Tire and Radio in New Mon- Padre’s business facés two 
Accurate nap adjustment; dirt-finding pilot light, etc. apres ; er : ' 
terey, Calif., faces the public on Light- says manager L. J. Beagle, bec 
: . ‘ house Avenue with a shiny, new, appliances and tires don’t mix. 
Beautiful Hammerloid finish. . , : PI ; , 
Spanish storefront that invites the ire completely separate mercnand 
veople to the 50 x 80 ft. showroom problems involving completely di 
CADILLAC GUARANTEE OF QUALITY. “r : ae 
where the full Hotpoint line and other ent approaches, he says, an 
ippliances are attractively displayed. don’t feel that you can use th 
On the side street, another side of showroom and the same salesmet 
Padre’s building is the prosaic en share the same displays for the 
trance to a thriving auto tire business types of products.” On one hand 
vith Goodrich retail and wholesale have a very practical and ungla 
Since 1911 ranchises In between, within the (Continued on page 84) 





Sold only through 
reliable dealers 
and distributors 














Write today for com- 
plete information and 
the name of your near- 








est distributor. ee , eee 
ee —. 
I a. Moca =~ — anne a ne 








WITH THE STUCCO WALLS, red tile roof, recessed front, and flowers growing 
in front of the windows, Padre Tire and Radio, New Monterey, Calif., has kept to 
the architectural traditions of that area in the design of its new appliance store. 
The side of the building, opening to a side street, houses the entrance to the com: 
pany's Goodrich retail and wholesale tire business. 
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The SMOKERETTE has been picked 
by leading publications as the smartest 
radio idea of the year! It combines 

a nationally famous radio with a 
complete smoking set, including pipe 
rack, humidor for cigars and cigarettes 
as well as a king-sized ash tray, all in 
one beautiful compact unit. Has two 
irresistible masculine appeals, giving you 
a new item for your radio department 
that'll sell at double quick time. There's 
a 40% mark-up for you, Mr. Dealer 
yet the selling price is Gb 
unbelievably low! 










AY Reva 
pouste FEATURE, 


gO already popular 


?, Wie 
= ge ‘ Here is the famous 
oY ’ PORTO BARADIO which 


has made history in rapid turnover 
and profit for dealers everywhere. Two great 
entertainment features joined in a single 
cabinet; a beautiful 21-piece gold-edged 
bar accessory set housing a nationally 
advertised Superheterodyne Radio! Has 
unlimited appeal! The BARADIO also brings 
you the generous 40% mark-up.  \ 1 )5 
It's a terrific value for you . 
and your customers. AT RETAIL 





Sesto: Leoctuvte, 
_jorwle-- Yyoduclh,ue. 
Manufacturers of Personalized Radios and Combinations 


412-20 N. ORLEANS ST. @ CHICAGO 10, ILLINOTS 


Distributors: Write for information on available territories. 


Immediate Delivery! 





Made to SELL... with 


NICKEL | CHROMIUM 
WIRE 


Trademark Registered U.S. Pat. OF 


YOU'LL FIND 


IN THESE 


PRODUCTS 
You 
SELL 
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Heating Element Wire 





“O.K., Mother! I'm ready for another!” And who isn’t ready for another 
and yet another golden brown waffle. . . the kind that melts in your mouth 
... done to perfection every time thanks to the durable, even-heating 
CHROMEL resistor wire used in modern electric waffle bakers. 


CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating really practical. It radiates clean, quick, conven- 
ient heat and it lasts a long, long time . . . often up to twenty years or 
more on some household appliances. 

Today, durable desirable CHROMEL resistor wire is carrying the heat- 
ing load in millions of top-line products . waffle bakers, toasters, 
ranges, roasters. For, through the years, manufacturers of such appli- 
ances have found that when they're made with CHROMEL, they're made 


to sell... and stay sold... to satisfied customers. 


Detroit 8, Michigan 
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CONTINUED FROM PAGE 82 smn, 


ous product, the auto tire, which make 
it possible to keep the family car or th 
business vehicle going, says Bf 
ind on the other side you have ar 
cles for the living room, kitcher un 
bedroom which have not only util 
tarian value but which have to | 


on the basis of their color, size. sty 


Obvious Expansion Move 


lhe decision to keep their two 
1ajor lines separate was decided 
the owners of the Padre concern « 
ing the war years when they d 
to expand their merchandising 
ity into the electrical appliance field 
Owners Andres 
Jacobson had been successful 


Tinsley Fry and 


chandisers for many years, building 
their Goodrich wholesale and reta 
tire concern into a prosperous enter 
prise serving the Monterey Peninsuk 
area. With surplus capital and mer 
chandising experience, they wanted : 
expand their activities, but with the 
Pacific Ocean closing in three sides 
the Peninsula, and the mountain 
ranges forcing them to stay within th 
limits of the Carmel and Salina 
Valleys, they had brought their tire 
business to its limit. They investi 
gated, then chose the electrical app! 
ance business as the field that offered 
them the most opportunity in thei 
market area where a natural growth 
ind a wartime acceleration had 
creased the population and warrante 
nore firms in the retail field. 


What They Sell 


Foundation for 
selling efforts 


Padre’s appliance 
tlready one salesman 
is out in the field selling—are the ful 
Hotpoint line, Apex, Simplex, 1 

Nesco, Tepco kitchen cabinets, Seildel- 
huber water heaters, Gibson freezers 
Revco’s Chill Chests, plus a full lin 
of traffic items supplemented 

Zenith, Hoffman, Motorola, and Wil 


r 


cox (sav radio hn 








"REMEMBER WHEN YOU USED TO COME 
IN AND LAUGH I.4 MY FACE?” 
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Look for ‘Baggy ‘ and 
FILTER QUEEN in cur 
rent issues of Parents 
House Beautiful and 
Better Homes and 
Gardens magazines 
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Now... FILTER QUEEN 
Reaches Your 
Ab/le-to-Buy Prospects 


Traveling salesmen rarely buy vacuums. But HOMEMAKERS 
DO! That’s the audience FILTER QUEEN reaches with a new kind of 
national advertising that’s putting the QuEEN in the spotlight of 
public attention. Millions of prosperous homemaking prospects see 
the Fitter QUEEN story. Publications like Parents, House 
BEAUTIFUL and Better HoMEs AND GARDENS seek out the people 
you want to reach. They’re the people with new ideas. That’s why 
they'll want FILTER QUEEN ... why you’re sure to stay in a “seller’s 
market” when you handle FILTER QUEEN. 


FILTER QUEEN has the Features 


Features sell vacuums. And FILTER 
QUEEN has the features. There's the 
metal collector that empties like a 
wastebasket. And the sanitary cellu- 
lose filter that means NO DIRTY BAG 
To EMPTY. And there's no cloth filter 
hidden anywhere in FILTER QUEEN 
to get clogged with dirt and retard 
suction! You'll find a light 42-ounce 
“Magic Wand” .. . self-cleaning 
brush .. . big 23 H.P. motor 
swivel nozzle. And a complete set of 
snap-on lock-tight attachments for 
dusting, polishing, shampooing, 
spraying and de-mothing. No won- 
der homemakers everywhere are 
saying ‘“‘I’m getting a FILTER 
QUEEN.” 


FILTER QUEEN 








1947 


Division of Health-Mor, Inc., 
203 N. WABASH AVE., CHICAGO 1, ILL. 


In Canada: Walters Appliances Limited, Export Agency: A. J. Alsdorf Co., 
57 Bloor St., W., Toronto 221 No. LaSalle St., Chicago 14-47-E10 
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More buyers for fewer dollars! 


More insertions ... more sales messages... 


more weeks of national coverage! 


Deeper penetration of America's Richest 
Market... the 25 to 45 year age group... 
the “Age of Acquirement’! 


All at the lowest rate of the “Big 3” weeklies. 
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The photographs 
easy it is to load a heavy stove when 

the truck is equioped with an Anthony al 
Lift Gate’. The stove is trucked 

onto the Gate—the Gate raises driver 

and load to truck bed level where it 

an be easily rolled back in the truck 

Unioading is accomplished the same 

way 


How “Lift Gates’ 
Speed Delivery 
and Cut Costs 


Lifting Loads On and Off 
Trucks Saves 5 to 30 Minutes 
per Delivery. Many Other Benefits 


OOD, complete delivery service, one of the 
most important of your business opera- 
tions, was never before possible until NOW. 
With an Anthony "Lift Gate" to load and 
unload your trucks, a delivery service is immeas- 
urably improved and you get these many profit- 
able advantages in addition: 


sbove show "aw 









aac 
fu veer 





° A “Lift Gate” is like an extra helper. 

¢ The “Lift Gate” is like free cargo in- 
surance. 

° The "Lift Gate" gets you new custom- 
ers and business. 

* The “Lift Gate" is “free advertising”. 

e The “Lift Gate" is a safeguard 
against personnel accidents. 

* The “Lift Gate" makes more deliv- 

eries per day possible. 

The "Lift Gate" is worth many times 

more than it costs. 





Double-deching 


a 
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& 
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Sketches at the left show just a few of the hun- 
_ — ie st dreds of progressive businesses and industries 
“| a using "Lift Gates." They run from hospitals to 
© l a steel mills and pie bakeries to department stores 
and appliance dealers. 
If you want to modernize your delivery service 
. cut your delivery costs and give your cus- 
tomers and your competitors’ customers better 
service, you need Anthony Hydraulic “Lift 
Gates” to lift loads on and off your trucks. 


"*Dramotized’’ delivery 





Write for complete details. 


Available for immediate installation. 


» ANTHONY CO., 


aoe sok CM. Streator, Ill. 























SWAPPING PERSONAL SECRETS for a bag of groceries are these citizens 


of Milwaukee who have responded to the Journal's quiz on their living and 


buying habits. 


Bag of Groceries 
Brings Buying Information 


Milwaukee Journal Swaps Food 
for Filled Out Questionnaire on 
Family Habits and Preferences 


I‘ i little bird could tell you just 
what your prospect thinking 
ibout, the job of him up 
ind selling him would be duck soup. 
You would know 


Was 


following 


who to call on, what 
to Say. 

In Milwaukee they have been doing 
the next best thing to lining up this 
The 
Vilwaukee Journal in its annual Con- 
sumer Analysis is able to tell you the 
beliefs and habits of the ma- 
Milwaukee customers. So 
has been the that 
it is about to celebrate its silver anni- 
versary. 


sort of information for years. 


tastes, 
jority of 
successful system 
It works on a simple prop- 
osition: 

“Fill out our questionnaire, bring it 
in personally, and we'll give you a 
large shopping bag of groceries free.” 

Efforts have been made for years to 
persuade people to tell about them- 
selves. Several things have stood in 
the way of getting truthful surveys. 
Folks were unwilling to give the time 
to fill out a questionnaire. They were 
unlikely to answer embarrassing ques- 
tions truthfully when asked face to 
face by an interviewer. A swap— 
information—seemed to 
ye a satisfactory deal all around. 


food for 


Iree 


} 


What Newspapers Do Best 


Enough questionnaires are mailed 
to insure 7,000 representative returns, 
in proportion to the population in 27 
shopping districts. As the papers are 
brought in, they are checked for ac- 
curacy and completeness, and the 
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How Far Will Families Go 
to Shop? 


Of interest to any dealer 
hunting a location for a store 
is the distance his customers 
will travel to his place of busi- 


ness. For groceries, the Mil- 
waukee Journal found— 
46% of the families went 


than 3 blocks. 

29% traveled 3 to 6 blocks. 
10% went 7 to 11 blocks. 
15% covered a mile or more. 


less 











Then statistic 
go to work to break down the 
answers and find out what they mean 
What is learned will run true for the 
entire population. tastes 
mean trends, this data gives manufac 
turers, distributors and dealers 
chance to climb aboard winning ban 
wagons. 


groceries passed out. 


1ans 


Secause 


It is a job a local newspaper can do 


best—supply marketing information 
about its own people. Today thi 
system is spreading to other large 
cities, 


It comes out that in Milwaukee 99.5 


percent of the homes have electri 
lighting, 94.7 have running water, 
89.5 have interior private toilets 
Some 50.7 owned a mechanical re 


frigerator in 


1940, and 97.4 had a 


(Continued on page 92) 
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Todays Sweelaal Combicaituire of 
SALES APPEAL and FKU/7> 


PATENTED 














UNIQUE IDEA MAKES SELLING EASY 


Here’s a selling idea that will help you break all gives comfort-seekers Six Fixed Heats . . . a promise of 
heating pad sales records. This is the sensational pad added utility they can’t resist. 
with one side always warmer than the other. Compare WARM-O-HOT with any other line... 
This revolutionary patented WARM-O- HOT fea- and you'll see why you'll get the fastest turnover in 
ture .. . plus an entirely new illuminated switch... heating pad history. 


% 
You Make a Full 4) Profit On Deal “’C’’! 


Suggested Retail Price 


I cs cacicnusievanueans $5.95 plus Fed. Tax 
1 “WARM-O-HOT” Regular No. 300...........--- 40°77 * 
1 “WARM-O-HOT"” Wetproof No. 400............. 7.95 . 
1 “WARM-O-HOT” Deluxe No. 500...........---- 8.95 ” 
1 “WARM-O-HOT” Rubber No. 600...........--+- 11.95 P 
1 “WARM-O-HOT" Sinus No. 800. ............-.5. 4.95 5 
Suggested Retail Price..............000- $46.70 : 
Dealer Cost (40% Disc)... cccccccccece 28.02 “a 
Dealer Gross Profit.........00.e00eeees $18.68 : 
3 
ALL WARM-O-HOT PADS ARE FAIR-TRADED 2 





COMBINATION COUNTER 
DISPLAY and STOCK RACK FREE 


Displaying three colorful WARM-O-HOT packages . . . and hold- 
ing three more in back... this sturdy, rust-proof stand packs a 
powerful wallop in asmall space. It’s only 20” high, 17” wide and 15” 
deep. You get it free with the special Fall WARM-O-HOT Deal. 

National advertising in preparation — plus free display cards, 
folders, streamers and mats — will help you cash in on WARM-O- 
HOT’S longer profit. 


ORDER FROM YOUR DISTRIBUTOR TODAY 


ae 
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The LOBL MANUFACTURING COMPANY 
MIDDLEBORO, MASSACHUSETTS 
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Easy to use as 
any light bulb. 


Fits any standard 
110-125 volt AC socket. 


3 Completely self-contained. 


Y Inexpensive source of beneficial 
7) Has Seal of Acceptance of ultraviolet ...3 times the 
American Medical Association sun-tan power of the July sun. 
Council on Physical Medicine. 


S Made of splash-proof Pyrex glass. 





Seg oo RO 


HERE’S YOUR COMPLETE POINT-OF-SALE PACKAGE... 


& ear) , omet IN ANDO ste THE NEW 
4A KEN De c . 
ew \- CE aso b pet’ Westinghouse 
Sat |W ee ee | ES wer ad 


Westinghouse |/07H I 4 fees ts) NY 
Bay eel ls) PA 


Jy ; Pa bf / 7 / As oo yy 6 , f 
UGH” bAliiitle yin Stitt} thi 
/ [ LA “hb 4h hed 
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)} INCREASE YOUR VOLUME 


in Westinghouse Sun Lamps 


STOCK UP NOW y 


LIST PRICE 


<% 





Do as hundreds of dealers did last year and get 
extra sales and profits by featuring Westinghouse 
ultraviolet sun lamps. With the Westinghouse 
lamp priced at less than $10, you can now get 
real volume on this high-profit item. 

Here’s what you should do to get your share of 
this attractive business: 


1) Check your stock of Westinghouse Sun 
Lamps and order more now if you need them 
from your Westinghouse Lamp distributor. 


2] Offer a complete package of sun lamp and 


convenient fixture. Your Westinghouse Lamp 





distributor can supply you with the fixtures you 
need. 


fy Use the coupon below to order the complete 
point-of-sale promotion package that Westing- 
house offers free to spark your sun lamp sales. 


4) Watch for the Westinghouse national pro- 
motion that is preselling your customers on the 
benefits of daily use of sun lamps. Paste up the 
ads that will appear in “This Week” and “Life” 
in your windows and identify your store as the 
place to buy. 


Lamp Division, Westingheuse Electric Corp., Bloomfield, W. J. 


Westinghouse 


ICES EVERYWHERE 


PLANTS IN 25 CITIES... 





ORDER TODAY! 











Westinghouse Electric Corp. 
a Lamp Division, Bloomfield, N. J. 


q Please send me the free Sun Lamp Point-of-Sale Package 


Zone State 


. 
9 Name 
a Company 
Address 
/ Me o ; 
wr " , st A777 z City 
ghtitlild G OHH? | 
AY Aw 
> ELECTRICAL MERCHANDISING—OCTOBER 1, 
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CONTINUED FROM PAGE 88 commen 


radio that year. Only 5.5 cook with 
electricity and 80.7 had central heat- 
ing in the home. 





It was found that the average fam- 
ily returning a consumer analysis 
questionnaire consisted of 3.9 people 
of whom 1.2 were children. Some 
60.6 percent of all tamilies have chil- 
| dren under 18. Some 24.42 percent 
| had one child, 22.51 percent had two 
| children, and only 8.37 percent had 

three. Thirty-nine percent have none, 

















| WHAT DOES SHE BUY, when and why, 
were some of the problems answered by 
the Milwaukee newspaper's latest suc- 
cessful consumer questionnaire. 


| Food shopping, which ties in with 
kitchen appliances, revealed that the 
super market for groceries was grow- 
ing faster than anything else. Friday 
is the most popular day of the week 
for buying groceries and 74.3 percent 
preter self service in grocery stores. 


Cooking Habits Revealed 


As ready-mixed foods reveal the 
degree of activity in kitchens, it is 
interesting to note that the number of 
buyers of gingerbread mix have in- 
creased from 16.2 percent in 1944 to 
32.2 in 1947. Muffin mix has jumped 
from 9.6 in 1944 to 20.9 percent in 
1947, Pie mix has a 33.1 percent 
acceptance. Quick frozen foods got a 
growth in acceptance from 21.5 per- 
cent of fanailies in 1943 to 46.7 per- 
cent in 1947. There are 37 brands on 
the market. Some 52,311 families re- 
ported themselves owning dogs and of 
these 85 percent were buying dog 
food. Some 55.9 percent of Milwau- 
kee families reveal that they bought 
factory branded jams, jellies or pre- 
serves, 


MANUFACTURERS OF APPLIANCES: Apparently there. isa ot of was 


bowl laundering going on in Milwau- 





; : : inte a , kee since 99.4 percent of Milwaukee's 
The LUX Clock Manufacturing Company LUX engineers welcome the opportunity families report buying soaps for fine 
makes a large variety of Timers +++ Spring- to assist you with your timing problems. fabrics. Virtually everybody does 
wound and motor-driven (A.C.), ranging Ie tec sie weal eon ap th iii household laundry, and 43.7 percent 
from short period timers such as used in oe oe a An | are now using the quick-sudsing syn- 
automatic Toasters to the full-automatic that will meet your requirements. Write, . 


thetic soap products. Some 55.3 per- 
| cent purchase bluing. There were 77.5 
percent of the women who admitted 
THE LUX CLOCK MANUFACTURING CO., Dept. H, Waterbury, Connecticut | buying deodorants in 1947, a trend 
that is growing. 
| (Continued on page 96) 


Range Timers. wire or phone for further information. 


ware : » 
» Pure 
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PUSH-BUTTON TUNING ON BOTH AM AND FM! 
This is only one of the many features that 
put the new Delco Combination ahead of 
the field. With 14 tubes, plus rectifier, this 
Combination also provides three short-wave 
bands and a record player that handles 
fourteen 10-inch or ten 12-inch records, 
with automatic shut-off. 


DELCO RADIO 


A GENERAL MOTORS PRODUCT 


Delco radios are distributed nationally by 
United Motors Service. See your United 
Motors distribu sorabout th the Delcoradioline. 
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DELCO RADIO 











TYLE-WISE and performance-wise, the new Delco 
Combination sets entirely new standards of 
radio value! 


Its advanced engineering is apparent in such features 
as the 15-inch speaker for finer reproduction . . . the 
24 different base and treble combinations . . . the ball- 
bearing roller mechanism for the phonograph... the 
precision-designed selector blades that prevent record- 
chipping . . . the lightweight tone arm with jeweled- 
point pick-up... and many more. 


Its superb styling is evident in the graceful lines and 
exquisite workmanship of the 18th-Century cabinets. 
Two models are available—R-1251 in walnut, and 
R-1252 in mahogany—both furniture pieces of 
authentic distinction. 


To see and hear the best of all that’s new in radio, 
ask your United Motors Service distributor to demon- 
strate the new Delco Radio Combination and other 
popular models. 








Replace Surface Units in Almost Any Make 


Electric Range with the new Monotube 
















New 1-piece Combination 


Pan and Ring 


Your replacement jobs are greatly simplified when you 
replace with Monotube units. The new 1 -piece combina- 
tion pan and ring gives a neater job... takes less time to 
install . . . lets you keep your replacement stocks at a 
minimum for all ordinary requirements. No separate ring 
is needed—ring and pan are in one piece, sturdy in con- 


struction and smooth in finish. 


Notice the exclusive spring divider clips on under side. 
These are adaptable to A-, B-. or C-type openings: permit 
installation in a wide variety of range-tops; better still, 
they grip tightly and eliminate bothersome “play” when 


unit is in use or being cleaned. Available in all popular sizes. 
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All You Need in One 
Handy Package 


The new Monotube Replacement Kit contains everything 
you need to replace a worn-out unit of almost any make or 
type—all in a single handy package. (Note: Combination 
pan-ring not included. These must be ordered separately.) 
Each kit includes: Monotube coil assembly (with lead 
wires), clamp, removable triangular coil support, and the 
necessary fittings. 

Monotube Replacement Kits come in two sizes—8-inch 
diameter and 6-inch diameter. With a supply of both sizes 
in stock, plus a representative assortment of the new 
l-piece combination pan-rings (shown at left) you will 
be prepared to meet practically any replacement demand 
quickly and profitably. 











Manufacturers: Domestic 1823 N. Monitor Avenue, 
and Industrial Heating U L e & 4 ¥ a i mc Chicago 39, Illinois—Cable 
Units-Switches-Controls ¥ " i i @ Address: TUTTLEKIFT 
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Simplest construction—the 
Monotube has one coil in- 
stead of two. 


Fastest heating, as proved 
by tests made by leading 
range manufacturers. 


Stays flat without warping, 
distortion or becoming 
“wavy.” 


| Heat most evenly distributed 
throughout the entire unit. 


» Most easily cleaned unit ever 
made. 


SERGEY FERRET ae) aa 
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dh 
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Greatestutensil-contactarea 
in proportion to mass. 


No welding required for in- 
stallation; the coil is anchor- 
less. 


» Removable triangular coil 


support. 


Coil sheath made of Inconel 
—all other parts of highest 
quality stainless steel. 


Sturdy and durable; built 
for a lifetime of perfect 
service. 









@ Never before, in all electric range history, has a product 
“taken hold” like the sensational new Thermo-Kleen Monotube 
surface unit—now available for replacement use. 


Here, at last, is the anchorless, weldless, single-coil unit you've 
long awaited. The Monotube can be used to replace almost any 
make, style or size range surface unit. 


It will pay vou to standardize on T-K Monotubes for your re- 
placement jobs. They are surprisingly quick and easy to install 
with a minimum of effort on your part. They give your cus- 
tomers the very finest performance —often making an old electric 
range far better and more efficient than when new. 





Best of all, every replacement with a Monotube gives you a 
good, clean profit and makes a satisfied customer. 


All you need is a modest stock of Monotube Replacement Kits 
in only two sizes, plus a small assortment of the new 1|-piece 
combination pan-rings. Order from your distributor for prompt 
delivery. Start now cashing in on the large, ready-made, 
profitable replacement market in your locality. 


Remember, when you replace with Monotubes you give your 
trade the finest surface units ever created—the same units 
being featured on many of the highest quality new 1947- 
1948 ranges. 


co” FET A Te I ae ie PY Ys ve 


World-Wide Distribution: BRITISH ISLES—Ferro Enamels, Ltd., Ounsdale Road, Wombourne, Wolverhampton, England... SCANDINAVIA AND EUROPE 
(Except France) —Ferro Enameling Corp. of Holland, V. Helmonstratt Voltastraat, Rotterdam (West), Holland... AUSTRALASIA—Ferro Enamels (Australia 
Pty., Ltd.), Bourke Road, Alexandrie N. S. W., Australia... FRANCE AND POSSESSIONS — Societe Anonyme Pour L'exploitation des Procedes Ferro, 3 Rue 
Saint Georges, Paris 9 e, France... SOUTH AFRICA —Ferro Enamels (Pty.), Ltd., Johannesburg, South Africa... BRAZIL—Ferro Enamel S. A., Caixe Postal 
2948, Sao Paulo, Brazil... ARGENTINA, URUGUAY, CHILE AND PERU—Ferro Enamel S. A., Gibralter 1365, Avellaneda F. C. S., Argentina... MEXICO 
—Ferro Enamel de Mexico S. A., Edificio C. |. B. A., Guerrero No. 2, Desp. 309-310, Mexico, D. F. . .. CANADA — Ferro Enamels Canada Limited, 


Oakville, Ontario, Canada. . 


. ALL OTHER COUNTRIES —Ferro Enamel Corporation, International Division, Cleveland, Ohio. 


yer as 
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popularity, coming up from 21.2 per- 


947 





cent in 1941 to 22.9 per cent in 1 


These shavers have nearly doubled ir 
A FLAM E-TESTED, GLASS- TO-GLASS VA genase among men in the top 


come brackets. Sixteen brands are 


use, 
SEAL COFFEE BREWER WITH NO RUBBER PARTS! Halt of, Milwaukee's families ow 
their own homes, it would appear, and g 
~ 16.2 percent heat with oil, 8.1 wit 


gas and 75.8 with coal or coke 


You’ve Never Seen the Likes of it for Likes in Washers 





It was revealed that 89.6 percent 
. * 

Quick Profits, Fast Turnover, Volume Sales! cm tac Gis eamaaned alt 

| 88.4 percent a year ago. Milwauke: 

has a saturation of 90 percent when 


Here's the first glass coffee brewer that has — colorful double page spread in the Sep- it comes to washers. Some 80.5 per 
bber bushing, no rubber parts to we: tember 20th issue of Collier’s. This will be cent have a wringer type, 10.9 percent 
no rubber bushing, no rubber par » Wear mber 1 issue of Collier us will be use the spinner machine and 8.1 per 
out, no rubber to twist or force, no rubber followed by color pages in Life and the Post cent have a fully automatic—an 
to taint coffee flavor. It’s flame-tested, too! and half page four color ads in the Ladies’ crease from 1.5 percent in 1945. 
Yes... subjected to a special blow-torch Home Journal and other major magazines. Ot caeaaties answering questior 
type test that assures highest quality heat Lead with the leader! Feature the new si es er indicate the; beet 
. ; ‘ : , 7 ike to have a fully automatic mach 
resistant glass in every Cory brewer. Cory Rubberless models in your window when ter tor 6 oe oe | Th 
The most dominating advertising cam- and on your counters. Now, more than wringer type is preferred by 36.2 pe: 
paign in the history of the industry featur- ever before, Cory pays off in greater cent compared with 20.1 percent pre- 
ine this amazing new Cory will open with a profits for you. | terring the spinner type. 
. : Some idea of the mighty increase o 
_ popularity in phonograph records wa 
SS “> | revealed by the fact that there ar 
— — = 17,000 new users of records in Mil 
waukee in 1947, Today 42.3 percent 
use them, whish is quite a jump fro 
35.5 percent in 1946. There are 19 


brands of records being sold. 

In jotting interesting facts it may | 
apropos to say that 89.8 percent of 
Milwaukee’s husbands and wives sle« 


together in doube beds. Some 72. 





percent like to go shopping evening 
these days against 61.3 percent 
1946. For other than groceries, it 
was revealed that 56.6 percent of Mil 
waukee families regularly do most ot 
their shopping for other than grocery 
products in the downtown area. Fewer 
men smoke than did last year, there 
being a decline from 82.5 percent in ‘| 
1946 to 80.1 percent in 1947. On the 
other hand, there has been a jump in 
the number of women smokers to 
34.9 in 1947 against 34.2 in 1946. In 
1944 only 29.2 percent smoked. By 
and large it would appear that more 
Milwaukee housewives are working ! 
than formerly. The growth in ready- : 
mix food formulas would indicate that 
they had less time in their kitchens 
On the other hand, there is no indi 
cation that they are spending less time 
doing the family laundry although it 
is probable that the growth in auto 
matic popularity may be due to a feel 
ing that it gives them more freedom. 
More and more families are depend 
ing on radio record players for enter- 
tainment against radio programs. The 
growth in use of records from 17.4 
percent in 1941 to 42.3 in 1947 reveals 
that. The age of the family seems 
going up, and the number of kids in a 
family seems to be going down. 
All in all, Milwaukee seems like a 
very good place to exploit time sav- 
ing qualities of electrical appliances. 
It seems to be a place where they 
will be appreciated. End 






ONLY THE CORY HAS 
FLAME-TESTED GLASS 
The new Cory Rubberless is 
flame-tested » extra pro- 
tection against breakc ce du- 
to heat. 


CORPORATION 


Executive and Sales Offices: 

221 North La Salle Street, Chicago 1, Minois 
Sales and Display Offices: Chicago * New York ¢ Los Angeles « Toronto 
Export Sales: The A. J. Alsdorf Corporation, Chicago, Illinois 
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They'll flock to your 














store for these stainless steel bargains! 


Famous 


Sink and 


Cabinet Combinations 


at new low Prices that Guarantee 


SS 
\ 


Easy to Merchandise—Easy to Sell! 


Today, home owners indicate a definite prefer- 
ence for stainless steel in the kitchen. They are 
quick to recognize the lifetime value of a 
beautiful Tracy Sink when you explain these 
features: 


AGELESS BEAUTY—A silvery, satiny Tracy 
sink never loses its luster, never grows old. 
Its refined design will never go out of style. 
Sell this lifetime beauty! 


EASIER TO CLEAN-—A simple wiping with 
a damp cloth leaves a Tracy sink sparkling 
clean. Or use any ordinary household cleanser 
without fear of disfiguring its glistening surface. 


PERMANENTLY SANITARY—A Tracy 
sink cannot crack, chip, warp or rot, its solid 
metal surface can never provide a foothold 
for dirt, food deposits or odors. 


COSTS LESS TO OWN 
Tracy sink is a lifetime investment. It can 
. . hot pans, hard 
usage and food acids can’t hurt it. It requires 


Explain that a 
never stain or discolor . 


no maintenance and will outlive the house. 


DOES WONDERS FOR A KITCHEN— 
Rich, shimmering stainless steel blends with 
any color scheme, modernizes any kitchen. 
The distinction of a beautiful Tracy sink adds 
many times its cost to the value of a home. 





A Complete Line of Standard and Custom Built Sinks and Cabinet Tops 


including low price sink and cabinet combinations. 





Write for complete information. 


TRACY MANUFACTURING COMPANY 


PITTSBURGH 12, PA. 


World's Largest Manufacturer of Stainless Steel Kitchen Sinks 
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Chick Sales 


54-inch Tracy stainless steel sink 
complete with all-steel cabinet, 
faucet, spray and strainer. 


169° 


RETAIL 
S 95 60-inch Tracy stainless steel sink 
complete with all-steel cabinet, 
RETAIL faucet, spray and strainer. 
$ 00 72-inch Tracy, double-bow!, stain- 
less steel sink complete with all- 
RETAIL steel cabinet, faucet, spray and 


strainers. (As illustrated.) 


Ready for immediate delivery 





CABINETS ARE 
OF FINEST QUALITY 


all steel construction, beautifully finished in heavy coated, 
glossy-white baked enamel . . . rust resistant and designed 
to match the finest kitchen appliances. You will be amazed 
at many plus features—easy sliding, easy-to-clean drawers; 
roomy, well-planned storage spaces, including full floor in 
center compartment; heavy streamlined hardware; sound 
deadening; etc. 
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~ . gun doesnt shine / 
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NATIONAL ADVERTISING— | 

Full-color pages in LIFE | 
and in THE SATURDAY | 
EVENING POST to pre-sell 
your customers on the benefits | 


of G-k Sunlamps and G-E Heat 





| 

| 

Lamps. Big ne aper ads, t« 
“a | Ss. 1g ne Wspape r ads, too, | 
| 


in selected cities. 


















“STOPPER” DISPLAYS — Both the Sun Lamp package 
and the Heat Lamp package contain beautiful full- 
color counter cards and a tie-in set of smaller displays 





and bin ecards. 


ot, 

f 2 

Yn 
SALES LITERATURE— H “4 
Plenty of handout fold- 


SAMPLE RADIO SCRIPTS 
— Make it easy for you 
ers and envelope stuffers to use radio spots and 
to help you tell your cus- chain-breaks to bring in 
tomers all they need to more customers for G-E 
know about General Elee- Sun and Heat Lamps. It’s 


tric Sun and Heat Lamps. a good way to build store 


traflic. 
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G-E REFLECTOR SUNLAMP 


now only sg 95 






\ 


A “private sun” for every family! 
Convenient. portable. easy to use, 
Helps provide vitamin D. Every 


sale means a cood profit! 
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MERCHANDISING TIPS 
—A wealth of profit 
ideas. including sugges- 
tions for window displays, ye 
sales training. and hints 





for selling fixtures along 


i 





G-E HARDGLASS Infrared 
HEAT LAMP 


now only $ 9 95 


G-E STANDARD Infrared 
HEAT LAMP 


reduced to $710 






~ 





The top quality heat lamp par- The low priced heat lamp with 


ticular customers eo for. Red filter dozens of uses. \Iakes it easy to 


reduces glare. Resists breakage apply infrared heat right where 


it's wanted. 


from splashing water. 
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THE HOT NEWS in lamp merchandising this Fall 


is General Electric’s sensational Sun and Heat 


Lamp campaign—a sure-fire promotion planned 


by sales experts to help you double and even 


ae 


Nw) 
— 


triple your lamp profits. [t’s all wrapped up in 


two packages—one on Sun Lamps and one on 


<u =) 
y 


~\ 


Heat Lamps. You can’t miss! Each package 


contains a powerhouse of selling aids to boost 


ES 


: eet ih E your turnover. 
with G-E Sun and Heat ra ‘Ney 2 . 
Lamps. y be {nd now’s the time to cash-in! With winter 
3 coming, everyone wants the Vitamin D and 












































your store. 
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AD MATS— Lse ’e 
your local newspapers to 
tie-in with General Electric 
national advertising and let 
people know they can buy 


these remarkable lamps at 


summertime tan that can be obtained with a 
G-E Sunlamp—especially at the reduced price 
of only $9.95. And colder weather will give you a 


lively market for G-E Infrared Heat Lamps, too. 


a ta Are you ready to get your share of these new, 
quick profits? Be sure you have an adequate 
stock of G-E Sun and Heat Lamps. Remember, 
you can get “em on your regular G-E Lamp con- 
tract. See vour G-E lamp supplier and order 


some today. 


G-E LAMPS 


GENERAL ¢@ ELECTRIC 
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Your customer starts the 
OILIFTER in the Fall—and 
forgets all about messy “‘buck- 
eting’ of oil between 
bulk tank and heater. No 
more oil carrying, no 
spilling waste of oil, no 
dripping on floors or 
rugs. The A-P OILIFT- 
ER does this task AUTO- 
MATICALLY, from 
basement or outdoor tank 
to first, second, even third 
floors. 


Sell the A-P OILIFTER to your 
old customers and as extra 
equipment on new heater sales! 
Youll build greater enthusiasm 
for oil heating, increased satisfac- 
tion and good will and greater 
profits. Send today for sales bul- 
letins and full information 


..- INSTALL 


@)OILIFTER 


IN ALL VAPORIZING 
TYPE OIL HEATERS 


Moves Oil from Basement 
to Burner Automatically 


@ Ends Oil Handling in the home. 


@ Eliminates need for fuel tank 
on appliance. 


@ Saves Time and Oil on ANY 
Vaporizing Oil Burning Heat- 
er, Furnace, or Range. 


@ Lifts Oil 25 feet high or 100 
feet horizontally from bulk stor- 
age tank to appliance. 


@ Easy to Install — Only Single 
1/,"’ copper tubing required. No 
return line. 


@ Capacity, 11/4, Gallons per hour, 
sufficient for more than one 
appliance. 

@ PAYS FOR ITSELF IN LA- 
BOR-SAVING, FUEL-SAV- 
ING, MORE CONVENIENT 
HEATING 










A-P OILIFTER with Filter Unit. Can be 

installed on ANY vaporizing burner 

appliance requiring oil flow up to 1% 

gallons per hour. 

FOR: HOMES © TOURIST CAMPS ¢ 

STORES @® SCHOOLS ©* GARAGES 
* CHURCHES © HALLS 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street 
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© Milwavkee 10, Wisconsin 
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JUST PLAIN LETTERING on the stucco front of the building announces the loca- 
tion of Carl Rohr's large and prosperous appliance, fixture and contracting business 
in Carmel, Calif. Neon or other lighted signs are ‘verboten.” 


Selling Without Ballyhoo 


Carl Rohr of Carmel, Calif., sells appliances 
the hard way, and so do his competitors, 
‘cause the town law says “no ballyhoo”. 


J many ways you'd never believe 
tlhe Carl Rohr was in the retail 
ppliance business, and that he has 
en a successful dealer since 1926. 
Particularly if you stepped out of your 
store in Chicago, Birmingham, Osh- 
kosh or Nashua, or any other city, 
even a town of 8,000 people the same 
is Carmel-by-the-Sea, Calif., where 
Carl S. Rohr has a full-line GE 
franchise, the usual complementary 
lines of small appliances, a large resi- 
dential lighting fixture business, and a 
yrosperous electrical contracting firm 

You would hardly believe it because 
you would walk down picturesque 
Dolores Street looking for Carl’s 
flashing neon sign over the sidewalk, 
and you wouldn’t find any. Then 
you'd turn and look for either a large 
neon or a baked enamel sign plas- 
tered across the wall of his building, 
ind there wouldn’t be any. Certainly 
there must be a neon silhouette in the 
window, tight against the plate glass— 
but, no, there isn’t that either. 

Maybe it is just a rumor that Carl 
Rohr has been one of the outstanding 
appliance dealers in the Monterey 
Peninsula area for 21 years—let’s 
look for the street number. But there 
is no street number. 

But we know it is the right store, 
because there on the stucco wall be- 
tween the door and the window of the 
Spanish-style building is the modest, 
neatly-letteral inscription in black 
letters 3-inches high “Carl S. Rohr, 
Electric. General Electric Dealer”. 
That’s all. 

You enter the store to meet this 
dealer who flaunts all the traditions 
of huckstering street traffic. It’s 
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‘arly in the morning and he is prob 
ibly just sitting down to the batch of 
mail that the postman would be leav 
ng at every appliance store elsewhere 
in the country. “Mr. Rohr? I'm 
sorry, but he just went up to the 
post-office to pick up the mail”, you are 
informed. “But he should be back any 
minute. Won't you sit by the fire 
ind wait?” Sit by the—sure enough 
there’s a brisk fire burning in _ the 
fireplace in one corner of the store. 
So you sit where the heat relieves the 
coolness of the morning fog, and you 
wonder—an appliance dealer with 
just a “shingle” for a sign, no street 
number, a fireplace in the store, and 
who has to collect his own mail at tre 
postoffice. Is this a business? 


What Goes On? 


\s a  promotion-minded, | street- 
traffic-concious, appliance dealer, 
you’d probably get one of two opin- 
ions of Rohr—either that he was 
“putting on the dog”, trying to ped- 
dle appliances with a _ lawyer-size 
shingle and a tea-room atmosphere, 
or that he was a novice who had to 
learn a lot about appliance merchan- 
dising. But in both cases you would 
be wrong. Carl Rohr is not affected, 
and he’s as wise to the techniques of 
merchandising electrical goods as 
anyone who’s been in the business for 
21 years. 

What you have to know about Carl 
S. Rohr of Carmel, California, is that 
he is of Carmel. Then you'd know 
why he sells appliances without bally- 
hoo. The town won't let him, or any 

(Continued on page 102) 
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PRESENTING... sue ses: neaur 


NEW IDEA SINCE AUTOMATIC TOASTERS WERE INVENTED 


Oo EY LL 


~ 


SAMSON _/2:00¢4¢a90 


HERE IT IS... the thrilling SAMSON Tandem. . . an automatic 

toaster that’s really new in design, performance and selling 

features! New slim shape enables it to fit anywhere, even on 

narrow ledges. New single-slot holds two standard size slices 

end-to-end .. .a tandem arrangement that means both sides of <« So 
each slice are browned exactly alike. New Front-Operating Dial cp hewlened tz Sil 
lowers bread for toasting; when done, slices pop up a full 2” for a 
easy removal. No burned fingers—re-sets instantly. New Slide- Every Samson Tandem Toaster comes in a col- 
Out Crumb Tray catches all crumbs, even melted butter...empties orful, eye-catching SHOWBOX that pictures 
M : ae the product life size . . . illustrates its most 
instantly. New 3-Footed Base provides stability on uneven outstanding features . . . describes its many 
surfaces. Instant Toast Release, rigid handles. And from its one- advantages. Put these SHOWBOXES in your 
piece chrome shell to its burgundy bakelite base and controls, the windows and on your counters. . . singly or in 


... and watch them pull in prospects 
SAMSON Tandem reaches new heights in streamlined beauty! pe a PB me ceniineeiimniiit ae i 


es. SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


Samson United of Canada, Limited, Toronto 
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When you feature 


KL A 


you feature 
QUALET) 


Special Alloy High Tensile Steels are used. 





3 Coat Finish—Bonderized inside and out to 
rust proof—2 coats of baked on enamel— 
each coat baked on separately to produce 
the finest, whitest, long lasting mar-proof 
finish. 


Trouble-tree ball bearing rollers make Elgin 
drawers operate smoothly without any sag 
even when heavily loaded. Exclusive 
unique stop keeps drawers from coming 
out accidentally. 


Acid resisting porcelain enamel of glossy 
white and gleaming stainless steel sink 
tOps to suit every preference. 


Modern design hardware. Bright chrome 
deck type faucets with spray, exclusive 
streamlined handles with plenty of finger 
space—special patented heavy non-sag 
semi concealed bump proof hinges. 


Quality with conservative design developed 
through years of experience in the Steel 
Kitchen manufacturing business. 


The Elgin Steel Kitchen line of today em- 
bodies the best features of the various Elgin lines 
of the last 20 years, plus new and improved 
materials. Made by experienced kitchen cabinet 
craftsmen with all the knowledge gained from 
in-the-home use, as well as continuous manufac- 
turing of the finest steel kitchens. 


Full factory and distributor cooperation plus Elgin 

Quality Steel Kitchens make an unbeatable selling 

combination. For complete information about 

dealer franchise and name of your distributor— 
Write today! 


ELGIN STEEL KITCHENS 
ELGIN, ILLINOIS 
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Selling Without Ballyhoo 





other merchant, sell except in that 
fashion. 

Stemming from the local traditions 
that grew during forty years while 
Carmel grew from an artists’ retreat 
to an all-year spot for retired intel- 
lectuals to a popular summer resort, 
are the regulations on trade which are 
firmly entrenched either in tradition or 
in the numerous town ordinances. To 
keep the town as picturesque as people 
had found it, to keep it free of the 
touch of commercialism, the city coun- 
cil with laws and the people with tra- 
ditions, have decreed that Carmel 
shall: 

1. Have no street numbers. 

2. No street lights. 
3. No lighted signs on any store or 
building. 

4. No lighted windows after busi- 
ness hours. 

5. No businesses on the second 
floors of buildings. 

In fact, sidewalks and paved streets 
are something of recent vintage. It 
was the hope of Carmelites to keep 
the town without paving, but in the 
commercial area, the time came when 
cement and asphalt were necessary. 
The fireplace in Carl Rohr’s store 
was not designed for atmosphere—it 
was not too many years ago when the 
town broke traditions and allowed the 
streets to be excavated for the instal- 
lation of natural gas mains. Until 
then, all homes were heated by fire- 
places, even the hot water came from a 
set of coils installed in the fireplace 


Different Methods 


In this mixture of yesterday and 
today, Carl Rohr does a thriving elec- 
trical appliance, fixture and contract- 
ing business, but he has to rely on 
methods other than ballyhoo to drum 
up trade. Personal acquaintances and 
local reputation are his primary 
methods of building up his business. 
He is active in the many local organ- 
izations and community activities, 
even serving on the Council which 
controls these restrictive ordinances. 


CONTINUED FROM PAGE 100 














ONCE UPON A TIME this fireplace 
was the only heat for the appliance store 
of Carl Rohr, left, but now it serves only 
to take the chill off the morning air and 
to add a picturesque charm to a store 
that operates in a town where tradition 
counts. 


Street traffic is a twice-a-day cer- 
tainty. Because Carmel has no street 
numbers the Post Office will not de- 
liver mail. So twice each day, in 
this town of 8,000 people, someone 
from each household strolls to the 
postoffice, and uses the trip to con- 
duct what shopping may be necessary 
for that day. It is then that the 
townspeople may stop to pick up a 
socket or plug from Carl Rohr, or to 
see the shiny new GE kitchen which 
he may have advertised in the weekly 
newspaper, the “Pine Cone”, or to 
look at some new lighting fixtures, o1 
irrange for contracting work. 

It is a personal, leisurely and profit- 
able business that he conducts, and as 
none of his competitors, Abinante, 
Gledhill, etc., can use ballyhoo either, 
Rohr is very happy with his method 
of selling. End 




















DARN IT, | CAN NEVER REMEMBER WHICH |S THE RADIO!" 
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Gift — 
Suagestion 
orChristmas Selling 


PO ON hl lS 


OSD SET SS dD SRD SRA S 


EMERSON-ELECTRIC’S Sensational 
Radiant & Fan-Type HEATER 











GIVES YOU THESE 
EXCLUSIVE 


‘‘HEATRAY-REFLECTORS”’ 


(Design Patent D142219, other 
patents applied for.) 


; Forced air — 150 cubic feet per minute 
) —flows over four chromium- plated 
reflectors, with a total of 114 square 
inches of heating surface, in which 


nestle 1714 feet of nichrome wire coils. 
t 
SS FREE SSS FB SS Fhe a 
—w SS’ = SJ <2 ~ we wel See 


Fut and half-page ads in leading national magazines 
break the news of Emerson-Electric’s amazing new 
Radiant & Fan-type Heater to your customers. A complete 
line-up of merchandising helps is yours to help build a 
profitable Christmas business. 


It’s the item you’ve been looking for to feature to the 
Christmas trade, bound to appeal to both givers and getters! 
See your nearest Emerson-Electric Wholesaler or write for 
Sales Help and Catalog Folders No. 902 today! 


The Emerson Electric Mfg. Co., St. Louis 21, Mo. 
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Gentlemen: 
I am interested in knowing more about Thermador Portables. 
Please have my local distributor contact me. 
My preferred distributor is 


NAME 
ADDRESS 


THERMADOR 


Manufactured by 


THERMADOR ELECTRICAL MFG. CO., LOS ANGELES 22, CALIF. 
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THEY ALL KNOW each other and come in babushkas and without dressing up. 


The food booths are all manned by women in the church and a fine atmosphere of 


camaraderie is maintained. 


Church Cooking Schools 
Help to Woo Customers 


H. T. Scott Starts Twelfth Year 


Prospecting in Chicago Parishes 


N ORE than a dozen years ago 
4 Henry Jordan Scott was a food 
broker in Milwaukee. He noticed the 
difficulty that food manufacturers en- 
countered in getting the public to 
taste, use and buy their products. 
“Every church has a lot of women 
who are trying to raise money,” argued 
Mr. Scott. “Why couldn't some sort 
of a cooking school be thought out that 
would accomplish the manufacturer’s 
job, and help raise money for the 


hurch ?” 


i 

With that the Scott cooking school 
was born, an organization that today 
does not extend beyond the city limits 
hicago. As he expected, Mr. Scott 


found manufacturers interested in his 
proposition. 
he would: 
Advertise their products. 

Show them how to use it in a 
recipe. 


In the cooking school 
1, 
2. 


3. Get the audience to taste them 

4. Read the crowd a commercial. 

5. If possible, persuade women to 
buy a can and start them in the habit 
of taking it home. 

Today, with two home economists, 
the Scott cooking school is busy con- 
ducting five sessions a week in two 
separate churches at the same time 
Operation ceases during the summer 

(Continued on page 108) 
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WITH A SIGN in his store, William Casten helps advertise the cooking school at 


St. Veronica's church. 
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OT EVERY radio retailer can call the whole 
town his oyster. 

But Sparton dealers can. And do! 

They’re protected by the SCMP—Sparton 
Co-operative Merchandising Plan. They’re 
spared the grief of camouflaged discounts, 
chaotic price cutting, circus promotions, 
ruthless dumping and all the rest of the com- 
petitive hoopla! 

Under SCMP only one dealer in each com- 
munity holds the Sparton franchise. This 
means that all of Sparton’s punch-packing 
national advertising and promotion work 
locally for him alone. Further, all his own 
local promotions boost his store . . . not some 
other dealer down the street with another 
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MODEL 7-BM-46-PA — Automatic 
radio-phonograph in blended 
mahogany or walnut veneers. 


With 10-inch speaker, “roll-out” 10-inch speaker. Finished 
choicest mahogany or walnut 


phonograph drawer. Has three 
Wave bands veneers 


Could this 
be yout town 7 


A HOT, SHORT LINE AT LOW 


MODEL 10-BM-76-PA — Automatic 
radio-phonograph with FM. 


ELECTRICAL MERCHANDISING—OCTOBER 


Sparton franchise. 

Under SCMP all shipments are made 
directly from factory to dealer. There’s no 
middle-man. The savings go into the radios 
and into the Sparton price, which can com- 
pete even with the mail order houses— 
at a profit! 

Right now the new Sparton Challenger line 
—with its blazing challenge to compare—is 
the sensation of the radio world, for beauty, 
performance and value. And SCMP helps 
make it possible. 

Yes, the whole town’s your oyster when 
you hold the Sparton franchise. Why not 
write us today and ask whether the franchise 
is still available in your community? 


THE SPARKS-WITHINGTON COMPANY 
JACKSON, MICHIGAN 


RADIO’S RICHEST FRANCHISE 


MODEL 10-AM-76-PA— Automatic 
radio-phonograph with FM. 
“Roll-out” phonograph drawer, Has ‘‘roll out’’ phonograph 


in drawer. Modern design cabinet 
of natural or blonde mahogany 
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PERIOD MODEL—No. 1007— Auto 
matic radio-phonograph 
FM, in mahogany veneer. Also 
Modern Mode! in Golden Wheat 
finish; Contemporary Model in 
veneer mahogany veneer 


















ONE / 
P DEALER 
IN EACH COMMUNITY 


Check these 
profit-increasing features 


@ One exclusive dealer in each 
community 


® Direct factory-to-dealer 
shipment 


@ Low consumer prices 












®@ National advertising 


@ Factory prepared and distrib- 
uted promotion helps 


@ Seasonal promotions 
@ Uniform retail prices 


@ Products styled by outstand- 
ing designers 











SMALL SET 
WINNERS, TOO! 








See the new Sparton port- 
able (Model 606) for bat- 
tery, AC/DC current. 








See the new Sparton utili- 
ties (Models 100 & 101) in 
ivory or ebony finish. 










with 





See the new Sparton table 
automatic (Model 201) with 
big set performance. 
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What you 


to harn 
MILLION DOLLAR 

RTISING DRIVE THIS FALL 

LLS THE WORLD ABOUT IT! 


Spearheading this great industry-wide drive are promotions by 20 leading gas range manufac- ail 
big American Gas Association ads like these every turers . . . plus tie-in promotions by 1,200 gas eI | 
month in 10 top magazines . . . plus big national utilities! Plan YOUR tie-in efforts—NOW! mani 
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Dont cook another meal until] you see 
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Now we have the facts! The recent sur- 
vey by Elmo Roper, conductor of the 
famous Fortune opinion studies, proves 
conclusively that Automatic Gas Ranges 
built to ““CP” Standards have the 9 big 
features women want! For when these 
thousands of women named the charac- 
teristics of the next range they mean to 
buy, they described exactly, today’s auto- 
matic GAS range, built by leading manu- 
facturers to ““CP”’ specifications. Gas has 
the easy-to-sell product .. . backed by 
the only unbiased buying guide in the 
major appliance field! 


What’s more, gas has the market! 
In the Roper survey, the GAS range was 


Gas Avo — Manufacturer A ociat 





1. Best Automatic Features 


2. More Modern Conveniences 


3 


. Easy to Keep Clean 


WE ols (-15 (of Golo) MMA ATi a) 
5. Cooks Foods Better 


6. Cooks Things Quicker 


7. Cool in Operation 


8. Costs Less to Run 


9. Costs Less to Buy New 


first choice for cooking. More women 
cast votes for it than for all other types 
combined. And at a time when half your 
customers’ gas ranges are over 10 years 
old and ready for replacement! That’s 
your easy-to-sell market—loaded with 
big profits for you! 


And—get this! Starting this fall your 
customers are being blanketed with 
the greatest advertising campaign ever 
launched by the Gas Industry. This 
powerful national and local advertising 
will condition the market for years to 
come—it will move high-grade automatic 
gas ranges off your floor in volume. This 
is your campaign—tie-in TODAY! 


Fost 4 
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ASK these leading 
gas range manufacturers 
how to cash in! 

A-B + CALORIC + DETROIT JEWEL 
ESTATE HEATROLA 
GAFFERS & SATTLER - GARLAND 
GLENWOOD - GRAND 
HARDWICK - MAGIC CHEF 
MOORE'S . OCCIDENTAL 
O'KEEFE & MERRITT - QUALITY 
ROPER - SGE-ACORN 
SGE-ORIOLE - SPARK - TAPPAN 
UNIVERSAL - WEDGEWOOD 

WESTERN HOLLY 


In Canada 
CLARE BROS. - MOFFAT 


“CP” is a trademark of the Gas 
Appliance Manufacturers Association, 
of which the manufacturers of these 
brand named gas ranges are members. 
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HERE'S WHAT THIS 
ATTRACTIVE BOOK 


l. 


PAGE 





OFFERS YOU! 


A comprehensive presentation of 44 
lines, covering parts for all makes 
of washing machines .. . In addition, 
there is a section showing miscellane- 
ous items. 


Trade names and names of manufac- 
turers are listed, along with a motor 
direction chart. 


An innovation in the form of a section 
devoted to component parts of the cen- 
ter post assemblies of the various 
makes and models. Included in these 
charts are model numbers, shaft 
lengths, parts numbers of shafts, center 
posts. agitators, torques, etc. 


MEMBERS 


of Appliance Parts Jobbers 
Association, Inc. 


A-1 Master Electric Shop, Salt Lake City 5, Utah. 
Akron Washer Parts Company, Akron 4, O 
ame Electric Appliance Parts, Inc., Philadelphia 
a. 
Allied Supply Company, Dayton 2, Ohio. 
American Electric asher Co., Cleveland 3, Ohio. 
Appliance Parts Company, Indianapolis 4, Indiana. 
Appliance Parts and Service Co., Seattle 1, Wash. 
Cooper Washer Parts, Inc., Sioux City 17, lowa. 
Detroit Appliance Parts Co., Detroit 6, Michigan. 
Electric Appliance Parts, Waterbury 14, Connecticut. 
Finch’s Washer Parts Company, Grand Rapids 3, 
Michigan. 
Good Housekeeping Shop, Boston 16, Mass. 
Gopher Appliance Company, Minneapolis 1, Minn. 
Home Electric, Inc., Youngstown 3, Ohie. 
Jesse Company, Chicago 47, Ill 
Wallace Johnston Appliances, Inc., Memphis 3, Tenn. 
Ray Jones Washing 
Denver 9, Col. 
Keystone Washer Parts Co., Philadelphia 6, Pa. 
Klinker Brothers, Cincinnati 2, Ohio. 
Mar-Cone Sweeper Company, St. Louis 1, Mo. 
W. L. May Company, Inc., Portland 9, Oregon. 
Midwest Appliance Parts Co., Chicago 22, fit. 
Minnesota Appliance Parts Company, St. Paul 2, Minn. 
O'Dell Parts & Service Company, 
Pearsol Appliance Corporation, Cleveland 15, 
also Dallas 1, Texas. 
D. J. Phelan Sons, New York 7, N. Y. 
Pritchard Electric Company, Oklahoma City 4, Okla. 
R. & S. Parts Company, Milwaukee 5, Wisconsin. 
Radio Electric Service Co. of Penn., Philadelphia 6, Pa. 
Refrigeration Equipment Co., Kansas City 6, Mo. 
Refrigeration Supply Company, Harrisburg, Pa. 
Refrigeration Supply Company, Richmond 20, Va. 
Cc. J. Roberts Engineering Co., Springfield 3, Mass. 
Servall Company, Detroit 7, Michigan. 
Shand Radio Specialties, Flint 3, Michigan. 
Standard Mercantile Company, Houston 10, Texas. 
C. E. Sundberg Company, Chicago 20, Ill 
Trible’s, Washington 1, D. C. 
Wash Machine Parts & Sales Co., St. Lowis 16, Mo. 
Washer Sales & Service Co., Pittsburg 12, Pa. 
Wynar Parts & Service Co., Rochester 4, N. Y. 


40, 


Ohio; 
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Machine Parts & Service Co., ond 


ichita 2, Kansas. 
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THE MOST COMPLETE VOLUME OF WASHING 
MACHINE PARTS EVER ASSEMBLED 


Every appliance dealer needs this book. and already it is meeting 
with a widespread demand... It's new, complete, indispensable. 
It's more than a catalog; it's a guide that will be constantly 
used. It was compiled by the Appliance Parts Jobbers Association 
with the cooperation of washing machine manufacturers at a cost 
of more than $75,000. It contains more than 10,000 actual photo- 
graphs and required over four years to produce. The value of this 
Manual far exceeds its remarkably low price of only two dollars. 
Get yours . . . Use the coupon today and the Manual will come 
to you promptly. 


APPLIANCE PARTS JOBBERS 
ASSOCIATION, INC. 
A National Organization 
Executive Offices, Detroit 26, Michigan 


Mail this coupon to any Jobber listed, enclos- 
ing $2, and he will send you the new Parts Manual 
prepaid. 


NAME 
STREET 
CITY 


ZONE STATE 


sinntanicnmaiaiin ini 


OCTOBER |, 


1947—ELECTRICAL 


Church 
Cooking Schools 


es CONTINUED FROM PAGE 104 comms 


months. Although Catholic churches 
were the first to cooperate, today about 
half of the 
schools 


denominations having the 
Protestant. It was the 
| reluctance of the Protestant denomina- 
tions to permit door prizes that held 
| them back, Mr. Scott 





are 


said. 
Handled by Women 


Arrangements are always completed 
with the women’s group of a church, 
Women even man the booths so that 
attend 

neighbors 


those who dealing with 
and all the 
Twenty cents is charged for 
which is. split the 
women’s organization of the church, 
Approximately 2,500 people attend the 
schools each week, and two afternoon 
sessions are held to get the old folks. 
In the evenings younger groups domin 
ate the attendance. 
Commonwealth Edison Co., Chicago 
has been buying space for one booth 
| regularly at all the shows given. This 
space is turned over to some deserving 
dealer, who displays his wares. In 
addition, Commonwealth Edison usu- 
illy donates a range as a door prize. 


are 
friends way 
through. 


admission, with 


Gets Home Owners 


William Casten was putting on a dis- 
play in St. Veronica’s church, 3300 N. 
Whipple St., Chicago, when ELEc- 
TRICAL MERCHANDISING called. “It 
looks as if I will get a hatful of leads 
| out of this show,” he said. “At any 
rate, I'll make contacts with a lot of 
people who have their homes, because 
these are all solid citizens and are in- 
terested in appliances.” 

His Roscoe Electric Appli 
ances, carries Frigidaire, Electromas 


store, 


| ter, Presteline cabinets, Deepfreeze, 
Maytag washers, Premier vacuum 
cleaners, Toastmaster and Sunbeam 
toasters. 

rom 70 to 75 dealers a year are 
given a free ride by Commonwealth 


Edison in these shows, and the Chi- 
| cago utility apparently thinks the idea 


pavs off End 
| 








“JOHN WON IT AT A RAFFLE, BUT WE'VE 
BEEN SCARED TO TURN IT ON!” 
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TO BRING YOU 
THE GREATEST L&H 
PROFIT OPPORTUNITY 
IN 71 YEARS! 
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Milwaukee 7, Wisconsin 
KEROGAS oil Ranges 
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Heaters and 


NN & HOV 
Water 


A.J. LINDEMA 
Also makers of E 


lect 
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f five gene 


dealer. 


boron ae? oe Styled to sell, built to satisfy, 
1 : 


this great L&H Electric Range 
typifies the qualities that 
have made L&H the “profit-line” 
for dealers for nearly 
three-quarters of a century. 
Nationally advertised, 

L&H products today bring you 
even greater opportunities 
for profits and progress. 
Write for complete information. 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 
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Two pianos demonstrate perfect tone 
reproduction of the — (Zz Sbuul 


Phe two-piano team of Carlile and Wayne performed in the 
dramatic “Golden Throat” Demonstration. The diagram above 
shows the setup used. Audiences were amazed as they heard the 
‘Golden Throat” reproduce the tones of the piano with such per- 
fect fidelity. Miss Carlile played piano (A) on the stage before the 
audience. Miss Wayne played piano (B) in a studio in another 
part of the building. Microphone (C) picked up the sound from 
piane (B) and fed it to a transmitter (DD) which broadcast to the 
RCA Vietor “Crestwood” (1 

he two pianists played alternately passing the melody 
back and forth so that the audience heard continuous music. But 
only part of it came from the piano on the stage .. . the rest was 
heard through the “Golden Throat” sound system of a stock model 
of the RCA Vietor “Crestwood.” 
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SeHers aii 


accre! Tiaee 


perlect tone reproduction 
and this means even more RCA Victor sales for you! 


r ‘ 

i word of this thrilling new tone reproduction is spreading! 
Perhaps vou saw the “Golden Throat™ Demonstration at the 
NAMM Convention in Chicago... perhaps some of your ecus- 
tomers saw it at the RCA Victor EXHIBITION HALL in New 
York ¢ ity. 

The results of this two-piano demonstration are always the same! 
\udiences are thrilled as they hear the “Golden Throat” reproduce 
tone so perfectly they can not correctly identify the source of the 
music... the piano on the stage before them or the piano heard 
through the “Golden Throat” tone system of the RCA Victor 


“Crestwood.” 


ind. we're sending the “Golden Throat™ Demonstration around 
the country. Soon you and your customers will be able to see and 
hear this thrilling performance. Contact your distributor or write 
directly to us for information on when the “Golden Throat” 
Demonstration will reach your area. 


(i : 
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P Wemonstr 





Read these typical reactions . . . 


AL 





some of these people may be friends of yours 


t have never been so thrilled. | just heard the 
“Golden Throat” reproduce the very tone of 
the piano so perfectly, [ could not tell the 
broadcast from the original. 


faron Cohen 
Brooklyn. N. ¥. 21 


Signed 


This dramatic demonstration proves the 
“Golden Throat” reproduces music just as 
played by the artist. This RCA Victor acous- 
tical system is the finest I have ever heard. 
Signed: Stephen Bambas 


Simpson. Pa 


Phis demonstration proves the “Golden 
Throat” reproduces even the tone of the piano 
perfectly. This is the type of radio we have all 
been waiting for. Now, we can hear only sound 
as produced by the artist. 


Signed: Mrs. Robert D. Woelk 
Billinllo, Il. 


ROA [1ICTOR A. 


ELECTRICAL MERCHANDISING—OCTOBER | 


The RCA Vietor has produced a sound system 
that reproduces the original tone exactly. I 
was absolutely unable to find a difference be- 
tween the piano on the stage and the piano 
broadeast through the “Golden Throat.” 


signe: Irvin Weitz 


Pitt-burgh. Pa 


The “Golden Throat™ reproduces sound ex- 
actly as produced. Try as I would, IE could 
not detect a difference between the original 
and the broadeast. 


Signed: Alan Rea 
Kew Gardens, VN. Y. 


I think the RCA Victor “Golden Throat” is 
the greatest thing in modern radio. Now, we 
can hear pure tone exactly as produced by 
the artist. 


Signed: Donald A. Boone 
East Hartford, Conn. 


1947 


perfor 






‘iL smash tit! 


The RCA Two-Piano Team, Miss Carlile. seated, 


and Miss \ ayne. standing. greet the audience before 


ming in the “Golden Throat” demonstration, 


OZ. Sewd! 


All RCA) Victor instruments. 


from the popular 
priced 65X1 to the superb “Crestwood,” have the 
exclusive “Golden Throat” Tone System. Dollar for 
dollar. these RCA Victor instruments give your cus- 
tomers greater brilliance, higher fidelity ... a mor 
“Golden Throat” is the 
exclusive new RCA Victor sound system...produced 


by RCA’s 27 


18 years of leadership in the reproduction of sound. 


perfect performance. The 


years of electronic skill and Victor's 











When you're in New York City, don’t miss the many 
electronic wonders of the RCA ENHIBETION HALL. 
Open every day. 10 AM to 9 PM —free to all. 36 West 
19th Street. 


ae 


DIVISION OF RADIO CORPCRATION OF AMERICA 


PAGE I11 











The New Sessions Alarm Clocks Are Breaking All Sales Records ! 


SESSIONS HAS MADE a lot of popular clocks in 
the past, but seldom if ever have any equaled the 
popularity of the new Sessions “Catnapper” alarm 
clock, 

That’s because the new “Catnapper” has just 


about everything your customers want. It has the 






w 


GET THIS ATTRACTIVE 
DISPLAY FREE / 


Simply ask your Jobber for it when ordering 


your new Sessions Alarm Clocks 


In Chicago: The Merchandise Mart; in San Francisco: Western Merchandise Mart 


famous ultra-quiet motor to sleep people gently. 
It has an alarm based on an entirely new principle 
to wake people pleasantly. It’s sleek and handsome 
in looks and priced just right. ... Retail approxi- 
mately $4.95, plus tax. 

This grand new alarm clock is advertised nation- 
ally in large space in the Saturday Evening Post, 
Life, Good Housekeeping, the American Magazine and 
the Christian Science Monitor Magazine — with a 
sales-compelling total of almost 15 million adver- 
tising messages! In addition, Sessions has prepared 
the most fetching counter and window display piece 
you've ever seen, to feature the new clocks, and 
they're free to Sessions Dealers. So don’t miss the 
Sessions Band Wagon on this one! Add the new 
Sessions Alarm Clocks to your regular Sessions Line, 
display them prominently, advertise them locally, 
and you'll turn a neat profit. 


CY : ‘y 
Nessions (locks 
‘ SELF-STARTING + ELECTRIC 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
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Farnsworth Presents Teleset 
To N. Y., Philadelphia Dealers 





Nicholas Predicts Million 
Listeners by End of Year 













Distributors, dealers and representa the science, by making a set with 52 | 
tives of the press chewed happily on inches of screen available to the public | 
steaks in New York’s Hotel Astor last at a reasonable price. “We have real- 
month as the Farnsworth Television & ized that the success of television must 
Radio Corp. introduced its own piece depend to a large extent upon the wide | 
de resistance, a $349.50 table model use of television receivers in the Amer- | 
television receiver, ican home,” he said. “For this reason, 

Over 100 guests heard vice-president we set as an immediate objective the 
and secretary Edward M. Martin de- production of a quality receiver to be 
scribe the occasion as a “red-letter sold at a popular price.” 

SMILING AND RETIRING George H. Ireland, manager of the Kansas City branch day . . . an inner circle celebration.” The Farnsworth telesets will be 


of the Maytag Co., receives his 50-year pin from Fred Maytag I! in connection with “We 
a ceremony at a meeting of the company's 25-year club. Mr. Ireland was the second 
man to round out 50 years with the company, recently retired. 


have spent millions,” said Mr. distributed in the New York area by 





Martin, “but of this hour we have the D. W. May Corp. and in Philadelphia 
conclusive evidence and the proof posi by Trilling & Montague. 

tive that these expenditures were not 

made in vain.” Prior to introducing 

E. A. Nicholas, Farnsworth president, 

Mr. Martin declared that “nine years 


. e e ° ago the Farnsworth organization as it Olympic Begins Manufacturer | 

Wage Rises Outstrip Price Hikes is today was an idea in the mind of one 
| 

| 







































we of $40 FM-AM Table Model 


By 37%, McFadden Analysis Finds In his turn, Mr. Nicholas said that The public wants a good, low-priced 


in 1939 Farnsworth had been reorgan- FM radio receiver, said P. L. 

ized to permit the manufacture of tele- Schoenen, executive vice-president of 

vision receivers, that production had Olympic Radi x Televisi C 

. L Ti N d d Simple charts and cartoons make an } . ras , r - . ~hepebeenen: lat. 
37 hs ess lime eede ee a a ae eS “ial : actually begun prior to the war, that in announcing that his company had 
arresting picture of the social ane Ss 


Ss P aoe 2 during war-time television had been recently embarked on the manufac- 
economic changes which have taken 


manufactured for the armed forces, ture of just such a set, an AM-FM 


To Earn Price of Iron 


] 





niace % te Tinited States: . . cx 
Dia’ the United otate and that since the war the company table model designed to sell at $39.95. 
eee families have doubled in the past 37 ad been engaged for two years in Said Mr. Schoenen, “Market re- 
ihe wage e: *r puts 30.5‘, 3s ears. | : ‘ . cancel , fen i 
€ wage earner puts in Te y ; ene bh developing and improving a receiver search. . .leaves no doubt that there 
time to earn an automatic electric iron annual U. S. income is six times as much. ie we ts A eet et, dace 
A - : : : kl . 4) e iat woulc € A service to everyone. 1§ an enormous demand ior a good, 
iy than he did in 1939, despite a average weekly earnings are 4!/2 times ; gis tr . , 
_ : : HI higher Immediately following the initial an- low-priced radio receiver that will 
S’o rise in the st. e works pn 4 . . " “anne . lsc om . . 
+ a | rs { } ‘A 1 millions of wage earner and middle in- nouncement luncheon in New York enable its owner to listen to. . .FM 
o less t r a loz oO read al- proc = “1 9 . ei Bee . : on | 
Fe = ne ~staadl : 513 : A come families have moved up the ind dinner in Philadelphia, papers in broadcasts in his area He declared 
ugh rice has risen 51.3%. . . . hath oi, eee . : ° 
4 its price has risen 3 5 ee economic scale since 1939. oth cities carried full-page advertise- that the present FM audience is still 
: ie d a . lan hal ane es sshd more people are working today than ments which stressed availability of small because set production is small, 
tume ; oug! Ss p > has gone the se > 1 lic . 
ti ne lth dn 1 its price 1s yn ever before. the sets to the public. most models are expensive consoles, 
70.9%. The wage earner works Of particular interest to all con- . 
t] lid bef t] 1 with tl pra ‘ ; table models are also expensive, and 
time n F 1e did before the cerned with the nation’s economic wel- . 
fe en Sree ' “eng SRY te eAbeaiiay Sponsors Going Up because most medium-priced sets are 
to earn almost anything he buys, fare is the fact that wages have grown ° : | . 
; . ; saan , ‘ ss i in short supply. He estimated that | 
ding to a new book, This faster than prices, even in the past 8 Mr. Nicholas pointed out that there Olympic will attain a daily produ 
° 9 ‘ ° F , ‘ . ° . A b ( Will attal é aauy odauc- 
Changed America”, recently distrib- years. Weekly earnings in industry are now 80 regular sponsors of tele- dian ‘A 1.000 ‘fl 
M - 4 ? . e . P ° i ° o Ol 1 excess ot st receivers, 
| to interested business men and have increased by 92.1% since 1929 vision programs, an increase of 70 per- } 
inizations by Macfadden Publica- while consumer prices were rising cent over the number in March of this | 
tions, Inc. Where in 1939 the worker 55.2%. year, and that there are now 75,000 re- 
k to his job for nine hours and “This Changed America” has sig- ceivers in operation, at least half of 
21 minutes in order to earn enough to nificance, also for marketing and which are in the New York area. He July Cleaner Sales Total 
rchase an iron, today he only has to sales executives because of its section predicted that by the end of 1947, the 280,585, Down from June 
rk five hours and 56 minutes. The on “discretionary spending power. viewing audience will total one million | 
Ford, despite its rise in price, only The study finds that wage earner persons. Factory sales of standard-sized 
nands 155 eight hour days of work- families, which comprise 54% of all The Farnsworth teleset will be in- household vacuum cleaners in July 
ing time today instead of the 166% days urban families, have the most “loose stalled, Mr. Nicholas said, by ap- totalled 280,585, down 14 percent from 
necessary to earn enough to buy it in money”, i.e. money the family may proved service depots. Two installa- 329,986 in June, but an increase of 51 
39, decide to use to buy durable goods, tion and service policies are available. percent over July, 1946, sales of 192,- 
Everett R. Smith, director of re- better quality items, to save, etc. This A $45 fee includes installation and a 655 units, according to C. G, Frantz, 
irch, and Claire Himmel, re- situation explains the large amount of service guarantee for 90 days. A $65 secretary-treasurer of the Vacuum 
irch analyst for Macfadden, have “shopping goods” bought by middle fee covers installation and service for Cleaner Mfrs. Assn. Mr. Frantz de- 
tilled the flood of government and income families. Copies of the book- one year. clared that January-August sales this 
lustry statistics into a story of the let may be obtained from the Research Particular stress was laid by the year will top those for all 1946, which 
listribution of buying power now Department, Macfadden Publications, firm president on its contribution to hit the all-time high of 2,289,441 
ng on in America Inc., 205 E. 42nd St., N. Y. 17, N. Y. the economics of television, as well as cleaners. } 
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AFC Spring — Action FILTER 


Only Vaculator has the Automatic Flavor Control 
Clothless Filter, with Spring-Action, to insure 
positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, JU. S. A. 
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UNIVERSAL'S ELECTRIC BLANKET promotion, scheduled for October to 
March is currently being described by E. J. Van Buskirk (right), com- 
pany, vice-president, at a series of 16 distributor meetings. Here he checks the 
display unit with A. S. Bross, S. G. Fisher, and E. A. Powers, company representatives. 


Universal Announces Blanket 
Campaign to Wholesalers 


Recognizing that the largest volume 
blanket buying is from October to 
March, Landers, Frary and Clark has 
ired a sales campaign for that 

son, E. J. Van Buskirk, vice-pres- 


ent, told distributors recently who 
met in Pittsburgh for the first of a 
series of 16 regional meetings. 

Mr. Van Buskirk declared that 
yearly sales of electric blankets are 
ipproaching the 50,000 mark and that 
Universal is out to get its share. The 
series of meetings will attempt to en- 
ist the support of distributors in tell- 
the blanket story to potential 


“The . .. market,” said Mr. Van 
Buskirk, “represents a tremendous po- 


tential volume of business as ... one 


ut of every 300 people will buy .. . 


s@€ason ... 
lo make sure that some of those 
hasers buy Universal blankets, 


ompany has scheduled four-color, 
l-page advertisements in leading 
msumer magazines. Slogan of the 
umpaign, “for the rest of your life,” 

luded in the copy. Selected mag- 
ines include: The Saturday Evening 
t, Look, Good Housekeeping, Sun- 


fo? 


Su sstu Farmina, and Farm 


Chicago Dealer Holds 
Auction to Clear Shelves 


With antiques, on which the exact 
ilue is not known, auctions are com- 
mplace. Dealers come out ahead be- 
ause Customers overbid on values. 
With appliances, with known list 
prices auctions aré something else 
gain. Recently the Riley Appliance 
Co., 5415 South Halsted St., Chicago, 
arried out an experiment in auc- 
tioning appliances Conducted by 
Samuel L. Winternitz Co., the auction 
lasted about three hours. More dealers 
than public turned out and when the 
sale closed, the firm found that it had 
taken about $1,000 loss. Which was 


OCTOBER 1, 


ined 2} 
itives ismucl is the a 
eld to clear out a lot ff-brand 
cumulations such as non pop-up toast 
ers, and other stuff which was ha 


move in view of the new model 

ing on the market. Sales were pri 

pally on small appliances, it was sa 
and the firm will replace these wit 
major appliances. 


Harbord, Ex-Head of RCA, 
Dies at N. Y. Home; Was 8! 


James Guthrie Harbord, former 
lieutenant general and chief of staff 
during World War I to General 
Pershing and president and chairma 
of the board of the Radio Corp 
America from 1923 to early this yea 
lied August 20 at his home in R 
N. Y. He was 81 years of age 

General Harbord had served i 
Army from 1889 to 1922, starting as a 


enlisted man and rising to promin 
A n he led a Marine Brigade of t 
2nd Division to victory in the sava 
fighting in Belleau§ Woo 
credited as the stone yall 


topped the German advance on P 
He requested retirement 


position as board chairman of RC 
early this year and retired on July 11 
ontinuing, however, is honora 
chairman and as a m of 

board of directors. He was preside 


of the company from 1923 to 1930 
when he was elected chairman of tl 
board 


Emery, Roberts & Mander 
Vice-President, Passes 


John H. Emery, vice-president o 
the Roberts & Mander Corp., Hat 
boro, Pa., died August 24 at th 
Orange, N. J., Memorial Hospital 
after an illness of several weeks. He 
was 49 years old. 

He joined Roberts & Mander in 
1945 as district manager of the New 
York office. Last February he be- 


came vice-president. 
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OIL-BURNING SPACE HEATERS 


O AFTER that space heater business 

this Fall with EVANS’ great new 
line. Cash in on this EVANS advertis- 
ing that is being seen by approxi- 
mately 25,000,000 readers in such 
national publications as: Liberty, 
Country Gentleman, Farm Journal, 
Household, Small Homes Guide and 
others. Cut down selling resistance by 





PLYMOUTH, MICHIGAN 
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EVANS & 


EVANS. PRODUCTS COMPAN 


HEATING AND APPLIANCE DIVISION 





displaying EVANS Space Heaters. 
Your customers will be satisfied, for 
there’s cheery comfort sitting in the 
glow of the EVANS fireplace door. 
Comfort, too, in EVANS exclusive All- 
Directional Fan-Forced Floor Level 
Heat, exclusive Double-Length 
U-Shaped Golden Flame, exclusive de- 
sign by famous Walter Dorwin Teague. 


OiL- 






1, 1947 








There are EVANS models from 31,000 
B.T.U. to 65,000 B.T.U.— ample range 
to cover home needs, and many com- 
mercial uses, too. All carry Under- 
writers Laboratories approval. 

* 


Get into the Space Heater profit pic- 
ture with EVANS. Data on Request. 


wom SPACE HEATER 


Nationally Distributed by 


WESTINGHOUSE ELECTRIC SUPPLY CO. 


and Independent Distributors 
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COMING UP!-—Your last chance 


to order 
these Christmas Gift Clocks! 


@ The Christmas RUSH will soon be on! Now—we are doing our part in whipping up an un- 
G-E. Clocks, “the clocks most people want most,” will precedented Christmas demand for these superb gift 

be at the top of many Christmas Gift lists. The four- clocks. ws a point to the biggest Christmas electric 

color Christmas ad on the opposite page will reach 20.- clock business m vers. But... 

000.000 of your customers! This is your last chance to stock up for the rush. We urge 
We think you'll agree that this ad is a terrific selling ad. you, in all sincerity, to ORDER NOW! 


Furthermore, it appeals to your best customers. The RIGHT NOW—from your distributor, 
people with money to buy what they want. And what a TODAY! Appliance and Merchandise Department, 


choice! Prices from & 4.95 to $535.00, General Electric Company. Bridgeport 2, Conn. 





This hard-selling Christmas gift ad appears in full color in the 

greatest advertising promotion ever put behind electric clocks! 
PUBLICATION CIRCULATION ISSUE 
LIFE 5,200,000 Dec. 8 
SATURDAY EVENING POST 3,848,031 Nov. 29 
COLLIER’S 2,807,361 Dec. 13 
LOOK 2,382,422 Dec. 9 
COSMOPOLITAN 2,210,181 Dec. 
HOUSE BEAUTIFUL 382,402 Dec. 
HOUSE & GARDEN 233,729 Dec. 
NEW YORKER 296,561 Dec. 
HOLIDAY 525,386 Dec. 
NEW YORK TIMES MAGAZINE 1,002,765 Dec. 











For Good Business’ Sake, Order 
“The Clocks Most People Want Most ” 


GENERAL @ ELECTRIC 
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CANDLELIGHT CANDLELIGHT — The same clock, but with a different 


An exquisitely styled occasional clock 


in the finest General Electric tradition. Beautifully case. Your choice of velvety, glowing, brown East India \ 
cased in sparkling black glass, ground and polished to lambskin, or pigskin, bordered by white saddle-stitch SS 
shimmering elegance. $19.50, plus retail tax. ing. A superb gift! $19.50, plus retail tax. . 


Thin Chaiitwas Jive the, clocks 
mo peopl wait moi | 


General Electric “Gift Clocks” — 
from $535.00 to $4.95. waited-for General Electric features: ‘ 


A clock for every purse and purpose! 1. No winding—runs electrically. 2. Noise- 
less—no distracting ticktock. 3. feceurate 








Each General Electric Clock shown here is a electrically checked by your Power Company 


perfect gift clock --- an enduring source of hap- to correspond with oficial Arlington time. 


piness ... a chronicler of time and the giver. ‘. Dependable—on time. all the time. General 


Each of these clocks has these wanted-and- Electric Company. Bridgeport 2. Conn. 





















THE ADAMS 


tion of an old grandfather clock —even to 


A truly magnificent reproduc- 





weights and pendulum. The superb mahogany 
case is authentically styled. There is a special 
“moon dial,” and the Westminster chimes 
sound each quarter hour on 5 tubular bells. 


$535.00, plus retail tax. 


RIDGEFIELD A beautiful) mantel strike 
clock. This Colonial reproduction brings a 
note of graciousness into every room. Faith- 
fully accurate in design, it strikes both the 


hour and half-hour on oa deep-toned spiral 








gong. $32.00, plus retail tax. 

MORNING GLORY — This General GAY HOUR _§A beautiful alarmclock HERALDER—A fine low-cost gift 

Electric Alarm Clock’s flawlessly with the General Electric feature— item this Christmas is The Heralder, RHAPSODY — Elegant in form, this new Gen- 
cast metal case has a soft, satiny “Select-A-Larm.” or personal vol- with the new “Select-A-Larm”™ fea- eral Electric mantel chime clock has a diago- 
butler silver finish and gold-colored ume control. Alarm can be set to ring ture! A popular alarm clock; only nally grained mahogany case burnished to a 
fluted brass feet. Its bell alarm is me- “soft,” “medium,” “loud” . . . or $1.95, plus retail tax. With luminous rich, satiny sheen. Full Westminster chimes, in 
lodious, positive! $17.95, plus re- any volume in between. $7.95, plus hands and hour dots, $5.95, plus all their subtle beauty of tone, strike the 
tail tax. retail tax. retail tax. quarter hours. $55.00, plus retail tax. 


Why wind a clock today? Get a General Electric Clock and FORGET IT: 


GENERAL @ ELECTRIC 
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TRIPLE FLEX 
SPIRAL 
AGITATOR 


IT’S FASTER 
IT’S EASIER ON CLOTHES 


FASTER because washing action is uniform on all the clothes — 
constantly — not concentrated in one portion of the tub. EASIER 
ON CLOTHES because there is no pulling or tugging of a live por- 
This sturdy 


aluminum agitator is a big selling feature — easily demonstrated 


tion of the load, against a dead portion on top... . 


Duchess’ Streamlined Beauty, long-lived Silent Ball Bearing Trans- 
mission, new type Lovell Pressure Cleanser and Hi-Bake Finish are 
other points of visible excellence that speed sales and keep customers 
sold The Duchess is a big package—big in capacity, perform- 
ance and beauty. She's a big value at her price with big profit oppor- 


tunities for you 


THE DUCHESS 
BIG VALUE 
PACKAGE 
appeals Lo 


WOMEN BUYERS 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 


< 
ort’ 
. eaten 
v 

- 

°' 
«at 
9tc'8 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 


PAGE 


Premier Runs a Tough School 





WATCHING the laying and cutting of bag cloth at Premier's recent week-long 
district manager's conference are the nine managers and, on the far right, sales 
manager P. W. Conrad and ad manager E. A. Hamala. After completing the course 
which included competitive demonstrations before 40 Cleveland dealers, the grad- 
uates, ‘nine old men", posed in judicial robes. 


| A ——— 
AFTER TOURING THE plants, the managers were put to work tearing down and 
re-assembling cleaners. Left to right: E. A. Hamala, advertising manager; T. S. 


Wruble, Cleveland; R. E. Baird, San Francisco; A. L. Nelson, Chicago; and J. W 
Hoskins, Philadelphia. 


HARDEST WORK of all was actually 
getting out and selling door-to-door 
One full day was spent by the managers 


LECTURES weren't omitted from the 
schedule. Here E. A. Hamala, adver- 
tising manager, holds forth on the im- 


portance of point-of-sale displays. The 
managers also heard speeches on the 
location and methods of selling the 
cleaner market, saw instructional movies. 


acting as representatives of local dealers. 
Here D. M. Oglesby, Atlanta, and A. L. 
Nelson, Chicago, start the grind. They 
sold cleaners, too. 
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Loni Civer You Move Real, 


DE mOMSTRABLE VALUE 





Model 9HO88R 


It’s value that counts in radio sales today... and 
that’s why Zenith radios and radio-phonographs 
are so easy to sell. 


Zenith gives you features you can actually 
demonstrate .. . tone and performance prospects 
can hear for themselves ... style leadership proved 
by the industry’s many copies and adaptations 
of Zenith design. 


Yes, compare them all, and you'll agree that 
Zenith is first in salability ... with features, per- 
formance, styling and downright value made 
possible only by the knowledge and experience 
gained in 31 years of Radionics Exclusively. 





Here Are Style and 
Value Sales Features 
Zenith Gave You First 


@ THE COBRA TONE ARM... Perfected record 
tone. The tiny filament gently floats in the record 
grooves, reproducing every note, every shading. 


@ SILENT-SPEED INTERMIX CHANGER... 
Changes both 10 and 12 inch records intermixed, so 
as to provide an almost continuous flow of music. 


@ TILT-OUT CONTROL PANEL... This Zenith 
design, now widely copied, brings the entire control 
panel into an accessible, easily viewed position. 


@ GLIDE-OUT PHONOGRAPH ... A touch of the 
phonograph door glides the entire record-changer 
unit out within easy reach. 


@ 2-BAND ZENITH-ARMSTRONG FM... FM at 
its best—wide-band, true fidelity, static-free FM as 
developed by Major Armstrong and Zenith 
Engineers. 


@ THE RADIORGAN ... Radio’s most demon- 
strable tone control. 64 different tonal effects provide 
just the tone emphasis desired. 


@ AMPLE RECORD STORAGE SPACE... The big 
storage compartment in the Zenith Console 
combination cabinets is an important feature. Show 
it to your prospects! 


@ FLAT-TOP CABINET ... The entire top may 
be used for flowers, vases, books or decorative pieces. 
There are no lids to lift to operate either the 

radio or the phonograph. 


Keep An Eye On 


RADIO 


@(ONG DISTANCES 











Loni Radio Corporddion » 60O/ Chickens Shve « Chicago 39 Me, 
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& eyeing your electric range models coldly. 
Better still, imagine yourself behind Mrs. 
Prospect’s apron. 
Suddenly you realize where most of the cook- 


ing is done. No, it’s not in the oven. And it’s not 
in the broiler, either. 

It's on top—on the surface heating units! 

So why not angle your sales talk to take full 
advantage of this big point? But here's a tip: 
First make certain that the line you're selling is 
equipped with famous INCONEL* Sheathed 
\ Heating Units. 





Why? Because surface heating units have a 























full-time job. And it’s a job that demands the 
rugged strength and life-of-the-range dependabil- 
ity that leading manufacturers provide through 
use of Inconel Sheathing. 


Inconel guards the surface units from damage 


because it is strong... and tough . . . and rust- 
proof. It resists high heat. It isn’t bothered by 
spilled foods, fruit juices or spattered fats. It 


doesn’t warp. Doesn't crack. Doesn't scale. 


That's why millions of Inconel Sheathed Heat- 
ing Units are in use today. And why so many of 
them have been on the job for 10 years and 
longer! 

For the extra touch that can help put a sale 
over the top, remember to talk up Inconel 


Sheathed Heating Units. On top, they're tops! 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, WN. Y. 


* Reg. U.S. Pat or 


LET (Cl HELP YOU SELL 
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Scheduled Meetings | 


NAT'L FARM ELECTRIFICATION 

CONFERENCE 
Claypool Hotel, Indianapolis, Ind. 
October 7-8 


INTL. ASSN. OF ELECTRICAL 
LEAGUES 


12th Annual Conference 
Statler Hotel, St. Louis, Mo. 
October 8-11 


WESTCHESTER BETTER HOMES 
EXPOSITION 

October 14-19 

White Plains C. of C., 201 Main St., 

White Plains, N. Y. 


APPLIANCE PARTS JOBBERS 
ASSN., INC., AUTUMN MEETING 
Whitcomb Hotel, St. Joseph, Mich. 
October 16-18 


ELECTRICAL PROGRESS EXHIBIT 
Bellevue-Stratford Hotel,Philadelphia, 


Pa. 

October 22-24 

Mfrs. Division, Electrical Assn. of 
Philadelphia 


2ND INT. LIGHTING EXPOSITION 
& CONFERENCE 

Natl. Electrical Mfrs. Assn. 

Stevens Hotel, Chicago, Ill. 

November 3-7 


MIDWEST ELECTRICAL 
EXPOSITION 
City Auditorium, Omaha, Neb. 
November 3-8 


1. R. E. FALL MEETING 
Sheraton Hotel, Rochester, N. Y. 
November |7-19 


ELECTRICAL & HOME 
APPLIANCE SHOW 
Federal Bldg., San Diego, Calif. 
December 2-7 
Bureau of Radio and Electrical Ap- 
pliances of San Diego County 














Philco Acquires Control 
of Rex Mfg. Co., Indiana 
The Philco Corp., which for the 


past several years has purchased t 
entire refrigerator output of the Rex 


Mfg. Co., Inc., Connersville, Ind., a: 
has had an investment of $973,000 i 
its preferred stock, recently announc¢ 
that it has acquired all productio 
facilities and assets of the Indian fir 
According to John Jallantyne, 
Philco president, operations will, « 
tinue without any change under the 
direction of the present executive man 
agement. In 1946, sales of refrige 
ators and freezers amounted to nearly 


25 percent of the total Philco volume 
The new 
refrigerator-freezer plant in Phila 
delphia, give the company a refrig« 


that of 1941. Philco has a backlog 


ator production capacity several times 


$98,000,000 of refrigerator and freezer 


orders, the company said. 


July Washer Sales Drop 
to 281,826 from June High 


Industry-wide factory sales of stan 
ard-sized household washing machine 


fell off in the month of July to 281,826 
from June's 314,705, but compared 


favorably with the July, 1946, total « 


166,559, the American Washer and 
Ironer Mfrs. Ass’n., reported early in 


September. Sales of portable washers 
with a capacity of three or less pound 
dry weight, amounted to 36,471 unit 


in July, compared with 34,316 in June 


July ironer sales totalled 41,911 


compared to 52,025 in June and 7,646 


in July of 1946. 
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plant facilities, plus, a new 











NATIONAL ADVERTISING 
The “GREATS” of Motion 
Pictures Will Tell The 


, Story...... 
CECIL B. DE MILLE! - GARY : Dorothy 


COOPER! - JOAN CAULFIELD! 7 LAMOUR 


ALAN LADD! - WM. BENDIX! \7 STARRING IN 
“WILD HARVEST” 


A PARAMOUNT PICTURE 








© 


a, . 


Aenea 
Bul) Nour future onan "Si a rT / 


It’s a QUALITY line —but you'll not be undersold! Quality for quality, no 
home freezer sells at lower price per cubic foot! 


MODELS It’s a PROFIT line—and every Amana you sell sends you new customers! 


It’s that kind of a home freezer! 
ONE FOR EVERY ee 


It’s a GUARANTEED line —5-year warranty on sealed-in mechanism — 
5-year insurance against food spoilage! 





COMPLETE LINE 


MODEL 50—Shown above. 5.2 cubic 


foot capacity. Ideal for average family! 
BETTER TIE UP WITH AMANA...AND BE IN BUSINESS TO STAY! 
MODEL 30-R—30 Cubic 


Foot Freezer. Combination For Full Franchise Information, Wire, Phone, or 


Home Freezer and Frozen 


Fed Srege Cain | | MAIL THE COUPON! 


: , AMANA SOCIETY, Amana, lowa 
—?_ 


se | Refrigeration Division 


MODEL 110—10 nee > Send me full franchise information and full details 

foot capacity. Ideal mM a nl a 0 * I e y on the Amana Home Freezer Line. 
_—— forthose wanting large 

instance Refrigeration Division: Amana, lowa Signed__ 


MODEL 200—Walk-in 
Freezer-Cooler. For 





Pioneer specialists in low temperature refriger- Address___ 
ation, with a century-old tradition of fine 

estates, restaurants, | ; P : 

resorts. Freezer — 23 1 be American craftsmanship. 

cubic foot capacity. 


( 1| | 
a ia) | 

c ' 100 b | 
cooler , cubic N Jel 


foot capacity. 


large homes, farms, 


City 














1 — 





ELECTRICAL MERCHANDISING—OCTOBER 1, 1947 





































me fa 


Dean Land 
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left, Advertising Manager of The Maytag Company, shows 


jazine nts to Charle 


advertiseme 


npar 
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wee 


Maytag 
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dealer 
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“This advertising is right down to earth,” says J. W. Earl, proprietor of 
Earl’s Appliance Store, 100 North Kirkwood Road, Kirkwood (St 
County), Mo. 


Louis 





Probasco 


wton, la. This plastic-bound 


owner of Stand 


n about the whole campaign 


ADVERTISEMENT 


“Right! My old customers are my best salesmen!” says William D. Herber 
of the Lehigh Supply Company, Bethlehem, Pa. 


Dealers Re-discover 


BY JOE BENGE 


Capitalizing the tremendous enthusiasm of 


owners, their influence on sales and the fact that 


this make of washer far outnumbers any other 


make in homes today, Maytag launches an 


unusual advertising campaign for fall. 


Not that Maytag dealers have been 
asleep to the importance of this 
vast army of boosters, but atten- 
tion is especially called to their 
number right now, by the approach 


of an important milestone. 


Soon to Pass 5 Million Mark 


The five millionth Maytag Washer 
will roll off the production line in 


the very near future. 


It is not possible, of course, to 


say exactly how many of those 


Mavtags are in actual use, but 
knowing their ruggedness and “‘in- 
destructibility,” it 1s safe to assume 


that those in use number 1n the mil- 


lions. And this long life of unusu- 
ally trouble-free service is one of 
the reasons most often given by 


OCTOBER 1, 


owners for their intense loyalty to 


the Maytag Washer. 


Testing the Idea 

This crusading enthusiasm looked 
like an excellent advertising story 
First, however, a test was made to 
find out from experience just how 
the average Maytag owner will re- 
act when asked—by a total stranger 
—what she thinks about her Mavy- 
tag Washer. 

Typical Test Conversation 
The following is typical of the tel 
phone conversations that ensued | 
the course of this “field-test”: 
“Mr 


James, I'm Mrs. John Pattersor 


Young woman on phone: 


You don’t know me, but | was fr 
Mr. Parks, th 


Maytag dealer. He says you bough 


ferred to you by 
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ADVERTISEMENT 


RIGERATORS = 










‘| Millions of Salesmen 





Martin O’Hara, proprietor of the O’Hara Hardware Company, Ottumwa, 


la., says: ‘This program is looking years ahead. That's what | like about it.”’ 


a Maytag recently and he thought 
you'd be willing to give me your 
honest opinion about how you like 
it. I’m not sure what kind of washer 
| should get. What do you think of 


6 Farm Publications 


These May tag messages are carried 
to the farm field by the following 


publications: Farm Journal, Coun- 


it try Gentleman, Capper’s Farmer, 
Maytag? Successful Farming, Progressive 
J . . 
. Mrs. James: “Why, my dear girl, Farmer and Southern Planter. 
I’m so glad you called me! Don’t get oie taht Onan pita 
: ationa vertis- 
a Maytag! Ic riVe il 
inything but a Maytag! I could give iat Sieemeie 
you reasons by the hour, but they a 
i eid tap to int ene thine ~tntie- During this fall campaign, the cop- 
ee ge aes ies of the 17 publications above, 
faction! My sister and I both got > M * 
; carrying Maytag ads, will tota 
Maytags about the same time, and yms ee 
ie: 0 96,175,500. And this means actual 
Oo we're just wild about them. Take ; 
io entivk-bsinene SO each of which usually has 
M vt g!” : Sev eral readers. 
aytag! 
d Some of the owners interviewed Local Newspaper Tie-up 





would have raved by the hour, with 
a little encouragement. Their loy- 
alty and enthusiasm were really 
heartwarming. The idea, thus 
tested, looked even better than be- 


fore; so the campaign was launched, 


11 National Magazines 


Insertions have been ordered for 
fall in the following national maga- 
zines: Saturday Evening Post, Life, 
Good Housekeeping, Woman’s 
Home Companion, Better Homes 
and Gardens, Parents’ Magazine, 
Woman’s Day, ‘True Story, House- 


hold, Hollands and Grit. 


ELECTRICAL 


Eight different newspaper ads are 
furnished dealers, in mat form, for 
their own use in making the most 
of this campaign locally. 
Incidentally, The Maytag Com- 
pany’s consistent advertising, year 
after year, is another important fac- 
tor in Maytag’s outstanding popu- 
larity. The Maytag Company has 
spent more money in advertising 
the Maytag Washer than any com- 


peting company. 


If you are not now a Maytag 
dealer, a franchise may be available 
in your locality. Write The Maytag 


Company, Newton, Iowa. 
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“I'm going to make the most of the idea, right here in my own town,” says 
W. W. (Woody) Hendricks, of The Hendricks Brothers Store in Grand 
Prairie, Texas. 


wer. — 


ATH La iI Mafra 
33 . WERDRICKS BROTHERS 


alll 7 


One of 8 local newspaper ads furnished dealers in mat form, varying in 
size from 1 column by 5 inches to 4 columns by 12'2 inches. Two ads are 


arranged for dealer to use actual names, addresses and ‘phone numbers 
of local Maytag owners, whom the readers may call to ask about Maytag 
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CLICK 









































all is the new COMPLETE laundry powder which is com- 
pounded in world-famous laboratories especially for use with Auto- 
matic Washers, and sold through authorized dealers of leading 
automatic washer manufacturers, alll works demonstrating wonders 
because it washes thoroughly, faster and more efficiently, cleanses 
gently and rinses completely. Includes softener. It eliminates the 
messy, sudsy overflow problem and troublesome clogging of washer 
mechanisms. 


all makes your demonstrations click, speeds automatic washer 
sales and keeps customers enthusiastic. It is both a money-maker and 
a profit-saver for you, by avoiding much of the time and expense 
of service calls after installation. It is your product — sold by you 
in your community — not through customary soap retailers. Cus- 
tomers keep coming back to your store for more alll — gives you 
more frequent opportunity to sell other appliances. 


DETERGENTS, INC. 
1147 Chesapeake Ave., Columbus, Ohio 


Send us more information about alll. Include prices, 
discounts and name of the alll Distributor who can 
supply us. 

St r 


e Nome 


Street Address 


City State 





We se Automatic Washers 


(name of wasner) 












IT SAYS HERE: To ‘get the hang of it," General Mills home appliance district 
managers try their hand preparing a meal in the PressureQuick saucepan, second 


product of new appliance line, scheduled to hit the market early in November, Left 
to right, Don Sluman, manufacturers representative, Denver; Jack Edwards, mid- 
western district manager, St. Louis; and J. B. Moore, Jr., New York metropolitan 


district manager. 
















Int. Harvester Enters 
Refrigerator Field 


Snowma Gerald © Nave iles 
anager of Bruno-New York snapped 
the disks togethe in’ his hands 
‘I'm holding something that you deal- 
ers have all been holding for years,” 
e said, “—blue chips. Because you 
sell refrigeration and refrigeration is 


a blue chip business.” 
With this introduction, Mr. Kaye 
told dealers and the press last month 
that his organization had contracted 
to distribute the International Harv- 
ster line of home freezers and house 
J 9 bane ’ + ’ 
efrigerators 


The Products 
N. M. Callaham, eastern district 


representative of International Harv 
. nted and described the 
freezers, an 11.1 cubic foot and 4.2 

foot model, designed to retail 


it $340 and $199.50 respectively. He 


+ 


eviewed his company’s achievements 
e farm equipment and motor truck 
eld and pointed out that in the 14 


mths in which the company has 


making home freezers it has be 
oe ; ‘ 
the largest in number of sales 

new home fre ers would be sent 


ample quantities to dealers by mid 
¢ 


Announcing the production of home 
efrigerators, William Mackle, 
Bruno's manager of refrigeration, said 
| 


+ 


at Harvester would initially manu 


facture three models in an eight cubic 


foot size, deliveries of which would 

be made by the end of the vear These 

vill be followed by a ten cubic foot 
‘cerat 


The Sales Aids 


Miss Loris Knoll, home economist 
eration sales for International, 
escribed the methods with which the 
acturer will aid sales, primarily 
ecture-demonstrations to women's 
2 ps emphasizing the efficiency and 
ymomy of the appliances. She also 
said that Bruno will train two or 
three women demonstrators who will 
be available to dealers and a similar 


} 


number of post-sale home demon- 
strators. 





Proctor Presents Toaster, 
lron to N. Y. Distributors 


New York area distributors were 
invited to breakfast on August 28 to 
see Proctor Electric Co's. new appli 
ances. They saw a one-legged iron, a 
new pop-up toaster, but heard more 
about the company’s sales aids and 
promotional plans. Tacitly admitting 
that even a good appliance must be 
stressed, seen and sold, Proctor boomed 
a promotional package, originally 
tagged at $2.95, which will be fur 
uished free to dealers who pledge 
themselves to cooperate with — the 
premiere showings of the new prod- 
ucts in October and November. The 
company explained its sales strategy 
carefully, emphasizing that dealers 
must use a window display featuring 
a cardboard model of the appliance 
with the actual appliance on display 
inside the dealer’s store. Following 
the presentations of products and plans 
by H. S. Perkins and Carl McLaugh- 
lin, New York and New Jersey district 
managers, the mecting was thrown 
open to questions from the 120 dis 
tributor representatives 

Twice they were asked if the iron 
and toaster will work on direct cur 
rent. The answer was no. Dumbest 
question: “How do you turn on the 
toaster ?” 


Judge OK's Municipal 
Appliance Merchandising 


Opposition from dealers against 
municipal activity in the retail sale of 
electrical applian es, and operation ot 

service and repair department as 
vell as installation, was over-ruled by 
ludge J. Robert Martin, Jr., who held 
that Greer, S. C., had the right to 
engage in such practices in connection 
with operation of its municipally 
owned utility. The case had attracted 
considerable attention since several 
other towns, including Wallhalla, 
Seneca, Camden, Ninety Six, West- 
minster and Easley have municipally 
owned systems and a set-up similar to 
that of Greer. 
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The new 1948 


i ; 
re The Toaster The Promotion 
* 
 ... Beautiful in appearance, remarkable Proctor presents America’s most distinc- 
i in performance. The design was the tive advertising campaign ...A million 
E unanimous first choice of women at de- ads a day. 
sign polls throughout the country. Magnificent Full-color Spreads in The 
heatte bie thend seshecdhe Saturday Evening Post: October 4— 
¥s scenes vasapnpanannenvachegaantben ira f Double page—November 22—Junior 
Se RECN ona At I oO Spread —Dec. 6— Another Double page. 
k ——— os cee Pome PLUS Full-page, 4-color ads in Oct. 
e ——— * ; and Dec. Ladies’ Home Journal —Good 
> Other important features are silent oper- Housekeeping — McCall’s — True Story 
f ation, cushioned pop-up, sliding crumb — American Home—Better Homes & 
f- tray. The new Proctor is truly America’s Gardens. 
hy Most Distinctive Toaster. PLUS ads in 11 other magazines. 
i. 
PROCTOR ELECTRIC COMPANY, 
ELECTRICAL MERCHANDISING—OCTOBER |, 1947 





PROCTOR Automatic 


Pop-up Toaster! 


...and what they mean to you 


Take a toaster rich in beauty and in fea- 
tures, a toaster that by itself will attract 
women to any window. 

Add an advertising campaign to reach 
almost every woman in your town! 

What's that mean to you? 

STORE TRAFFIC and Store Profits 
every time you display the new Proctor 
on your counters, in your windows, or 
show it over your name in ads. 

Everything you'll need to build store 
traffic is in a Free Tie-In Package. See 
your Distributor now! 


40, 
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takes a bow, millions laugh. 
































The people who don’t know Hazel are few and far between. Every time she 



















re ee 





- 
> 
And yet, the only place she ever appears is on the pages of The Saturday 
Evening Post.’ 4 
¢ 
This gives you some idea of the vitality of The Saturday Evening Post 3 
and its impact upon America’s millions— and how a fictional Post character 4 
can become an integral part of almost every family circle. Mf. 
ae 
You'll see Hazel, as usual, in this week’s Post. 
*Think how much Post impact can do for the products you sell. "Yo 
” Left 
Pe, 
= ee 
= | 






























































‘Sh, —— , 
all we play for a little something ?” 
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“You think Dempsey takes it lying down? He’s back in the 
Left Hook! Right Cross! Left Hook! Right Cross! Firpo is g 






































“Two m 


stands at 3 all. UP STRIDES THE SULTAN OF SWAT!!” 





en out. Last of the ninth. The ol? World Series 


























“Nothing important today.” 





ep 
\~ People pay attention 
when they see it in the Post 
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e Automatic Features 

@ More Modern Conveniences 
( ( — e Easier Cleaning 

, A SP St a e Easier, Quicker Cooking 






































yTY-y> e Better Cooking 
IWG&) ¢ 
a i ——_—— e Cooler Operation 
— — @ Lower Operating Costs 
e Greater Value 
- = vf, 
F see 


HERES WHY | FIBERGLAS HELPS YOU, 2 ways! 


7 OuT OF 10t 


HAVE IT! ta 
| 
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Helps make better ranges and range perform- 

ance! Helps you sell your better ranges! 
Fiberglas not only contributes substantially 

to those features women want in a range— 


such as quicker and better cooking, cooler 





operation, lower operating costs—but helps 
you establish and “nail down”’ these points 
in your selling. For your customers know 
Fiberglas. Know it as an efficient “‘lifetime’”’ 
insulation that stays in place, never settling. 
Know this from satisfactory experience with 
Fiberglas-insulated ranges and other appli- 
ances. It’s a smart dealer who remembers this 


and uses it in his selling. 


' TOUT OF {() RANGES BUILT TODAY, HAVE... 


OWENS-CORNING 


| eTa ON LeR PRE THERMAL INSULATION 





*Fiberglas is the trade mark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 





Conlon Corp. Teaches 
Ironing by Recordings 


“You, too, can learn French in y 
own home from phonograph recor 
reads an oft-repeated advertisem« 
And many Lars have tried it. 

Borrowing from this method of 
structior — N, Merritt, vice-presid 
and aenaunl manager of the ( 
Corp., has introduced a sales tool 
merchandising ironers that might w 
he advertised with “You, too, can 1 
to be an expert ironer in your 
home from phonograph records 

Calling customer instruction 
salesman unfamiliarity the two bige 
obstacles to ironer sales, Mr. Met 
has created an album of instructior 
methods which the dealer lends to e: 


” 


acy 
ironer customer The company ey 
suggests that the records may ma 
the sale easier Should the custon 


not own a record player the sell 
dealer is instructed to lend her on 
deposit. 


Need a Lot of Convincing 


According to Mr. Merritt, skepti 
housewives have too often asked, “W 
it iron?” right in front of a demo 

rator who is doing just that. Stati: 
that Conlon has attempted every 
sible device to encourage people in t 


1 
t 


belief that ironers will really iro 
Mr. Merritt said, “We have creat 
machines that will iron shirts almost 
automatically .. . and still the ironing 
machine business remains at less than 
eight percent saturation.” 

Some years of research revealed 
asserted Mr. Merritt, that housewives 
“do not want to be shown anything.” 
He further asserted that live demon 
strators are “loaded with fetishes, 
quirks, peculiarities, and tics. They are 
hard to get and they are expensive to 
maintain,” difficulties which, he 
claimed, are all avoided with the Con 
lon Personalized Home _ Instruction 
Course 

With records taking the place 
demonstrators, blindfolded children and 
one-armed window demonstrators 
Conlon’s hope was that ironers’ eight 
percent saturation might well approach 
the 64 percent of household washers 


The Once-Over 





LOMAX LOOKS AT LEWYT: Stan 
Lomax (left) sports commentator for 
WOR and guest speaker at a recent 
luncheon given by the Lewyt Corp., ex- 
amines a cleaner while president Alex M 
Lewyt (center), and Walter J. Daily, 
manager of the company's vacuum 
cleaner division, await his approval. The 
occasion was the firm's first distribution 
sales clinic. 
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NOW! Exclusive new features 








SHADOW-BOX DIAL 





er ~ Dy gral for 
Stewart lllamer “ati Sho t ii - 


W ith new Electro-Hush Reproducer! 
The Dura-point retracts to guard 
records from accidental damage! 
Needle noises are banished 














OBO-SONIC TONE SYSTEM 


eee beautiful | MEM cabindls, period and moe WU, 


J iyle as proportioned fur lhe home of today! 


Yes, for Stewart-Warner deal- 
ers, the really new radio-phono- 
graphs are here—acclaimed 
with enthusiasm by dealers 
everywhere! New in styling, 
new in radiant performance, 
new in the true-life beauty of 
their Strobo-Sonic Tone... in 
both radio and phonograph. 


Perfectly proportioned for 


today's home, these smart con- 
soles blend harmoniously with 
all decorative styles. All the fa- 
mous Stewart-Warner features, 
too—including built-in Radair 
Antenna; the fast, gentle-action 
record changer; PM dynamic 
speakers. 

You can see the difference... 
and how you can HEAR it! 


A Model for Every Purpose—A Radio for Every Room 


Stewart -Warner 


AM fouls ru: Spulli Y Tamyrifp V5. felevision 


CHICAGO 14 => ILLINOIS 


ELECTRICAL MERCHANDISING—OCTOBER 


1947 


the modern manner; also in rich old-world 
mahogany. Intermix record changer. 





With unique Wide-Angle Tuning! Ls 
First major improvement in radio 
design in 15 years. Engineered to 
be seen clearly from all angles 


4B 





e blond mahogany crafted in 


period-piece combi- 
nation in old-world 
mahogany, with di- 
mensional bronze 
grille. 34',” high, 
23°,” wide, 16” deep. 





THE NOW MINGTEeS 
handsome contem- 
porary design; stand- 
ard record changer. 
34'.” high, 23%” 
wide, 16” deep. 
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VER many of the nation’s key radio stations, during 

peak-listening time, MONARCH “chainbreak” announce- 
ments are continually telling America’s Homemakers about 
MONARCH merchandise — including the exclusive, one-and- 
only, 2-oven Monarch Roaster Range! The same 2-oven 
Roaster Range is being featured in 2-color, half-page ads in 
leading magazines. And in national farm magazines, each 
month MONARCH'’S exclusive “Duo-Oven” story is reaching 
millions of prosperous farm homes! It’s a powerful, market- 
blanketing program of national advertising which is building 
a solid, steady volume of profitable sales for YOU .... the 
authorized MONARCH dealer in your community. 


MALLEABLE IRON RANGE COMPANY 


3807 Lake Street Beaver Dam, Wisconsin 


\ AMI \\ \ 
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QUIET 


Hamilton Beach research in noise-level 
reduction has uncovered an eight-blade 
baffle and a unique “Vacuumator.” To- 
gether, these two improvements cut over- 
tones to a soft hum. Your customers want 
quiet operation. With a Hamilton Beach, 
you can give it to them. 


Bie 


Ke 


Pa eT 
a eS 


MORE POWERFUL 


Recent tests prove that the new Hamilton 
Beach Cleaner picks up 37 % more dirt than 
the already efficient prewar model. A new 
Duplex Suction Unit and a new Double- 
Action Floor Nozzle combine to give your 
customers faster, easier, more thorough 
cleaning than ever before. 












Ht. eal 


LONG LIFE 


For 37 years, Hamilton Beach has meant qual- 
















7 
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> HAMILTON BEACH . 


WOM TOO BEACA OO MAD af WIP poe om @ MADE WW USE 


Swarts [425] sersae no. [ 20000 


( 


ity to women everywhere. Today, when your 
customers are trying to stretch their dollars, a 
reputation for dependability is one of your 
strongest selling points. Use it. Hamilton 
Beach Company, Division of Scovill Manufactur- 
ing Co., Racine, Wis. 





Pe ee 





ae 


FOR A 
CLEAN 
SWEEP 
WITH YOUR 
CUSTOMERS 


HAMILTON BEACH 


Vacuum Cleaners 
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EEI Readies Planned 
Lighting Campaign 


Under the sponsorship of the Exisoy 
Electric Institute, electric utilities 
wholesalers and dealers of lighting 
equipment will soon be participating jp 


a nation-wide planned lighting cam. 


paign, described to the press last 
month at a meeting in New York’s 
Hotel Commodore. 

The program, which consists |asj- 


cally of showing customers the reasons 
why lighting should be planned b 
expert 


an 
investment in fixtures, 
described by James T. Coats. 
worth, commercial director of the In- 
stitute, Ralph P. Wagner, chairman 
of its commercial division, and Harry 
Restofski, chairman of the 


before 


Was 


Better 


Light, Better Sight Bureau. 
Mr. Wagner, pointing to the liter- 
ally dozens of promotional booklets 


and aids displayed at the meeting, said 
that despite the fact that electric utili- 
ties are currently loaded close to their 
50,000,000 kilowatt capacity, equip- 
ment to produce an annual another 
11,000,000 kilowatts is on order, and 
that therefore the utilities must pre- 
pare now to increase their loads when 
that equipment becomes available 
Hence, the planned lighting program 


Consumer Help 


“Emphasis on planned lighting,” he 
said, “will mean greater satisfaction 
and true economy for the customers, 
and will help to prevent many hasty 
and unwise purchases of inferior light- 
ing equipment.” He added that the 
promotion, only recently prepared 
will get under way early this fall in 
nearly every part of the country. 

Mr. Restofski, whose bureau pre- 
pared the educational material used in 
the program, said that over 30,000,000 
homes need four times the amount of 
light they now have. 

“Our 258,000 schools, with 30,000,- 
000 pupils, should have seven times as 
much light; 100,000 office buildings, 
with 5,000,000 workers, five times as 
much; and 200,000 industrial plants 
need four times the amount of light 
that they now have,” Mr. Restojski 
asserted. 

Individual plan books have _ been 
prepared for the five major lighting 
markets, outlining how the idea 
planned lighting can be applied in ea 


field. Suggested sales and organiza- 
tional data, market inférmation, ad 


vertising plans and other material are 
included. 


General Mills Launches 
New Iron, Ups Price $1 


More than half the $1.00 increase 
in the price of its new electric i 
will go to the dealer in added profits, 
Roscoe Imhoff, vice-president in 
charge of the home appliance depart- 
ment of General Mills, declared re 
cently in announcing the model. 7 
iron, GM 1B, costs $12.50, in compari- 
son to $11.50 for its predecess 
GM_ 1A, and features a steel-encased 
heating element. 

Mr. Imhoff said that recent price 
rises in steel necessitated the actio 
“Actually, we should have raised 
months ago when our competition 1 
creased their prices,” he said. “We 
tried to hold the price line, but t! 
recent rise in steel tipped the scales 

Dealers will be permitted to dispo 
of stocks of GM 1A, the old model, 
the old $11.50 price under fair tra 
agreements. 
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_ Ouly the 
| BLACKSTONE AUTOMATIC WASHER 
offers all these 

QUALITY 
FEATURES 













































@ Blackstone may not build the most 
washing machines, but every Auto- 
matic that Blackstone builds will wash 
clean...rinse thoroughly...and damp- 
dry efficiently. And the design sim- 
plicity and structural excellence found 
only in this pioneer Agitator Automatic 
are your assurance that today’s pro- 
duction will perpetuate Blackstone’s 
unmatched 73-year record of depend- 
able performance. 


BLACKSTONE CORPORATION 


< 
‘ee gncks Sue 


WRING LE IRONERS » CABINET 
IRONERS WASHERS » AUTOMATIC DRYERS 
AND THE BIWERSTONE (Zasscl-cnatcone LAUNDRY 
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EVERY MONTH | 
_OF THE YEAR! | 


HOTPOINT’S COMPLETE MATCHED LINE 
OF APPLIANCES MEANS GREATER DOLLAR 
VOLUME FOR DEALERS — MAKES HOTPOINT 

THE FRANCHISE WITH A FUTURE! 


| prbeeeapley America’s foremost planner of Electric Kitchens, 
focused the attention of millions of home-minded people on 
matched appliances for the modern kitchen. 

...And Hotpoint builds a beautifully matched and complete en- 
semble of all major appliances. Sold as a “package” in the complete 
Electric Kitchen, or unit by unit—you'll find it adds up to $2,000 
or more per customer. That’s why Hotpoint is the “Franchise with 
a Future”... . why this matched line of appliances means sales every 
month of the year — greater dollar volume for you. 























Everybody’s Pointing to Hotpoint 
—and its 3-Point Program 


1. A $20,000,000 expansion program. New facilities. Dynamic 
new personnel. 





2. A completely matched line of major appliances that makes sell- 
ing easier — more profitable. 
Hotpoint Electric Range with 11 improve- 

ments, 25% more surface cooking ca- 
pacity, larger oven—a year round seller. 


3. Biggest Advertising and Merchandising program in Hotpoim 
history to carry this story to your customers. 


WATCH... 


for Full-Color Spreads like these in October 6th Life, 
October 25th Post, October 20th Time, October issues 
THs of American Home, Better Homes and Gardens, Farm 


Journal and other leading national magazines. 

















Hotpoint Electric Dishwasher. Exclusive Star performer of America’s fastest 
front opening provides extra work growing appliance line is the new 
surface. A great feature— wide public Hotpoint Refrigerator which 
interest in automatic dishwashing as- gives 4s more food storage in the 
sures large-scale selling. same kitchen area. 













THE FRANCHISE WITH A FUTURE 





HOTPOINT INC. A GENERAL ELECTRIC AFFILIATE 





5620 West Taylor Street, Chicago 44, Illinois 
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DUCHESS Washer 
Appliance Mfg. Co., Alliance, O. 
lel: OL 
lling Ieatures: Extra large—9 to 
10 Ibs. dry clothes capacity; triple 
flex spiral agitator; heat retaining 
jacket; all operating controls con- 
veniently located; porcelain enamel 
tub; Hi-Baked enamel finish on 
jacket, legs, wringer; deluxe Lovell 
newest type wringer; motor driven 
drain pump optional equipment 

Electrical Merchandising, Oct. 1, 1947. 


v 





ELECTROMASTER Range 


Electromaster Inc., Mt. Clemens, Mich. 
Device: Deluxe “Spacesaver” range. 
Selling Features: 21 in. range 

equipped with table top lamp auto- 
matic timer clock for oven con- 
trol; 5-heat Speed-O-Master surface 
units, 2 6-in. and 1 8-in.; Vita- 
Miser deepwell cooker, 6 qt. capac- 
ity, 1200 watts: oversized oven, 
twin units 4500 watts; porcelain fin- 
ish, acid-resisting top. 

Electrical Merchandising, Oct. a 1947. 














Telechron Inc., Ashland, Mass. 
Models: Wickford, Resolute. 
Selling Features: Wickford features a 
sonorous hour and half-hour strike; 


almost square case, brown wood with 
lighter inlays and antique finish 
top ornament; white metal with 
black Roman numerals, dial 44 in. 
diam.; gold finished bezel; hands 
lacquered deep blue; seli-starting 
synchronous Telechron motor. 

Resolute sounds hours in ship’s bell 
sequence on silver toned bell; nau- 
tical design tambour-type, brown 
mahogany case encircled around bot- 

















tom with ship's roping; 8 in. high, 
16. in. wide, 5 in. deep; 44 in. dial. 


Electrical Merchandising, Oct. 1, 1947. 
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EUREKA Dispos-O-Matic 
Eureka Williams Corp., Bloomington, III. 


Device: Eureka Dispos-O-Matic gar- 
bage disposer. 

Selling Features: Cylindrical unit can 
be mounted beneath and connected 
to drain opening in any standard 
sink; main part of unit serves as 
reservoir for kitchen waste; 2 heavy 
metal rotary impellers at bottom of 
reservoir are spun at high speed by 
motor mounted in base; impellers, 
hinged at hub, will retract to per- 











mit passage of waste which cannot 
be pulverized on first contact, and 
works on centrifugal force principle 

same as the old hammer mill; im- 
pellers crush and force waste through 
conical steel outer ring equipped 
with vertical cutting edges where 
it is reduced to a pulp and forced 
through small openings; water flow 


plus pumping action of impellers 
forces it down drain; seli-cleaning ; 
entirely automatic—invisible switch 
starts and stops when drain cover is 
placed on and off drain; }. motor. 
Electrical Merchandising, Oct. 1, 1947. 
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PORTMAN Sewing Machine 


Portman Sewing Machine Div., Portman 
Machine Tool Co., Inc., 70 Portman 
Rd., New Rochelle, N. Y. 


Device: Lightweight, portable,  all- 
purpose sewing machine. 

Selling Features: Open “lower arm” 
arrangement for darning socks 
mending sleeves, built-in soft glow 
direct work area light; aluminum 
carrying case opens to form large 
work table; variable speed motor; 
adjustable control for automatically 
regulating stitch length for forward 
and reverse sewing; horizontally lo- 
cated bobbin which is changeable 
without removing work piece from 
machine; weighs 14 lbs 

Electrical Merchandising, Oct. 1, 1947. 
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PROCTOR Never-Lift 


Proctor Electric Corp., 3rd & Hunting Park 


Ave., Philadelphia, Pa. 


Device: Improved Proctor Never-Liift 


No. 984. 


Selling Features: Single leg in center 
replaces two outside legs; handle 
latch, operating on  knuckle-press 
principle, retracts single leg in a cen- 


ter groove in soleplate; new double 
compensating thermostat; non-radio 
interfering ; new rayon safety signal 
shows green when safe for ironing 
rayons and red when too hot for 
this fabric; new enlarged, easy-to- 
read fabric dial with stationary 
pointer, includes nylon in its cali- 
brations ; clear-vision, oversized but- 
ton ledge; single coil Nichrome em- 
bedded dreadnaught unit in alumi- 
num soleplate; plastic heat shield 
protects operator’s hands; newly 
designed, balanced heel rest in addi- 
tion to Never-Lift feature, for stand- 
ing iron on heel for cooling or stor- 


ing; weighs 34 lbs.; 10,000 cycle 
cord, permar ntly attached; 1000 
watts, 110-120 volts, a.c. only. 


lectrical Merchandisi Oct. 1, 1947. 


G-E Foot Warmer 


General Electric Co., Bridgeport, 2, Conn. 


Device: Electric footwarmer for 


people who suffer from cold feet in 
bed. A light, electrically heated 


cover. 


Selling Treatures: Placed between top 


sheet and first blanket, the foot- 
warmer is designed to bring an 
even warmth of 105 deg. F to foot 
of bed throughout night ; 36 x 17.in. 
cover is of sanforized cotton with a 
rough finish to keep it in place; 
waterproof, insulated wiring system; 
thermostats keep temperature con- 
stant. 


Electrical Merchandising, Oct. 1, 1947. 
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TITAN Heaters 


Titan Mfg. Co., Inc., 290 Terrace, 
Buffalo, 2, N.Y. 


Device: Titan fan-forced circulating 


heaters, No. 500 and No. 404. 


Selling Ieatures: No. 500, portable 


fan-forced circulating heater for use 
on floor, dresser, table or shelf ; com- 
pletely enclosed element; case al- 
ways remains cool; metal duct to 
direct and guide flow of heated air 
out of case; induction motor; no 
radio interference; quiet fan blade; 
1320 watts, 115 volts, a.c.; modern 
styling, baked hammertone enamel 
finish, 

No. 404 Deluxe floor heater, flat 
ribbon element of special alloy trans- 
fers heat to air nearly 8 times faster, 
the manufacturers claim; metal duct 
directs and guides flow of heated air 
out of case; elements completely 
enclosed; induction motor, quiet fan 
blade; bottom cover removable by 


2 screws; tan baked wrinkle enamel 





finish with chrome grille and trim; 
1320 watts, 115 volts, 60 cycle, a2. 
Electrical Merchandising, Oct. 1, 1947. 
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They sell 35,000 records a week! 


Read how Hudson-Ross, Chicago, uses LIFE promotions. 


(They can help your records sales, too!) 
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2. “For one thing, we set up reprints of LIFE ads right on the counters of 
all three of our stores—and regularly, too,” says Mr. Forst. ‘These cards 
remind customers of the records they’ve already read about in LIFE. 
\nd the sale’s as good as made. We know they sell hard for us because 


often customers simply point to the card and say, ‘] want to hear that.’” 


1 HL. Forst, vice-president of Hudson-Ross, largest retail distributor of 
phonograph records in ¢ ‘hicago, keeps a sharp eye on adve rtising in LIFE 

for a very good reason. Says Mr. Forst: “LIFE carries more records ad 
vertising than all other magazines combined. We make the most of that 
oy using ADVERTISED IN LIFE point of-sale material in our stores.” 











3. “In our windows we often show several ADVERTISED IN LIFE num- 


watch records advertising in LIFE very closely. That way we frequently 
bers together,” says Mr. Forst. “Or we may build a LIFE window around 


can get our windows in while a particular release is being advertised in 
one release—as we did for this Crosby ‘Don’t Fence Me In’ album. We the current issue of LIFE.” 
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4 Lee Klein, manager of one of the Hudson-Ross stores, 
tacks up a LIFE ad reprint in a playing booth. “We try not 
to miss an opportunity to let customers know we have the 
records they've read about in LIFE,” he says. “Booths 
are particularly good spots for these reminders. Showing 
them there often results in the sale of tivo or more records 


or albums instead of the one the customer came in to hear.” 


5. Bess Arneke, Hudson-Ross saleswoman, says: “Fre- 


quently customers ask for records and albums that they 


have seen in LIFE. They even copy the release number 
from the ad and bring that in. When customers are so sure 
of what they want, it often turns out that they have just 
finished reading LIFE.” 


6. Red-hot records news is bulletined on this blackboard at 
one of the Hudson-Ross stores. But that doesn’t take the 
place of LIFE ads on the counter. “In our selling,” says 
Mr. Forst, “‘we can’t afford to skip LIFE. One out of every 
five people who come into our stores is a LIFE reader. Put- 
ting LIFE to work at our counters has been a big factor 
in increasing our records sales from 5000 a week to 35,000.” 
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Use this list to put LIFE’s local selling power to work at your counters 
Here is a list of appliance-store items to be ADVERTISED IN LIFE during October 


MAJOR APPLIANCES 
Oct. 6 Hotpoint Appliances—spread, c. 
Oct. 13 Bendix Home Appliances—page, c. 
Kelvinator Moist-Master Refrigerator— 
page, c. 


Westinghouse Radio—l4 page 
Oct. 13 Farnsworth Radio-Phonograph—page, c. 
G-E Clock-Radio—page, c. 
Lester Piano—! page, c. 
Sylvania Radio Tubes—]4 page 


Westinghouse Appliances—page, c. Oct. 20 Magnavox—page, c. 


G-E Vacuum Cleaners—page 

Gill Electric Stove—\4 page 
Oct. 20 Kalamazoo Stove—page, c. 
Oct. 27 Hoover Cleaner—page, c. 


RCA Victor Instruments—page, c. 
Emerson Radio—page 
Oct. 27 Stromberg-Carlson Radio-Phonograph— 
page, c. 
Zenith Radio—page, c. 
SMALLER APPLIANCES Fhiico Radio—page 
AND HOUSEWARES RCA Victor (Institutional)—page 


‘ Westinghouse Radio—page 
6 G-E Lamps—page, c. - pas 


Estate Ranges—)4 page, c. 


; - Bendix Radio—¥4 page, c. 
Toastmaster Products—page, c. H i Sol 1 

" as ammond Solovox—'/ page 
Wear-Ever Roaster—page, c. 2 pags 


RECORDS 
Oct. 6 Columbia Records—page 
Oct. 13 Decca Records—page, c. 
Columbia Records—page 
RCA Victor Records—page 
Oct. 27 Columbia Records—page 
RCA Victor Records—page 


Ethyl Cleaner—page 
Sunbeam Toastmaster—!4 page, c. 
Electromode Heater—l4 page 
G-E Toaster—l4 page 
Libbey Glassware—l4 page 
Bruce’s Floor Cleaner—¥4 page 
Kem-Tone—!4 page 
Miracle Adhesive—42 lines 
Robeson Cutlery—42 lines JEWELRY, CLOCKS AND WATCHES 
Home-Ties Twine—14 lines Oct. 6 Ingraham Clocks—page 
Oct. 13 Schick Shaver—page, c. Longines-Wittnauer Watches—page 
Juice King—% page Keepsake Diamond Rings—'4 page 
Oct. 20 Cory Glass Coffee Brewer—page, c. Girard-Perregaux Watches—l4 page 
G-E Heating Pads—page, c. Kelton Dayton Watches—% page 
Sunbeam Coffeemaster—page, c. Oct. 13 Art-Carved Rings by Wood—page 
Westinghouse Lamps—page, c. Jacques Kreisler Jewelry—l4 page 
Gopher Spring-Flo Faucet—]y page, c. Westclox—ly page 
Bruce's Floor Cleaner—ly, page Wadsworth Powder Cases—4 page 
Ekco Products—l4 page Elgin Watches— page 
G-E Toaster—l4 page Kelton Darwin Watches—\% page 
Kem-Tone—%4 page Oct. 20 Longines-W ittnauer Watches—page 
Oct. 27 Ekco Products—page Croton Watches—!y page 
Nil—page G-E Clocks—'4 page 
Ray-O-Vac Batteries—Y page, c. Keepsake Diamond Rings—4 page 
Sherwin Williams Paint—lA page, c. Olendorff Watches—Yy page 
Stop Watch Enamel—!4 page Harvel Watches—l4 page 
Vornadofon Air Circulator—56 lines Kelton Davidson Watches—¥% page 
Krementz Jewelry—l4 page 
HOME FURNISHINGS Oct. 27 De Beers Diamonds—page, ¢ 
Oct. 6 International Kant-Sag Furniture— Hamilton Watches—page, c. 
Past, G Elgin Watches—page 7 
Simmons Babybeauty—page, c. 
Simmons Hide-A-Bed—page. 
Burton Mattresses—l4 page 


Girard-Perregaux Watches—l4 page 
New Haven Clocks—)4 page 
Kelton Delphi Watches—¥4 page 


Said abrics—'4 pave ‘ 
Cheney Fabrics—'4 page Krementz Jewelry—¥4 page 


Oct. 13 G-E Automatic Blankets—page, c. 
Mohawk Carpets—page, c. SILVERWARE 


Pacific Sheets—page, c. Oct. 6 1847 Rogers Bros.—spread, c 
Simmons Electronic Blanket—page, c. Oct. 13 Community Silverplate 
Pepperell Sheets—page Watson Sterling 
Burton Mattress—]l/y page, c. 


page. c. 
4 page 
Oct. 20 International Sterling—page, ¢ 
Pequot Sheets—V4 page 
re aes Mattress—l@ page CAMERA AND OPTICAL SUPPLIES 
20 Nashua Blankets—page, c. Oct. 13 Ansco Film—page 
Simmons Ace Springs—Y4 page Oct. 20 Shurset Mountings—4 page 
27 Chatham Blankets—page, c. Spencer Cameras—¥ page 
Simmons Beautyrest Mattress page, c. SPORTING GOODS 
Franklin Hope ¢ hest—Y/y pase Oct. 6 Crown & Headlight Overalls—'4 page 
Oct. 13 Indian Motorcycle—42 lines 
Rollfast Bicycles—28 lines 
RADIOS AND INSTRUMENTS Oct. 20 Reliance “Big Yank” Clothes 
Oct. 6 RCA Victor Instruments—page, c. Oct. 27 Rollfast Roller Skates 
G-E Radios—page 


Sealy Mattress—l4 page 
West Branch Cedar Chest—4 page 


page, c. 
Vy page 
Camillus Cutlery—70 lines 

c. indicates color advertisements. 

NOTE: Many of these LIFE advertisers have 

ordered LIFE merchandising helps similar to 

those Hudson-Ross finds so effective. Ask 

your suppliers about ADVERTISED IN LIFE 

merchandising aids! 

NOTE: Because of last-minute changes, some 

of the ads may appear in issues different from 

those listed above. 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


NOW 26 MILLION AMERICANS READ LIFE 
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This 
BIGGER 


WASHER DOLLAR 


makes 





Customers are 
Quick to See That! 


Today’s Automatic 
& DUO-DISC Washer 

y makes ‘‘more sense”’ 
= to your customers 
because it’s the biggest 

dollar value in the field. 

It makes ‘‘more sense”’ 

to you, too, for all you 

have to do is compare 
Automatic DUO-DISC 

} with any washer costing 
$5 to $15 more. You'll 


— see for yourself how 
. f much more Automatic 
; offers in design, con- 
; P struction, beauty and 


... why your customers 
get their biggest washer 
dollar from Automatic 


4 Washers! 


Write for name and address of 
your nearest Automatic Distributor 


f features—at lower cost 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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NEW PRODUCTS 





CASCO Heating Pad 


The Casco Products Corp., Bridgeport, 
Conn. 


Model: No. H35001-1. 


Selling Features: 3-fixed heat pad 
with a 100 percent wetproof vul- 
canized istex cover for wet and 
dry applications plus a removable 
washable brocaded outer cover and 

ed heat switch with Braille 


frica ferchandising, Oct 3 1947. 
v 





CHROMALOX Hotplate 


Edwin L. Wiegand Co., 7525 Thomas Blvd., 
Pittsburgh, 8, Pa. 


Ll} { nalox double init yt 
pla 
Selliy Features: Equipped with 2 
Chromalox Heatflo units operate on 
either 118 or 236-volts at 1200 or 
2(KK tts l-piece, heavy gage 
tal stamping frame with acid- 
re } porcelain enamel 
nmis 
Electrical Merchandising, Oct. 1, 1947. 
v 





HANDEE Plastic-Craft Kit 


Chicago Wheel & Mfg. Co., 1101 W. 
Monroe St., Chicago 7, Iil. 

Device: Handee Plastic-Craft set. 

Selling Features: Kit contains mate- 
rials needed to make wide variety of 
costume jewelry and other Plastic- 
crafts; special internal carving cut- 
ters usable with Handee or like 
tools, sanding discs, buffing and pol- 
ishing compounds as well as polish- 
ing wheels, plastic dyes, cements and 
jewelry findings make a compre- 
he ive kit 


Electrical Merchandising, Oct. 1, 1947. 


OCTOBER 1, 


CHROM-EVER Mixer 


The Wade-Youmans Co., Alliance, Ohio, 
Aisquith Associates, 131 State St., 
Boston, 9, Mass., National 
Sales Agents. 

Device: Chrom-Ever mixer. 

Selling Features: Equipped with in- 
terchangeable mixing blades for 
mixing or whipping; off-center mix- 
ing unit; push-button operation 
l-qt. bowl; self-lubricating moto 
mounted in non-tarnishable alumi- 
num housing 

Electrical Merchandising, Oct. 1, 1947 

















BERNHARDT Churn 
Bernhardt Co., Inc., McDonough, Ga. 


Device: Bernhardt model “G” electric 
butter churn. 

Selling Features: 4-blade “splash- 
proof” dasher assures better, quick 
churning; easily removed and ad- 

justed with thumb screw; fan- 
cooled motor with baked white 
enamel cover and attractive red 
trim; choice of 3- or 5-gal. sanitary 
glass jar at slight additional cost; 
weight less jar 14 Ibs.; a.c. only. 


Electrical Merchandising, Oct. 1, 1947. 














GLO Heat-Massage Vibrator 
Ben Lee Products, Inc. 


Device: Glo heat-massage vibrator 
provide s heat and massage. 

Selling Features: Operates on oscil- 
lating vibration and infra-red heat; 
can be used with or without facial 
cream to relax muscles, stimulate 
circulation, etc.; also used for spot 
reducing and for sinus headaches; 
a.c. only 110 volts, 10 watts. 


Electrical Merchandising, Oct. 1, 1947. 
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THEVVE 
ZARNED IT / 


Right across the board—new General Electric Heat- 
ing Pads have a string of advantages such as you've 


never seen before! 


Advantages that make them the hottest-selling num- 


bers in the field! 


New, lower prices 

New waterproof model 
New, improved thermostats 
New wash-easy covers 


New knitting-bag cartons 


+ + + + H F 


New eye-attracting Carousel Display 


There’s something worth shouting about! Worth the 

biggest send-off, the biggest advertising promotion ever 
put behind any heating pads! 

And that’s just what General Electric Pads are going 

j going 


to get! 





THEY'RE GOING TO GET IT—IN A BIG WAY! 


Get set NOW! Get the Carousel Display—holds 6 


pads, takes only l square foot of counter space. Get 





it up—and get ready for the hottest sales record in 


your heating pad history! 


FULL PACE! FULL COLOR! ee ee ee 


3-Speed Pad—$4.70 plus tax 
3-Heat Pad—$5.65 plus tax 
3-Hleat Waterproof Pad $6.60 plus tax 





Appliance and Merchandise Department, General 


Electric Company, Bridgeport 2, Conn. 





FULL SELL! 


More than 91 million separate General Electric 
ads—telling the biggest heating pad news in the 
biggest way ever! 

Watch for October 20th Life—November Ladies 


Home Journal! 





And wateh for the customers they Il be sending 





into your store! 


HIEATING FADS 


Approved by Underwriters’ Laboratories, Inc. 





GENERAL @ ELECTRIC 
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This appliance business is getting 
more competitive day by day and 
the time has come to give more 
thought to those little things 
which make big customer satisfac- 
tion. Among these, don't overlook 
speed—speed in service, speed in 
offering what's new and best, 
speed in getting acquainted with 
the reputation-building values of 
Air Express. 


Dorit lose your head over shortages | 





When you need supplies and replacement parts 


fast, specify An Express—and forget vour worries. 
Your shipment irrives in hours, not davs. Air Ex- 
press brings vour most distant suppliers close at 


hand. Even coast-to-coast overnight shipments are 
now routine, 


Because Air Express goes on every flight of all 
Scheduled Airlines. vou shipments never “grow 
moss —never have to wait around for loads to ae- 
cumulate. Rates are low. and you're setting hetter 


service than ever because of faster planes and in- 
chedules kor better. 


Customer service tis An Express 


more profitable 


recul rly. 


Specity Air Express-its Good Business 


e/ tos 
i 
eM fi Ws luled A 
eA 00 off | fh 
e|) r e to and tror foreign countries. 
J I t | Air I D ion, Railway Ex. 
| \ge fe pping act Write today for 
s Dy st id Inte | Rates. Address 
\ | 0 Park Avenue. Ne York 17. Or sk foritat 
r \ ne } kxpre Offices Air Express [DD ym. 
R I Aven ‘present ye the Scheduled 
\ ‘ { the Lnited States 


V/ ZES 


GETS THERE AYRST——— 


Fastest delivery —at low rates 


Refrigerator parts (120 Ibs.) in 
Detroit were needed in West Palm 
Beach fast. Picked up 4:20 PM 
the 16th, delivered 10 AM on 17th. 
1135 miles, Air Express charge 
only $40.52. Other rates, any dis- 
tance, similarly inexpensive and 
fast. 






140 


ELECTR 





APPLIANCE 


—_ 


NEW PRODUCTS 

















SHOKLESS Immersion Heater 
Kneisley Electric Co., Toledo, O. 
Device S| 


wate! 


1.1 1 
r*kless rtable 


MMe rston 
heater 


Selling leatures: Element has copper 


jacket completely around it so wate: 


does not come into direct contact 
with element; unit should be com- 
pletely immersed, however, before 
turning on current; will not plug 
up with lime or calcium deposits; 
operates on any 110 volt ac. or du 
line; heavily chromeplated 

Electrical Merchandising, Oct. 1, 1947 

v 

















SENSATION Lawn Mower 


Sensation Mower, Inc., Ralston, Nebraska 


Vodel: B-295 

Selling Features: Equipped with mo 
tor specially designed for mower 
use—with aluminum flanged case, 
sealed against dirt and moisture; 
uses whirling blade principle; 1 
piece cast aluminum chassis con 


structed with 
center of whi 


multi-flow bottom in 
h is high-speed cutting 


blade; cutting height may be varied 
from 4 to 6 in.; weighs only 67 Ibs. ; 
other features include adjustabl 
wide bar handle; rubber handk 
grips; ball bearing wheels; pneu 


tire >} 


Electrical 


resilient shrub guard. 


Oct. 1, 1947. 


mati 


Verchandising 























SHEPLER Ventilating Fan 


Shepler Mfg. Co., 1312-14 Sheffield St., 
Pittsburgh, Pa. 


Device: Kitchen ventilating fan, No. 


Selling Features: Automatic bead 


OCTOBER 1, 


chain control; grill front wit! 
louvres set at angle to permit free 
flow of air, but which prevents any 
visibility of interior when installed 
at usual wall height; asbestos in 
sulation with a double seal in strong 
cast trame; adjustable wall sleeves 
for any wall thickness; white Dur 
enamel finish, all other parts gray 
Durenamel; fan requires wall open 
ing of 114x114 in.; totally enclosed, 
dustproof, non-radio interfering, has 
self-aligning, self-lubricating oil and 
graphite bronze bearings; quiet type 


fan blades, 10 in. diam., 


650 cfm 


i:lectrical Merchandising, Oct. 1, 1947 


v 














HOLLYWOOD Hair Dryer 


Hollywood Industries Inc., 
1610 N. Vermont Ave., Hollywood 
27, Calif. 


Device: Model A-1 hair dryer. 
Selling Features: Spun aluminum hood 


tilts backward on specially designed 
pivot; fabricated aluminum and steel 


stand, fully collansible and adjust- 
able for height; Nichrome . steel 
heating element, 400 watts, a.c.; 110 


volt fan motor, 60 cycles; 
type switch at lap level. 
Electrical Merchandising 


v 


pendant- 


Oct. 1, 1947 
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RANIER Water Softener 


Ranier Water Softener Co., 6129 S. Man- 
hattan PI., Los Angeles, Calif. 














Device: Rainier portable water soften 
er with bead-type Rain-X. 

Selling leatures: Designed for apart- 
ment dweller as well as home 
owner; 5000 grain exchange capac 
ity; will soften approximately 700 
gals. of water of average hardness 
made possible by bead-type Rain-X a 
new resinous softening agent used 
in place of usual zeolite; compact; 
may be carried about house and 
fitted quickly to any faucet ; regener- 
ation requires only a siphon supplied 
with softener and a jar or bowl of 
salt water; chromeplated exterior 
with fluted sides and rests in syn- 
thetic rubber base to prevent mar- 
ring furniture or drainboards. 

Electrical Merchandising, Oct. 1, 1947. 
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ECONOMICAL —two-way action cuts 
current cost because no power is wasted 
by slow warm-up. Repair bills are vir- 
tually eliminated because the Nesco 
has no moving parts to wear out. 


SAFE —the exterior of the Nesco never 
gets dangerously hot. Openings are so 
small that children can’t touch heating 
elements. Low center of gravity makes 
the Nesco difficult to tip over. 
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going exclusive on the sensational new 


NESCO 


Two-way action 
Electric Heater 


VERYTHING about this brilliant new 
E Heater—its performance, style, durability and 
safety —has proved to be so superior that distribu- 
tors are switching to it exclusively! Dealers are 
buying all they can get, and consumers are snap- 
ping them up as soon as they go on display. 

The Nesco’s unique two-way action combines cir- 
culating heat from the top with radiating heat from 
the front—and the result is effective, cheerful warmth 
in just 90 seconds! 

But that’s only the beginning! Read below about 
the Nesco’s other outstanding features—and you'll 


Nesco 


see why it has more of everything that everybody 
wants! The Nesco Electric Heater retails at just 
$12.95 (slightly higher on the west coast). 





LIGHTWEIGHT —the Nesco weighs on- 
ly 33% Ibs! Constructed almost en- 
tirely of aluminum, the Nesco may be 
lifted easily with one finger and carried 


to any room in the home. 


COOL HANDLE—the Nesco handle 1s 
made of plastic that actually insulates 
your hand from the heater. You cam 
disconnect and move the Nesco with- 
out fear of burning your fingers. 


No heater but NE SCO has all these faor-advanced features! 


BEAUTIFULLY STYLED — the stream- 
lined design and attractive satin-alumi- 
num finish of the Nesco make it the 
best looking heater you’ve ever seen. 
Harmonizes with any room. 


RUSTPROOF—a welcome feature for 
customers who need heaters for bath- 
rooms! The Nesco is constructed of 
aluminum, so moisture and splashing 


water have no effect on it. 
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There's no choice in the matter today you have to play ball with 
your prospects. And if you think modern gals aren't the shiftiest open 
field runners that ever headed for the goal of easier homemaking 
well, you've got another think coming! They'll shift from product to 
product, from dealer to dealer, until they run into a line that will hold 
‘em. That's why we suggest this 


A «LET’S Go INTO A nudale 


If you don’t want to get thrown for a loss it’s time to plan sales 


trategy right now. And one of the first steps is to look over the field 
and check your line-up against one that’s built to be a winner 
Check it, for example, against this CROSLEY team 


wt | r 
HERE’S THE Vw!) Ls!) OF ATTENTION 
( ——= "> 


| oo etgees 


Dee” | 


| ceonnenenn 
eee 


R “TRADE MARK REG. U. S. PAT. OFF. 

















CROSLEY © Wt 


1 


It’s the Crosley Shelvador’* 


cy Cl 
flown the 


1 piv 


the snappiest number thar ever held 
yt position on any line! One glance at all that extra front- 


row food space (in the big model it’s 28 feet) stops any woman in her 


tracks. A close inspection of all the additional features (including 
nechanical refinements and styling) and she’s on your side . . . leading 


cheers for the smartest idea in the refrigerator field 


Women know the score, all right, when it comes to kitchen efficiency 
[That's why the Croslev Shelvador* consistently chalks up bigger and 
bigger sales gains for Crosley dealers why ic will continue to gain 


more ground in the rough ‘n tumble competition ahead 


OCTOBER 


wane a SULONE line 








sare DUAL US ron sans 


It’s final results that count on gridiron or 
griddle. So women rally ‘round Crosley ranges 
and learn that THE BASIC 4 mean as much to 
easier, better cooking as the Four Horsemen 
did to Notre Dame! 


They do! The (1) OVERSIZE OVEN, (2) 
WAIST - HIGH BROILER, (3) KALORIE 
KEEPER INSULATION and (4) SPEED-UP 
SURFACE UNITS, features of both gas and 
electric models, go triple-threat units one 
better! Yes, and they not only safeguard meal- 
making for women . . . they safeguard sales for 
dealers. 
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= LET’S F ckle FROZEN FOODS | 


There's no better way to do that and properly processed fruit or | 

than with the Crosley Frost- vegetables. Its 36” x 2934” x 26!4” 

master, the thrifty, kitchen-size dimensions are designed to fit any 

frozen food cabinet that holds 100 kitchen. It fits flush to floors . . | 

pounds of frozen foods. With the close fit all around. Toe space is 

big shift to frozen foods, dealers recessed; gleaming finish cleans as 

caught napping without such a easily as a china dish. Quiet, 
handy unit will be penalized super-efficient Crosley Electro- 

Talk about extra points the saver mechanism is built for years 

Frostmaster has ‘em! It freezes of economical, trouble-free oper- 

family quantities of meat, poultry ation. 





> 


ij 


AN aerial q attack IS MIGHTY IMPORTANT 


And again Crosley is ready with merchandise that can’t be 
passed up. A smart console that’s enginecred for outstanding 
reproduction of AM-FM radio or recorded music? That's the 
Crosley Carrollton . . . a superb instrument with that famous 
feature—the Crosicy Floating Jewely Tone System. A Tele- 
vision set incorporating improvements that make telecast 
reception practical for everyone? That's the Crosley Spectator 
. a real leader in its class. 





THE CROSLEY 
RONDO 





A small table model radio that combines beauty and performance 
at a moderate price? That's the Crosley Rondo smart and 


new from every view, a mellow-toned performer, too! THE CROSLEY SPECTATOR 
TELEVISION SET 






Ofcourse there are many more models that make for out-standing 
radio sales gains...and minimum interference from competition. 


Boaa@tBiry THE CROSLEY 
YOU'RE THE ~ ww AY CARROLLTON 


If your line is a strong one, no one is going to run over you 
and at the same time you're going to win a lot of customers. { parenteo 
And in your backfield of course you need your manufacturers’ 

engineering skill . . . their standards of quality production 

and their promotion efforts. That's where Crosley will star for 

you. 


But you're the quarterback. You make the decisions. Make the 
right ones NOW .. . you'll be a sure winner tomorrow. 





Division— Z¥UCO Manufacturing Corporation 
HOW STRONG sy VOUT LINE ea Cincinnati 25, Ohio 


Shelvador* Refrigerators — Frostmasters — Kitchen Cabinets and 
Servisinks — Ranges— Radio— Radio - Phonographs— FM—Television 
Short Wave— Home of WLW 
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Millions of Ads 
Like This Sell the 
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MOE-BRIDGES Circline 
Fixture 


Moe-Bridges Corp., Sheboygan, Wis. 





levice: Shielded Circline fixture fo 
use on ceiling or as a wall bracket 
Selling Features: 32-watt Circline dif 
uses soit overall lighting without 
ire for general illumination in 
moderate sized rooms; has efficiency 
i a 100-watt incandescent; for liv 
lining, sun or bed room; wide 
e ot decorative lighting oppor 
nities; eggshell baked ename! fin 
ish fixture; shield of frosted glass 
vith white design fused on. 
trical Merchandising, Oct. 1, 1947 
v 
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G-E Fluorescent Holders 
General Electric Co., Bridgeport 2, Conn. 






















‘ Gecause they tell the UNIVERSAL 
Gas Range story the year ‘round, 


1947 


Still the UNIVERSAL 
Selection of Cooking 


. Gecaudse they tell it in big space 


Perfection and in color in these leading magazines, 
t 
j BS. :; , 
QS - OCCAKZE they're especially designed 


~GAS 


The Preferre 1 Fue 


The Preferred Gas Range 


to stimulate your sales. 


CRIBBEN & we he co. 


UNIVERSAL/:/RANGE 


700 N SACRAMENTO BivD 


CHICAGO 12, ILLINOIS 


UNIVERSAL PERFORMANCE PROVES GAS HAS GOT 
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2 new G-E Fluorescent lamp 
} res: One for 8} in. Cir 
line lamps; the other for standard 
n Circline holder designed for 
table lar consists of a white 
nel channel with white plastic 
lampholder at one end and a white 
tension support at other; 
ivailable in 2 models with lamp 
() 
4 >» 
~ 
af 
a | 
\s 
witch and 2 30-in lead wires, or 
without switch and with 4 30-in. 
leads. 
Standard fluorescent lampholder 


, ' - 
ot white plastic has 


heavy reinforced 


tion around lamp contact area; 


lamp insertion is simplified by a 
lepressed slot finder - 3 models 
available—single, with black plastic 
tarter socket; and with reversed 


twat 1 “ 
Wack plasty 


IF | Electrical Mer 


starter socket. 
1, 1947, 


handisina. Oct 


OCTOBER 1, 


NEW LIGHTING PRODUCTS 


Device: Kasson Xmas tree turner 
Selling leatures: Revolves tree three 
times a minute; built-in-2-way 
let for tree lights; designed 
marily for home use; adjustable 
timost aly ize tree will carry i 


l 
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KASSON Xmas Tree Turner 


General Die and Stamping Co., 
262-272 Mott St., New York 12, HN. Y 

















load up to 200 Ibs.; cast aluminum 
waterproof holder; powered by seli 
starting motor completely 
closed in all-steel housing; 
in. base 10 in. high; gre 
finish, 
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WESTINGHOUSE Circlarc 


Westinghouse Lamp Div., Westinghouse 
Electric Corp., Bloomfield, N. J 
Device: A new semi-cir fluores 
cent lamp for tables and floor lamps 

wall and ceiling fixtures 


1 
liar 


Selling Features: Provides more light 
than a 50-watt incandescent, con 
sumes only about a third the power 
ballast for Circlarc is 4 as large as 
circular lamp ballast; 18-watt tubs 


urved to form a half circle 12 in 
in diam. ; has ctancy of 2,500 
hrs.; 2-pin plastic 
ot semi cir lamy 
current; pins “a 
to plane lamp 
) 


opm 


Ele 


life expe 

base it eac h end 
connects it to 

cated 45 deg 


allows the pins of 


ular 
bast 

ol 
sing lamps to overlap 
trical Oct. 1, 


1947. 
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Meaning — approved by American Gas Asso- 
ciation and Underwriters’ Laboratories, Inc. 

Various Rheem Appliances carry the approvals 
of both these top testing authorities. 

The full line of Rheem gas-fired furnaces, gas 
console heaters, and gas water heaters are approved 
by AGA. All Rheem electric appliances meet the 
rigid tests of U.L. Rheem oil-fired water heaters 
and oil console heaters also meet the safety and 
fire requirements of U.L. 

These approvals mean top quality, safety, per- 
formance. And that’s one more reason why you'll 
find it easier to sell Rheem Appliances. 


There’s a complete line of Rheem Heating Appli- 


Rheem @® 


MANUFACTURING COMPANY 


All Gas Appliances are upproved by the American Gas Association. All Zo NSS 
Electric Appliances are approved by the Underwriters’ Laboratories, Inc. hee) 
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ances, so you can more efficiently order carload 
assortments of merchandise. 


For dealers there’s the Rheem Floor-Finance 
Plan, which enables you to stock a full line of 
appliances, for only a 10% down payment. 

And that’s not all! Every month national adver- 
tising reaches millions of prospects—and presells 
them on the Rheem brand name. 


For all these reasons —isn’t it good business 
for you to sell Rheem? Mail this coupon to- 
day and find out about this profitable 
opportunity. 


l 

| RHEEM, Dept. R-D15 

1 570 Lexington Avenue, New York 22, N. Y. 

1 , ‘ 

| Please tell me more about the profitable line of 
| Rheem appliances. 

l 

| NAME. 

| 

| COMPANY 

ADDRESS a 
1 city STATE 

' 


PAGE 1468 














his Christmas you cans 


— . 

i ae 
The famous 

General Electric 


F-23 
“VISUALIZER” 
IRON 


Retail Price 


om 
Rem «911.95 PLUS TAX 


S - 


Here's America's fastest-selling iron. Women prefer this fully automatic 
iron 2 to | over all other makes of irons. 
It cuts ironing time up to one-third compared with most irons now in use. 


] @sv to see whi. tow: 


The General Electric | isualizer lron has convenient finger-tip control, The 


correct temperature may be selected for all fabrics. Customers go for the «light 


that says when.” the light weight (2°, Ibs), and over-all ironing efficiency! 


New 
General Electric 


TRAVEL IRON 


Retail Price 


$7.95 PLUS TAX 


Here’s a handsome, fast-moving item that you ll want to get on top of vour 


eounters in quantity and just as last as you can. 


he new General Electric Travel lron weighs only 2 pounds, folds into a unit just 
- inches high, slips into a neat suede-cloth case with dainty gold-finished zipper. 
It has double thumb rests and the cool Textolite plug is reversible. An indicator 


shows correct te mperature for safe ironing. Operates on both a-e and d-c. 
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ha ae ee a % . 
New General Electric Ww "6%— * 
F-30 
DOUBLE-DUTY 
STEAM IRON 


Retail Price 


, $17.95 PLUS TAX 


~~ 





This new, ingenious General Electric Iron is two irons in one. It’s a truly 
automatic steam iron. It’s a truly automatic dry iron. No need to remove water 
Your customers will have to look twice to realize that this is a steam iron. It 
is not bulky. It is no heavier than an ordinary iron. It’s the iron of the future— 
available now. 
So place this streamlined beauty on your Christmas counters and see what a 
favorite it is compared with all the bulky competition. 


Prices subject to change without notice 
































= 
Only GENERAL ELECTRIC IRONS 
give you all these sales features 
Featured in Featured in 

Compared with most irons in use today, features the F-23 the F-30 

like these help cut irening time 1/3. Automatic Iron Steam Iron 
| G-E “Dial the Fabric" Control selects and keeps 
| the right heat for every fabric. YES YES 
| 
| a —_ = = = 
Exclusive Calrod* Unit heats up faster. Cast in YES YES 


a 27)4-square-inch aluminum soleplate. 
Double-Duty Knob regulates steam .. 
iron to (1) truly automatic steam iron or (2) xX YES 


. changes 


truly automatic dry iron. 





Automatic Shut-off when in heel-rest position. 








Steam returns immediately when ironing po x YES 


sition is resumed, 


Double Button Nooks make it easy to iron un- 


| 
der buttons YES | YES 
| _ 
| 
Built-in Thumb Rests relieve muscle strain: | 
molded handle stays cool! YES YES 
; | 
The light that says when. Temperature-indi- 
eating light signals when the iron has reached | YES xX 
the correct temperature for the fabric dialed. | 





_— 











*Trade-mark Reg. U.S. Pat Off. 
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sell more irons than 


youve ever sold before! 


Make the most profit by concentrating on the irons most women want— General Electric 


rpwiis is THE FIRST Christmas in many a year 
| that you can display a full line of General 
Electric Lrons. 

Folks are eager to buy General Electric Lrons as 
Christmas gifts—especially for the *‘war brides” 
of the past six years... and for housewives who 
have old irons and want to save ironing time 


with a modern, work-saving, automatic iron. 


You will find, too, that folks instinctively pick 
up and buy General Electric Irons in preference 


to all competition—bar none! 

This decided preference for General Electric 
lrons has been true for a long time. But, when 
vou yourself pick up and study these irons, we 
think you will agree with this truth: 

The new General Electric Irons are the best 
automatic irons ever made by the company 
that has always made the best irons. 

So, this Christmas, sell more irons than you've 
ever sold before—sell America’s No. 1 Irons. Sell 


and feature General Electric! 

Place your orders with your distributor today. 
General Electric Irons are fair-traded and ad- 
vertised nationally. General Electric Company, 
Appliance and Merchandise Dept., Bridgeport 2, 
Connecticut. 


@ IRONS 


General Electric sends customers your way with Christmas promotion like this: 

















(Fe (futimue. EVERY WOMAN WOULD 


LIKE ONE OF THESE BETTER IRONS! 





+ of the 


GENERAL @ ELECTRIC 





3B Mhfy Solas... to those pressing gift problems! 





GENERAL @ ELECTRI 


nly $17.95 give ton wah wut ow 








\ppears in 
{merican homes. 


cards ... mats. 


to sale! 








\ppears in Saturday Evening Post, 


Home Companion, 


VeCall’s, Country Gentleman, and Woman's 


In Addition, You Get: feature sheets ... 
.. folders... 


{merican HV eekly of November 30. Goes into more than 9 million 


flasher displays . . . counter 


complete merchandising help from start 


GENERAL @ ELECTRIC 
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509—Noma Bubble-Lite Set—Nine glass , 4 
candles alive with colorful bubbling ac- u 
tion. Completely wired. Special clips hold ‘ i p 
candles erect on tree. <4 : | 1 
o | 
3 § , 
, ; outlet fer attaching additional ' 
Pa : sets. 

. his season ...as every season... .@ y= . 
NOMA tops the decorative lighting field. ae — @ 
ome. ¢ ° onns ° os Has add-on eee t ' 

a This Christmas, millions of NOMA color fastens securely to tree. | 
lights... more millions than ever before... ) 
will glisten from Yule-tide trees indoors | 
and out. Expertly styled NOMA decorations FE) 
will brighten walls and windows in homes 
from coast-to-coast. 

This year too . . . NOMA Bubble-Lites, 
alive and sparkling with colorful bubbling 
action... will set a new trend in Christmas 
lighting... anew high in profits for NOMA eer ae 
dealers everywhere. Colorful . . . attractive. 
Currently, NOMA is engaged in the great- 
est advertising and promotion campaign 
ae er ' “Pit 3005—7-Light Weatherproof 
in NOMA history... a campaign timed poem a ey, se 
and designed to make NOMA your best- independently. Set has add- 
: on connector. 
seller... this year and every year! 
ELECTRIC CORPORATION , 
55 WEST 13TH ST. * NEW YORK 11, NEW YORK a —— sese— . 
silvered wings and dress, 18 assorted-color Bubble - Lite 
Noma's illuminated angel candles with gaily colored pias- . 
is perfect for tree-top use. tic bases. 6 extra lamps for re- 
placements — 26°’ tall — aveil- 
able in green or white. 
; 
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SONORA FM Consoles 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, Ill. 


Models: WLRU-219, WTRU-254, 
WLRU-245, and WLRU-220. 

Selling Features: Model WLRU- 
219, a.c. console phono-radio with 
FM; built-in loop for standard 
band; built-in di-pole antenna for 
FM; 12 in. dynamic speaker; vari- 
able tone control; avc; giant easy- 
tuning dial; automatic record 
changer with latest low-pressure 
crystal pickup and long-life needle; 
plays 12-10 or 10-12 in. records; 
bow-front cabinet, ribbon striped 
mahogany veneers; 2 record stor- 
age compartments; 9 tubes and 
selenium rectifier WLRU-220 same 
with Primavera wood cabinet. 

WTRU-254 interchangeable FM 
and AM ac. console is available 
with standard and shortwave bands 
only or as WKRU-254 with stand- 
ard and Frequency Modulation 
bands large dynamic speaker; easy- 
to-tune 6 x 44 in. clock-type dial; 
avc; built-in loop for standard AM 
broadcast built-in di-pole antenna 
for FM; automatic record changer 
including low-pressure crystal 
pickup and long-life needle; plays 
12-10 in. or 10-12 in. records; 
classic cabinet matched mahogany 
veneers; records storage compart- 
ment; 8 tubes including rectifier. 
WLRU-245, a.c. console phono- 

radio with FM; built-in loop for 
AM and built-in di-pole antenna for 
FM; 12 in. dynamic speaker: vari- 
able tone control; avc; giant tun- 
ing dial; automatic record changers: 
2 record storage compartments ; 
9-tubes and selenium rectifier; wal- 
nut veneer cabinet. 

Electrical Merchandising, Oct 1 
1947. 

















SONORA Console 
Radio-Phono. 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, III. 


Model: RM R-245 AC console phono- 
radio. 

Selling Features: Standard and short- 
wave bands; “Sonorascope” loop; 
12 in. dynamic speaker; variable 
tone control; avc; giant tuning 
dial; automatic record changer; 
with low-pressure crystal pick-up 
and long-life needle plays 12-10 or 
10-12 in. records; console features 
curved pilasters of mahogany 
veneers, 2 record storage compart- 
ments; 8-tubes including rectifier. 

Electrical Merchandising, Oct. 1, 
1947. 
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G-E Radio-Phono 


Receiver Div., Genera! Electric Co., 
Syracuse, N. Y. 


Model: No. 354 radio-phono console 
with AM and FM. 

Se!'ling Features: Phonograph 
equipped with Electronic reproducer 
and an automatic record changer; 
uses a 12-in. dynapower speaker and 
newly developed G-E “guillotine” 
tuner which permits accurate tuning 
of both AM and FM programs; 8 
tubes plus rectifier; will tune in both 
high- and low-band FM in addition 
to AM. 

Electrical Merchandising, Oct. 1, 
1947. 








UST Television Set 


United States Television Mfg. Corp., 
3 W. 61st St., New York 23, N. Y. 


Model: T-502, 10 in. Tele-Symphonic 
console 

Selling Features: Combination televi- 
sion-radio-phonograph; 54 sq. in. 
television picture; high fidelity FM, 
AM _ shortwave reception and a 
choice of automatic record changers 
Seeburg, Webster or Garrard units 
which handle 10-12 in. or 12-10 in 
records; automatic frequency con 
trol and automatic picture lock-in; 
selector control switch operates all 
operations; plate safety glass covers 
front of picture tube; cabinet avail 
able in Georgian designed arm ma 
hogany or modern bleached mahog- 
any. 

Electrical Merchandising, Oct. 1 





v 


1947 MOTOROLA Table Radio- 


y Phono 


Motorola Inc., 4545 Augusta Blvd., 
Chicago, 51, Ill. 
Wi del: 57F 11 table model radio 


phono. 





Selling Features: Newly designed rec 
ord changer incorporates the follow- 
ing features: electro magnet sole- 
noid trip mechanism, remote control 
of reject and motor; new record 
hold-down design, easier to operate 
with rubber bumper to protect rec 
ords; improved, new design stronger 
center post; snap-action rotating 
spindle cap; new silent cartridge re 
duces needle talk; tone arm can be 
lropped without damage to needle; 
“Osmium tipped, resilient needle”; 
muting switch cuts off noise from 
pickup during cycling; handles 10-10 
or 8-12 in. records. A.C. superhet 


AUDAR Radio-Phono- circuit, fully extended AM _ tuning 
Recorder range 535-1620 kc; “Aero-Vane” 

loop antenna; permanent magnet 

Audar Inc., Argos, Ind. dynamic speaker; brown Bakelite 
cabinet; vertical slide rule glass dial 
scale; front panel push-button con- 
trol of phono motor, record reject, 





Model: RER-9, Chairside recorder- 
radio record changer combination 


Selling features One 4-position changeover switch and tone control ; 
eat a ‘ al eel Biggs 
switch plays radio, recording ma- no need to lift lid to control changer. 
hine. records . on 
——s a rds or _ rophone _ ord- Electrical Merchandising, Oct. 1, 
ing, also automatically switches all 1947 
» / 


tone compensation circuits to give 
best bass and treble adjustments; 
special speaker baffle design; re 
corder-changer mechanism records 
up to 10-in. discs and automatically 
plays 12-10 in. records or 10-12 in. 
records; magic eye tube is used as 
tuning indicator in “radio” position 
and as volume level indicator in 
radio and microphone recording po- 
sitions; uses 8 tubes including recti- 
fier; modernistic cabinet finished in 
fine grained plastic coated fabric 
with hand rubbed mahogany panels 
and trim. 

Electrical Merchandising, Oct :. 
1947 
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PHILCO Radios 
Philco Corp., Philadelphia, 34, Pa. 


Modcls: No. 472 and 482 table radios 


with FM, 


Selling Features: No. 472 provides 


FM and standard reception; features 
include beam power pentode audio 
system for high output level; built- 
in dual FM-AM aerial system; 2- 
color illuminated horizontal dial; 
oval “Gaby Giant” permanent magnet 
speaker; streamlined plastic cabinet 
with flowing front and modern 
louvered grille; available in brown 
or ivory. 

No. 482 provides FM, standard 
and shortwave reception; separate 
tone controls for treble and bass; 
10 “‘push-to-get” pushbuttons; beam- 
power pentode audio system with 
3-watts of undistorted volume; uses 
8 post-war radio tubes plus rectifier; 
high-lustre duotone cabinet of wal- 
nut and birdseye maple-ground hard- 
wood with gold and tan open-weave 
grille. 


Electrical Merchandising, Oct. 1, 


1947 
v 

















MAJESTIC Portable Radios 


Majestic Radio & Television Corp., 
Elgin, Ill. 


Vodels: 5AK731 and 7P420B portable 


radios 


Selling Features: 5AK731_ portable 


radio-phono with 5 tubes including 
rectifier; standard broadcast band; 
5 in. PM speaker; a.c. only, auto- 
matic record changer plays 10 or 
12 in. records automatically or manu- 
ally; ebony shark cabinet with 
woven metallic grille and bronze dial 
escutcheon 

7P420B operates on a.c.-d.c. or 
battery; 7 tubes including rectifier; 
“wave ranger” antenna for plane, 
train or auto reception; telescop- 
ing wave mast antenna for “plus” 
reception; 3-gang condenser; Alni- 
co 5 permanent magnet speaker; 
light or dark cordova brown or 
ebony shark luggage exterior. 
ilectrical Merchandising, Oct. 1, 
1947 
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SPRING + SUMMER «+ FALL + WINTER 
THE ALL- YEAR APPLIANCE 





Here’s the new Vornado sensation that’s sweep- 
ing the market! Every inch a real Vornado in 
beauty and performance, it additionally offers 
the winter usefulness of a superb heater. No parts 
to change, no tools to handle. A flip of the switch 
changes from summer cooling to winter heating! 
Air volume is equal to that of average 12-inch 
fan. Yet circulator orifice is only 7'% inches. 
See your distributor at once and get in your 


order. Our big national advertising program 


on the Twin-Aire is starting next month. 


Portable 


Practical 


Safe 
Convenient 


Profitable 


Handsome 





Economical 





2 , ee 
FREIGHT & EXCISE 
TAX INCLUDED 


| ” 








The 


©. A. SUTTON CORPORATION 





WICHITA, 


KANSAS 
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PHILCO Radio-Phono 
Philco Corp., Philadelphia, 34, Pa. 
Vodel: No 
elling Features: Features a new auto- 
matic changer of “push-off” type 
with special safety devices to pre 


1253 table radio-phono. 


vent damage to records or mecha 
] ’ she seal - 

nism, plus novel mechanical trip to 

prevent pre-changing or failure to 


12 10-in 
include 


trip; handles 10 12-in. or 
records; other features 


featherweight tone arm perma- 
nent needle; new inclined dial; 
front controls; permanent magnet 
speaker; superhet radio; walnut 
cabinet with “waterfall” flow of lid 
and grille 

ctrical Merchandising, Oct. 1, 1947. 








MODERNAIR Radio 


Modernair Corp., 952 S. Grand Ave., 
Los Angeles, 15, Calif. 
Vodel 


l: Midget radio No. 500. 
Selling Features: Operates on stand- 
ard midget type batteries with ear- 
phone reception; specially designed 
condenser; equipped with antenna 
connection wire and a small spring 
clip; designed around the Hi-Mu- 
1L4 Pentode receiving tube which 
provides low current drain with 
resultant long battery life; size 42 x 
3x3 in.; molded Tenite plastic cab- 
inet in red, white or blue 


Electrical Merchandising, Oct. 1, 1947. 
v 














MAJESTIC Needle 


Majestic Radin & Television Corp., 
Elgin, Ill. 


Device: New spring-cushioned “Dura 
Jewel” needle. 

Selling Features: Duralumin shank 
has been hollowed out to receive a 
compressed helical bronze coiled 
spring that gives steady yet flexible 
pressure on mirror-polished sap- 
phire tip, held in 3-point suspension 
to control lateral movement. 

Electrical Merchandising, Oct. 1, 1947. 
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Device 


NEW RADIO PRODUCTS 


SMOKERETTE Radio 


Porto Products Inc., 412-20 Orleans S 


Chicago 10, Ill. 


Combination radio and sm 
set in a single Barnes & 
design cabinet. 


Reine 


Selling Features: Complete unit 


use is 


chairside or table equij 
with a Stewart-Warner  superhet 
radio and a smoker set consisting of 
2 spacious humidors for cigars and 
tobacco, a double humidor for 
rettes, a 4-pipe rack, and a |} e 


jumbo ash tray 


I:lectrical Merchandising, Oct. 1, 1947, 
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EMERSON Record Player 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 


Device Portable automatic record 
plaver No. 548 
Selling Features: 3-tube amplifies 


i 


Pal 


6-in. round Alnico 5 permanent mag 


net dynamic speaker; jewel off 
indicator; tone-arm and_turntab! 
retainers; simulated leather case 
vith durable carrying handle 


Merchandising, Oct. 1, 1947. 


lectrica 
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EMERSON Table Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, N. Y. 


Device: Emerson table model 547-A 
Selling Features: A.C.-D.C.-4 tube 
plus rectifier superhet; 4-in. round 
Alnico 5 speaker; built-in super 


loop antenna; slide rule dial; ivory 
plastic cabinet with gold trim 
Electrical Merchandising, Oct. 1, 1947. 
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E COMPLETELY AUTOMATIC HOME LAUNDRY » 


as 






















AUTOMATIC WASHING 
MACHINE WITH 


More Launderalls were sold the first year than two other leading automatic washing machines 
any other automatic in its first 2 years! and uses 17 to 27% less soap and hot water. 


The reason Launderall achieved such amazing Smart merchandisers the nation over have been 
public acceptance is simple—it out-performs quick to see the profit possibilities of Launder- 
competition! Recent independent tests* show all. They have lined up with Launderall and 
Launderall washes 28 to 41% cleaner than are now set to cash in with a leader. 
Oo 
*Report of tests made in our laboratory on Launderall and certified by The Detroit Testing Laboratory—for 
over 40 years the leading commercial independent testing laboratory for the automobile industry. The washing 


te sts ph run with standardized materials and procedures deemed by them to be sufficient to make a fair 
ymparison and consistently applied to each machine tested. Water of 6 to 8-grains hardness was employed 


NO OTHER WASHER HAS ALL THESE FEATURES 


* MORE THOROUGH WASHING * GREATER SAFETY * SCIENTIFICALLY TIMED CYCLES 
With Re-Verso-Rol washing action Safti-Latch protects careless hands Hydro-Pel Drive takes guesswork out 
* DAMP-DRIES—DRIPLESS vances r 
* NO BENDING OR STOOPING Roto Drier damp-dries clothes ready * LARGER CAPACITY 
Top-Fil Door is waist high for the line 10 full pounds—dry weight 


BETTER BUILT TO DO A BETTER JOB 


F. L. JACOBS CO., DETROIT 1, MICHIGAN ¢ Plants in Detroit, Grand Rapids, Traverse City, Holly and Mancelona, Mich.—Indianapolis, Ind., and Danyille 
Distributed in Canada by J. H. Connor & Son, Ltd., Ottawa 
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AUTOMATIC ELECTRIC BLANKET 
You have been asking for! 


Everhot now brings you an automatic Electric Blanket that will 
open the door to really big volume sales and profits from this 
increasingly popular appliance specialty. Here are the new Everhot 
Electric Blanket features that meet dealer and consumer demand. 


Larger than usual — 72x90 inches. 


New advanced controls. 


plastic case. 


And—without extra cost—two 
sparkling clear plastic bags 
with zipper closure for dis- 
play and storage with each 
case of six blankets. Ad- 
ditional bags available. 


Volume production assures prompt delivery. 


Here is the outstanding gift and utility item of the times. Millions 
of homes need it—have been waiting for it. Ask your wholesaler or 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO 


Everhot Roaster-Ovens, heaters, appliances backed by over 50 years 
of specialized engineering and manufacturing. 


More wool than usual—75% pure wool, 25% cotton. 


Thermostats and wiring that will outlast the fabric. 
Ample cord—12 ft. control to blanket, 6 ft. to outlet. 
Perfectly Safe. Underwriters approved. 

Plastic control box of attractive design, selector dial, 
on and off switch and glow light in beautiful 


Wide Rayon Satin Binding with boxed corners. 





APPLIANCE 


NEW RADIO PRODUCTS 

















SENTINEL Radios 


The Sentinel Radio Corp., 2100 W. Demp- 
ster, Evanston, III. 


Models: Nos. 302-1, 302-W, table 
radios with AM and FM. 

Selling Features: 6 tubes (plus recti- 
fier) a.c.-d.c. superhet; walnut or 
ivory plastic cabinets ; iron core LF. ; 
built-in loop aerial for A.M.; dipole 
antenna with 12 ft. lead-in for FM; 
selenium rectifier; 6 in. oval per- 
manent-magnet dynamic speaker; 
pin point tuning 

Electrical Merchandising, Oct. 1, 1947. 





G-E Radio 


Receiver Div., General Electric Co. 
Syracuse, N. Y. 


Vodel: No. 201 white plastic table 


Selling Ieatures: Solid plastic cabinet 
ill not chip; multi-weave grille of 
m-tarnishing bright finished metal ; 

rectifier; 54 in. Alnico 

| 


* stage amplifier 


mn 
f 


ectrical Merchandising, Oct. 1, 1947 
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FARNSWORTH Table 
Radios 


Farnsworth Television & Radio Corp., 
Ft. Wayne, Ind. 

Vodels: GT-050, GT-051; GT-060 
and GT-061; and GT-064 and GT- 
065, table radios 

Selling Features: GT-050 and GT 
051, modern teardrop design; 180 
deg. airplane type dial; illuminated 
red plastic dial indicator; built-in 
antenna; ac-dc superhet; 5 tubes and 


rectifier; Alnico V PM_ speaker; 


built-in loop antenna; GT-050 ma 
iogany _—piasti cabinet; GT-051 

| ivory plastic 

GT-060 and GT-061, features top- 
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mounted logging scale dial; built 
in antenna; a.c.-d.c. superhet; RF 
amplifier; beam power output; 
AVC: 5-tubes including rectifier: 
plastic grille; slide-rule type dial; 
GT-060 mahogany plastic; GT-061 
ivory 
GT-064 and GT-065 has _top- 
mounted logging scale dial; lumi- 
nescent station finder; _ built-in- 
Tenna; a.c.-d.c. superhet, 7 tubes 
including rectifier ; retractable carry- 
ing handle; GT-064 mahogany 
plastic cabinet ; GT-065 ivory plastic 
Electrical Merchandising, Oct. 1, 1947 

















MECK Radios 
John Meck Industries Inc., Plymouth, Ind 
Device: New line of FM-AM radios 
including table and console models 
Selling leatures: Equipped with self- 
contained antennas, need no addi- 
tional antennas for local broadcast 
reception, simple jumper arrange- 
ments make possible use with pre 
installed outside antennas; ratio 
detector to eliminate use of limiters ; 
base boost; 10-in. illuminated dial; 
phono switch; walnut cabinets. 
Electrical Merchandising, Oct. 1, 1947 
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MAJESTIC Table Radio 


Maiestic Radio & Television Corp., 
Elgin, Il. 


Vodels: 5AK711, 5A-510 and 5-A 
410W. 

Selling Features: Model 5AK711 
modern ledge-topped plastic cabinet 
available in 10 colors; for project- 
ing top, the base is jet black; 5-tubes 
including rectifier; standard broad 
cast; Alnico 5 speaker; a.c.-d.c.; 
built-in loop antenna, miniature 
tubes; back-lighted dial. 

5A-410, 5-tubes including recti- 
fier ; a.c.-d.c.; built-in high amplifica 
tion loop antenna, also provision for 
external antenna; slide-rule, back- 
lighted, full-vision dial; black plas- 
tic cabinet 
5A-410-W same in white. 
Electrical Merchandising, Oct. 1, 1947 
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LEADERSHIP on. 












ELECTRICAL MERCHANDISING—OCTOBER 


designed specifically for a single 

purpose... Here are more than 

150,000 square feet devoted exclusively to the engi- 
neering and building of oil circulating space heaters! 
Here are the most modern manufacturing facilities 
and the most experienced “kuow-how”’ in the field!... 
Upon the completion this month of an eighteen- 
month program of expansion and modernization, 
Lonergan is in a better position than ever before to 
uphold its reputation as builder of the finest space 


heaters on the market. 


1947 
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WEBSTER Telehome 










Webster Electric Co., Racine, Wis. Every 
Device: Electronic home intercom ve ho 
municator set. housé 
Selling Features: Set consists of a me 
master station, a speaker unit with attrac 
connections for 2 additional speaker aswe 
units and 100-ft. of wire, permitting 
lady of house to speak to others in 
kitchen, basement, garage or to hear 
baby cry in nursery; easily in 
stalled; master station of reintorced 
} Sakelite, 68x7x54 in.; 3 tubes; M 
type circuit with speaker call-in; 
4-in. PM dynamic type speaker with 
| Alnico V magnet, ac. or dc; 
an speaker station has call station 
ay “a mounted on left and is equipped 
‘ae ms z Py, ore so ase with 5 in. PM dynamic speaker. 
we es ve ave® | Electrical Merchandising, Oct. 1, 
je rr. ate” ¢ OA? 
N v AS yt 1947. 
¢O° (es vor —*7* 
P...0F a 
o goo \) cf 
—_— 
} 
t 
a c ib C \s 
@ of 7 Po : — , 
gare ne” po ved — Sonora Bedlamp Radio 
Me Qc yor ach x se 
" a on eSB p \» C {0?: \p \ Sonora Radio & Television Corp., 
aet vO ’ [P- ° 0 P 325 N. Hoyne Ave., Chicago 12, III. 
e2” .c¥ ar 9 sk \ | oe ioe a 
A U 40 ae? \ Model: WCU-246 “Nightingale” bed 
Vo ( cor ¥ ve) an™ \ lamp-radio. 
<3" of = Ae: ’ \ Selling Features: AC-DC_ superhet; 2. 
ys 8° ee <3" \ tunes 535-1620 ke standard band; 
- ne ~o* yo \ | | built-in loop; dynamic speaker; a 
PL xo” oe +O ~ef \ avc; lamp diffuses light over read- fle: 
co® awe a aw \ ing area tubular-type bulb with ple 
s » ge yi As pe \ ‘4 frosted curved lens; eparate 
so ,. \ | osted os. separ D0 
te a ~ab gor® \N of adi \ switches for lamp and radio; 5 tube 
~we ow por rt > et \ ivory plastic cabinet. -_ 
e ger? yr® or oo" \e so™ at | klectrical Merchandising, Oct. 1, 
s0@ 2. Pe “0 ee 1947, 
we ov’ ms -> % of | 
wer co oo. aot yw or | v 
ne yet gs? e ,ot | 
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SPARTON Table Radios 
Sparks Withington Co., Jackson, Mich. 


| 
| Models: Sparton Utility models 100 
and 101. 
Selling Features: No. 100 5-tubes in- 
cluding rectifier; a.c. or d.c.; 5-in. 
| 





speaker; full broadcast band; built- 
in loop antenna; ivory plastic case. 
No. 101, same as 100 with ebony 
plastic case. 
Electrical Merchandising, Oct. 1, 
1947. 
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RITTENHOUSE opens your door 


to bigger chime volume... 





Spectacular Fall Program to make this the best season yet 


Everyone knows that Rittenhouse Chimes are a hot gift item. And this year they’re going to 
ye hotter than ever. Here's a high-powered Fall Promotion that is really going to move Ritten- 
house Chimes for you. We offer two new big-value, high-quality promotional models; new 
attractive merchandising cartons; plus special portable displays. And we deliver the punch with 
a sweeping national advertising campaign. 





















/. NEW LOW PRICED GIFT MODELS Here are two striking new 


models that are natural volume builders. 


The “Symphonette”, Model 300 (at left) retails at a remarkably low 
price. Sounds two notes for the front door, one for the rear. A variety 
of color combinations. 


The “Lyric IIL”, Model 318 (at right) with three extra-long lacquered 
brass tubes will appeal to value-conscious shoppers because of its bar- 
gain-low price. Sounds two vibrant, lingering notes for the front door, 
one for the rear. Housing is designed by Norman Bel Geddes and is 
made of unbreakable, rich-appearing ivory plastic with polished, solid 
brass ornament. Stock up on these two sure-fire promotional models now. 








E 
wew 1948 DOOR — 
The 


y mepnene? 
€ 
BY Rit TENHOUS - 








2. NEW SPECIAL CHRISTMAS DISPLAYS Brand 3, NEW MERCHANDISING PACKAGING Many 


new merchandising idea for chimes. Inexpensive, models will come in attractive packages specially 
flexible, battery-operated displays which are com- designed for mass display. Stimulates impulse buy- 
pletely portable. Perfect for spotting at high traffic ing ... no additional wrapping ... you'll save 
points throughout the store. time and expense. 
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4, NEW SPECTACULAR ADVERTISING CAMPAIGN 
Big advertising program packs a real wallop. Ads will 
run in such big-name magazines as HOUSE BEAUTIFUL, 
HOUSE & GARDEN, AMERICAN HOME, BETTER HOMES & 
GARDENS, HARPER'S BAZAAR, NEW YORKER, VOGUE and 
TOWN & COUNTRY. 
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Magazine advertising alone SHER 7 


reaches more than 140 MILLION 
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readers! 
Frigidaire’s ‘'3-in-1'" ads are unusually interest _ 
° FROCIORRE Cony wai 
ing and completely difterent. They ettectively 
sell’ Frigidaire as a far of pr s Dy adver 
tising tw S etimes three, pre S at once 
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More than 8 MILLION ——  _—_ 


li k! 24 Leading Business Magazines carry Frigid- Architects and Builders are being contin- 
isteners every week! aire Commercial Refrigeration sales messages to ually “canvassed” by advertising on the quality 
Hed Y <r food stores, restaurants, hotels, hospitals, insti- of Frigidaire products—selling for now and the 
The ‘Man Called X,”’ Frigidaire’s popular radio : ‘ 
tutions, manufacturers, locker plant operators future in the building market. 
show, featuring Herbert Marshall, gains moreand 


more listeners. And each week these listeners get 


FRIGIDAIRE’S WIDE VARIETY OF DEALER HELPS LIKE 
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Local Advertising Helps Film Showings Advertising Literature Advertising Displays 

A wide variety of dealer newspaper ad For showings to school, church and club Each Frigidaire household and commer- Sidewalk and store traffic is always being 
vertisements, radio commercials. and groups, Frigidaire Dealers have motion cial product has its “‘library’’ of adver- “sold” Frigidaire by the wide assortment 
other helps, prepared by men with long picture and slide films by Frigidaire and tising pieces for use in the showroom as__ of colorful, compelling displays available 
retail advertising experience. those trom General Motors’ film library handout or mailing pieces. to all Frigidaire Dealers. 
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Advertising Impressions in 


7 Building now for future sales! = 
7 Reaching every ak 
i v Blanketing every dealer’s territory! 
7 Selling all Frigidaire products! 


Youre twice as sure with two great names 


FHGUA GUILE mode ont 6 General Morors 
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PLUS... 


more millions of impressions 





25 to 50 million per month is the 
circulation of Frigidaire publicity stories 





















————' 19° > in newspapers and magazines all over 
- \ the country, “selling”’ Frigidaire as 
a + “ | a | America’s favorite 
a-ak i< 13 million per week is the circulation 
i: aie 
an of the Nancy Sasser newspaper column, 
“ ' oP | “Buy Lines.”” Women readers from 
\ coast-to-coast follow Nancy Sasser’s 
; good advice to “Buy the Favorite. . 
Home Economists, too, are reached month The Rural Market is being cultivated by Frigid- ai Beinideise.” : 
after month with information about Frigidaire aire advertising in farm publications, specially 
which they pass along to their thousands of keyed to “‘sell’’ the new prospects being Many Feature Motion Pictures use 
students, the housewives of tomorrow created as rural electrification is extended Frigidaire products when home appli- 


ances are shown ina scene. This dram 
atizes Frigidaire to the millions of 


THESE TURN PROSPECTS INTO CUSTOMERS 





theatre-goers who see the movies 





Important Shows and Exhibits from 
coast-to-coast feature Frigidaire house- 
hold appliances, and are seen 
by added millions of home- 


FRIGIDAIRE | 


DY -yel-Tale Mela) makers. 


FRIGIDAIRE 
to do things ict he 
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DEALERS NAME HERE 


a. 


| "APPLIANCES | 
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Advertising Signs Famous “Selling Station” 

Frigidaire provides a wide variety of signs More than 3000 Frigidaire Dealers, large 

—outside flat, vertical, hanging, single ind small, have made their appliance de- 

or double. Also inside signs for window partments among the most modern in the 

counter or department. community with this ‘Selling Station.” 
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UNION 
PACIFIC 


































sx VAST SUPPLY OF COAL, IRON 
AND PETROLEUM - 


fx LEADING LIVESTOCK STATE 
xy TREMENDOUS WOOL CLIP 


yx IMPORTANT MARKETING CENTER 
OF POULTRY AND DAIRY PRODUCTS 


fy LARGE PRODUCER OF SUGAR BEETS, 
POTATOES AND GRAINS 


oy EXCELLENT TRANSPORTATION 


OUTSTANDING SCENIC AND 
RECREATIONAL ATTRACTIONS 


HY HEALTHFUL LIVING CONDITIONS 





-4- One of a series of advertise- 
ments based on industrial 


opportunities in the states 
served by the Union Pacific 


Railroad. 


I. Wyoming manufacturers will find a Principal crops are sugar beets, potatoes 


vast amount of raw materials. It is a lead- and grains. 
ing state in potential mineral resources: The healthful clisate scenic and 
c « *“_*e @e « 


- + has recreational attractions such as Yellow- 


produces great quantities of iron. 
the world s largest untapped supply of stone-Grand Teton National Park and 
coal. Copper, silver, gold, lignite and scores of dude ranches... a fine educa- 
bentonite are among the mined metals tional system... are incentives to living 
Laswelin Whe Ginte exmtains Y7 al : a. : 
and minerals. Phe State contains 27 oil in this western region. 

fields and large timber lands. . * * 


Wyoming is one of the greatest of live- Cheyenne is one of the principal Union 


stock States, producing fine beef cattle. Pacific mainline cities; an extremely im- 
Its wool clip is tremendous. Poultry rais- portant point to the railroad which pro- 
ing and dairving are important activities. vides the dependable transportation so 
essential to industrial development. For 
service is 


travelers, daily Streamliner 


available from Cheyenne to and from 






Chicago and the Pacific Coast. 


* Address Industrial Department, Union 
Pacific Railroad, Omaha 2, Nebraska, for 
information regarding industrial sites. 





UNION PACIFIC RAILROAD 


THE STRATEGIC MIDDLE ROUTE 
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NEW RADIO PRODUCTS 




















MAGNESONIC Tape 
Recorder 


Sound Recorder & Reproducer Corp., 
5501 Wayne Ave., Philadelphia, Pa. 


Device: Magnesonic electronic instru- 
ment for home business, etc., which 
records radio programs, phonograph 
records, music and voice on mag 
netic tape. 

Selling lI’eatures: Tape comes on 
reels accommodating up to 1-h 
recording ; can record new programs 
continuously on same tape by auto- 
matically erasing as new material is 
recorded; plays back immediately or 
tape can be stored for indefinit 
period; black ebony-finished woo 
cabinet. 


Electrical Merchandising, Oct. 1, 1947. 





the w 


v 


SONORA Table Radio 


Sonora Radio & Television Corp., ” 
325 N. Hoyne Ave., Chicago 12, Ill. i 


Model: \WtU-240 table radio with ; 
FM. = 
535-1620 

FM bands; = 

1; large dynami 

full-vision dial, avec; 

built-in loop for standard broadcast, 

connection provided for di-pole at 

tenna for FM; ivory plastic-molded 


1 


cabinet; 8 tubes including rectifier 
~? 








Selling leatures Tunes 
standard and 87-109 m« 
variable tone contre 


1 
speaker ; 





WEU-262, same in walnut plastic 
cabinet 
Electrical Merchandising, Oct. 1, 
1947, 
v 
apr ngeerenrmnens 
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SENTINEL Radios 


The Sentinel Radio Corp., 2100 W. Demp- 
ster, Evanston, Ill. 


Models: 309-I and 309-W table radios. 

Selling Features: 4-tube (plus recti- 
fer) a.c.-d.c. superhet; ivory or wal- 
nut plastic cabinet; built-in loop 
aerial; beam power output; minia- 
ture tubes; permanent magnet dy- 
namic speaker; 8 x 5 x 58 in. 


Electrical Merchandising, Oct. 1, 1947. 
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Between these poles is placed the heart of Check meters are put on new equipment; 
the whole farm: three big transformers taking everything has to pay its way. Here R.E.A. 
current from three wires on the taller pole. Manager Morrow (right) works with Hartwig. 
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Lawn mowing's ae for Mrs. Hartwig — 4 6 : : : 7 7 
she does it electrically. She enjoys a good lawn, t 5 re t t C r i C | 0 W 0 r 

lovely flowers. Current gives her time for them. as 8 @ 

c ar , cy. anes a a Sta , 
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Herb Hartwig, Denison, la.,a year and a half 
ago hooked three 15 kva transformers to the REA 
highline ... Now electricity powers his hammer 
and burr mills, grain elevator, hay hoist, milking 
machine, hog brooder, water supply pump . 


supplies lights for the poultry house, barn, yard, 





and home Sana operates welder, powel saw, other 
shop tools... and Mrs. Hartwig has an all electric 
kitchen... even an electric lawn mower. 


Before Hartwig got electricity, he kept four 
full time hired men; today the farm produces as 
much with only two hired hands! Current costs 


In an all-electric kitchen Mrs. Hartwig pre- A portable burr mill is skidded to a new job $24.87 a month...saves more than $3,500 in 
pares a delicious, four-man meal. Her helper by helper Milo Bolte. He knows his electricity, 


: . 7 labor costs, does work quicker, more efficiently. 
is the cameraman’s daughter, Sara Curtis. believes that the more you use the cheaper it is. . 


Hartwig’s success story in SUCCESSFUL FARMING, 
recent issue merits reading by any advertiser. 
SUCCESSFUL FARMING concentrates coverage 
on the nation’s top farms in the 15 Heart States 
.. with the richest soil, most productive methods, 
best brains, largest property investments . . . gives 
1,200,000 circulation in a market mostly missed 
by general magazines and network programs. 
With savings of the six best years in farm history, 
billions in merchandise demands. . . SF is today’s 


best buy for the electric goods advertiser! 


ee ‘ 
Skill at welding is one of many electric skills Hours ore saved in the large house by work lJ CCES § FI l \ , FA R M | NG 
Herb claims for his helper, Emil Eggers. Farm's . a: 


scheduling and good electric equipment. “It “aS 
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wiring is plenty big enough for heavy loads. packs more hours in my day,” says Mrs. Hartwig. ai aN) 











How to pick a WINNER in 




















Now is the time to look over the form sheets and select the lines you're going 

to live with from now on. It's going to be a long hard race. But in the home 

laundry equipment field there's one big favorite. Easy has been a front runner 

for seventy years. If you want to turn your gamble into a blue-chip investment, 

put Easy at the top of your permanent list. Compare its form with any other ee 
washer line in the industry. You'll surely agree it's the most valuable washer _ ss aa 
franchise in the business today! Easy Washing Machine =a 
Corporation, Syracuse 1, New York. RO Se 
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WHIRLPOOL 


MUCUUCES 











NIGHT VIEW shows the location of the ARA Distributing Co.'s new quarters at 2300 
Olive St., St. Louis, where the firm occupies 10,000 sq. ft. of space. The Crosley 
distributing company was formed in January of this year. 
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AUTOMATIC IRONER 


This new AUTOMATIC IRONER like all 
products in the WHIRLPOOL line, includes 
7-3 amet c-belot-bae Mereyehd-)etl-) soln oo OLS IE-> 402. 
features that mean greater sales appeal and 
lifelong customer satisfaction. ‘‘Best-in-the- 
field’ quality at competitive prices results 
from ‘‘best-in-the-field’’ facilities for large 
volume, low cost production. 


he COMPlery | 
Line |; 


ow, 


NINETEEN HUNDRED CORPORATION 


Measiacturers of the World's Finest Home Laundry Equipment 
ST, JOSEPH MICHIGAN, U.S.A. 


1M CAMABDA: JOHM INGLIS. LTO. 
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DISTRIBUTOR NEWS 





ALABAMA 


New Zenith distributor for Alabama 


and western Florida is Associated Dis- 
tributors, Inc 
ing to H. C. Bonfig 


of Birmingham, accord- 
vice-president and 
1; 


director of sales for Zenith Radio 
Corp. Luther S. Hart is president of 
the distributor, Wesley L. Greer is 


sident, and ( I Seale is sec- 


etary and treasurer 


ARKANSAS 
Berry Dry Goods Co. of Ft. Smith 
has been named a Garod radio dis- 
tributor, says an announcement by Lou 
Silver, vice-president and general sales 
f Garod Electronics Corp 


CALIFORNIA 
\ partnership has turned into a cor- 
ration in the case of the Bandolli- 


Mcintyr. Co., Los Angeles whole- 


salers The move in conjunction 
vith a general expansion program 
T Ca ly every phase of the op- 


eration Officers besides Marvin S. 
Bandoli, president and treasurer, are 


Vi |. McIntyre, vice-president, 

Chest FE. Cleveland, Jr., secretary 

and Edward F. Hamilton, assistant 

retary The Builders Division is 
indled by Leo Wolins 

E. B. Green and J. L. Hargrove 


have uned forces to form the Har- 





E. B. GREEN 


grove-Green Co., manufacturers’ repre- 
sentatives. Mr. Green has resigned as 
sales manager of Kinney Brothers, 


OCTOBER 1, 


Los Angeles wholesalers, and Mr 
Hargrove was formerly executive vice 
president of Miracle Electric Co. of 
Chicago. 


COLORADO 


Arnold's Sales System, 1244 E. Col- 
fax Ave., Denver, has announced its 
appointment as distributor of Master 
Grande portable washers, Sub-Zero 
refrigerators, DeWald and Watter- 
son radios and Brunchmaster waffle 
irons. A. P. Schlesinger is president- 
treasurer, and G. P. Schlesinger is 
vice-president-secretary 


FLORIDA 


Westinghouse Electri 
of Miami has announced the opening 
of its appliance service department. 
The firm is located at 11 N. E. Sixth 


St 


Supply Co 


ILLINOIS 


Floyd D. Masters, sales manager of 
the radio division of Stewart-Warner 
Corp., has made known the appoint- 
ment of the Chicago branch of the ap- 
pliance division of Butler Brothers as 


distributor in the Chicago area of 
Stewart-Warner radio and _ television 
equipment. William A. Kilmer is in 
charge of the Chicago branch at 402 


W. Randolph St 


INDIANA 


Radio Equipment Co., Indianapolis, 
has been named to distribute Bendix 
home laundry equipment in the Indian- 
apolis and Cincinnati territories, ac- 
cording to W. F. Linville, general 
sales manager, Bendix Home Appli- 
ances, Inc. Hayes Hollibaugh is vice- 
president in charge of the distributing 
firm, and George L. Patterson has been 
appointed manager of the Cincinnati 
operation. 


LOUISIANA 


Recently elected vice-president in 
charge of sales for the Interstate Elec- 
tric Co., New Orleans wholesalers, is 
Leon Mattes, previously director of 
sales for the firm. Percival Stern, 
president, made the announcement 
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: for tame. ..tor more SUEX Soles! 
| ..for $3,000 CASH PRIZES / 
Set up a SILEX WINDOW and win a Windfall! 


(Everyone has an equal chance!) 





Want to see your Silex equipment sales skyrocket? Want to win a 
grand cash prize? Then enter the Silex window display contest today! 
It’s easy to create dramatic, eye-catching windows with Silex Glass 
Coffee Makers—Steam Irons, and Lox-In Glass Filters...and how it 
pays off! Don’t delay! Enter today! ; 


Here's all you do to quality! 


Any retail outlet selling Silex Cof- 6 On the back of your photograph or 
fee Makers, Silex Steam Irons, or snapshot please print the following 


Silex Lox-In Glass Filters is eligible information: 
to compete. A. Name of person installing dis- 
play. 
2) The window must feature one or B. Name and address of the store, 
more Silex products exclusively ... plus date and length of display. 
for at least a one week period. C. Type of store: Department, 


General, Hardware or Appli- 
ance. Photos remain the prop- 


© Contest begins September 15th and J 
erty of the Silex Company. 


ends November 15th, 1947. Any 
Silex window display installed dur- 


All ye Store 
Sp ay 

Aduors' 

ILEX 


WINDOW DISPLAY CONTEST! 


Morenanls - 
opts | 


Managers 


Look at this list 
of CASH PRIZES 


for Department and General Stores 
Ist Prize ....... .$500.00 
2nd Prize... 250.00 
3rd Prize... .. 125.00 
25 Prizes........ 25.00 each 
for Hardware and Appliance Stores 
i ta $500.00 
2nd Prize... ..... 250.00 
3rd Prize... 125.00 
25 Prizes........ 25.00each 


TOTAL CASH PRIZES $3,000.00 


2 +) Display material to help you win! 
F ree Send for it today...Use attached coupon! 


FOR SILEX COFFEE MAKERS 


1. NEW! A 3 piece Silex Coffee Maker Display set. Centerpiece 
lithographed in 8 colors with 2 slide platforms to display 
actual merchandise. Size 24’ wide by 32” high. Two side 
pieces 12” wide x 21” high. Outstanding center for a forceful 
window display. 

2. Mounted reprints of current Silex national magazine adver- 
tisements backed with an easel and 4 color consumer folders. 


FOR SILEX STEAM IRONS 


1. 5 color, three dimensional window display with steam iron 
die cut. 

2. Mounted reprints of current Silex national magazine adver- 
tisements backed with an easel and consumer leaflets. 









FOR SILEX LOX-IN GLASS FILTERS 

1. Display material with flasher unit. Lithographed in 6 colors 
with die cut space for actual filter. 

2. Window streamers colorfully printed in 3 colors with a good 


selling story and mounted, easel-back reprints of Silex na- 
tional magazine ads. 


% ot a ER ee: 


ER TE GE OE 





ing this period is eligible. 


4) A photograph or snapshot of your 

window must sent to: The 
SILEX Company, Window Dis- 
play Dept., Hartford 2, Connecti- 
cut, postmarked on or before Nov- 
ember 20th. Send in as many en- 
tries as you wish. All prize winners 
will be announced by December 
15th, 1947. 


@ 


The individual whose name accom- 
panies the winning entry will re- 
ceive the prize. If prize money is to 
be divided among two or more 
people in any store, the store’s own 
management will determine divi- 
sion of such prizes. 


Judges will be men well known in 
the field of display and advertising, 
and judges’ decision will be final. 


Winning Silex Window Displays will be judged on the basis of originality, sales 


effectiveness, and attention value. 


DON’T DELAY —Fill in the attached coupon signifying your intention to enter 


contest and approximate date your window will be set up. 


THE SS i Lex COMPANY Hartford 2, Conn. St. Johns, P. Q., Canada 


ELECTRICAL MERCHANDISING—OCTOBER 1, 


Trademark Reg. U.S. Pat. Of. 


1947 


National Publicity for the Winners 


Photographs of the winning Silex windows and winning display men will 
be released for publicity to leading Trade Magazines from coast to coast. 
A general direct mail announcement with illustrations of all prize winning 
windows will also be mailed to the Trade! 


coffee maker iron 


@eeeeeaeeasoaode0ede2ed@e0e0e20e0808080 
_— @ The Silex Company 

@ Window Display Dept. Hartford 2, Connecticut 
® Sure! | want to enter the Silex window display contest! 

My display will be set up approximately..................- 
e SI Sais. osu. Krave siasnucain: Sib ari wien eA gig ae alee a AR a eae ek 
ad ee ee a 
e RG cc sescecreecenes ar ee State. . 
© (Check)—Please send me the Free Silex Display Material on 
aw 


filters. 
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THE NEW 


MARQUETTE 


> elf Serve Freezers 


Another addition to the Marquette Line 
FROZEN FOOD CABINETS, Now, the famous Marquette 


Home Freezers have been designed for displaying and mer- 
chandising Frozen Foods. Marquette Self-Serve Freezers have 
crystal clear Plexiglass sliding doors. Plexiglass, the new 
wonder plastic, is non-breakable, non-inflammable and clear 
as glass. Excellent visiability for fast selling display of all 
Frozen Foods. Plexiglass sliding doors operating in stainless 
steel channels prevents loss of freezing cold . . . and gives 
customers quick, easy access to Frozen Foods. 

Marquette Self-Serve Freezers are available in both Eight 
and Sixteen cubic foot models. Thermo Control adjusts from 

10° to + 10°. 
BOTTLE COOLERS. Marquette Bottle Coolers provide dry 
storage of all bottle goods. Has the same crystal clear Plexi- 
glass sliding doors as the Marquette Frozen Food cabinets. 
Available in both Eight and Sixteen cubic foot models. 
Thermo Control range from 32° to 54°. 


Sell Marquette’s Complete Line 


All Marquette Freezers are Designed to Attract, Priced to Sell and Engineered 
for Efficiency. Marquette is now making Immediate Deliveries! Set your- 
. go Forward with Marquette 


self for a profitable Marquette Dealership . . 
. Write or wire Today! 


MARQUETTE APPLIANCES, INC. 
MINNEAPOLIS 14, MINNESOTA 





QUADRUPLED BUSINESS in a year's time is the achievement of the Strong, Carlisle 


& Hammond Co., Cleveland distributors. 


They give credit to their new quarters, 


which are out of the congested area and have lots of parking space, offer self- 
service, are located on a rail siding, and offer better coordination of services all 


around. 








DISTRIBUTOR NEWS 





MAINE 


Gill-Brand Products, Inc., distribu- 
tors of 68-78 Union St., Portland, have 
nounced their appointment to handle 
the Marion electric range, at a recent 
dealer meeting, according to Dave Gill- 
man, president. Earl Brand, executive 
vice-president and sales manager, also 
made known Jack Burke’s appoint- 
ment to the post of floor manager. 

Harold P. Nelson, president of Nel- 
son & Small, Inc., Presteline distribu- 
tors of 68 78 Union St., Portland, has 
announced the appointment of Frank J. 
Ochmanski as general field manager 
of the firm's rapidly expanding major 
appliance division 


MICHIGAN 


Michigan factory representatives for 
the United States Television Mig. 
Corp. of New York is Ross Associ- 
ates, Inc., 1156 National Bank Build- 
ing, Detroit, according to Francis H. 
Hoge, UST's vice-president in charge 
of sales 


MISSISSIPPI 


New member of the firm of South- 
ern Wholesalers, Inc., of Jackson is 
Louis W. Hollis, a former Jackson 
resident who has been in merchandis- 
ing in Florida. He has joined the dis- 
tributing firm as vice-president, gen- 
eral manager and secretary, says Syd 
Camper, president. 


MISSOURI 


Because of its recent appointment as 
distributor of Whiting food freezers, 
Fridley Brothers, Inc., of St. Louis has 
started the ball rolling by conducting 
frozen food dinners for its dealers. 
Announcement of the appointment was 
made by Howard Roberts, vice-presi- 
dent in charge of Whiting’s refrigera- 
tion division, Chicago. 


NEW JERSEY 


At a recent Krich-Radisco dealer 
meeting in Trenton, Governor Alfred 
Driscoll and Fred Vandeventer, net- 
work news commentator, dropped in to 
see the first area showing of the new 
RCA Victor radio-phonograph-televi- 
sion consule model. The set was shown 
and described by Andrew K. Leach, 


general sales manager for Krich-Ra- 
disco; William W. Cone, RCA Victor 
district manager, instrument sales; 
Earl C. Pullen, sales manager, RCA 
Victor division of Krich-Radisco, and 
William A. Duffy, sales training di- 
rector of the distributor. The firm’s 
headquarters are in Newark. 


NEW YORK 


Erskine-Healy, Inc., Rochester area 
distributors for Emerson radios, held 
an open house on fa!l models recently. 
Sales manager Harry Shaprow of 
Erskine-Healy was in charge, assisted 
by Melvin H. Prottas, factory repre- 
sentative of Emerson. A _ ten-week 
drawing contest for free, all-expense 
“Weekends at the Waldorf” in New 
York City was announced. 

Francis H. Hoge, vice-president in 
charge of sales for the United States 
Television Mfg. Corp., has appointed 
Herbert Schiller as UST sales repre- 
sentative for Brooklyn, N. Y. 

Over 200 salesmen in the distributor- 
ship of Beaucaire, Inc., which covers 
the Rochester area, heard about the 
3endix home laundry sales contest re- 
cently. Frank M. Beaucaire, president 
of the wholesale firm, introduced 
Anders Anderson, eastern division 
sales manager of Bendix, who gave 
details. 

Colen-Gruhn Co., Inc., Launderall 
washer and Hallicrafters radio dis- 
tributor, of 387 Fourth Ave, New 
York City, has appointed Samuel Sur- 
rey as manager of the radio division, 
according to M. M. Gruhn, president. 
Mr. Surrey, a 20-year veteran of the 
radio and appliance industries, was 
formerly vice-president in charge of 
production and sales for Telicon Corp. 
The firm has also announced its Laun- 
derall sales contest, which enables 
dealers who sell 50 washers between 
August 1 and December 15 to be in- 
cluded in a personalized 8-day trip to 
Miami and Havana. 

The new Sonora radio line was in- 
troduced to New York City dealers at 
a recent two-day meeting held under 
the auspices of Barth-Feinberg, Inc., 
distributors for Sonora in New York. 

Robert G. Herzog has been ap- 
pointed vice-president in charge of 
engineering for the Universal General 
Corp., radio and electronic parts and 
supplies distributors of 365 Canal St., 
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Powerful sales feature of the sensational 
General Electric radio-phonographs 


“Out of this world” say the teen-agers. ‘““Magnificent” say the 
older folks. “Best sales closer any phonograph ever had” say 
dealers. It’s yours for bigger business in General Electric 
automatic radio-phonographs. For full information write 
your General Electric radio distributor or General Electric 
Co., Receiver Division, Electronics Park, Syracuse, N. Y. 


GENERAL €3 ELECTRIC 


178-F10 


says MARGARET WHITING, stor of Capitol a ~~ be LEADER IN RADIO, TELEVISION AND ELECTRONICS 


Records, heord on the Franco-American 
Club 15 Progrom over CBS 


PORTABLES - TABLE MODELS 
= : CONSOLES - FARM SETS 
. Ai ‘ i , AUTOMATIC PHONOGRAPH 


— 
—- 
ee 


: es COMBINATIONS - TELEVISION 


T VV V 
WY 


Pod 


my 


Model 417A. 5 band automatic com- 
bination with genuine FM. G-E Elee- 
tronic Reproducer. 9 tubes plus rectifier. 


.GOING TO CHICAGO? Visit General Electric's 
permanent radio and radio-phonograph showrooms 
11th Floor, Merchandise Mart. Be sure to see the new 


models — new features — new selling ideas 
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FULL-FEATURED FOR 


the Salesationa 


IVERSAL Speediiner! 
...the Range that out-features the field 


ee 


with really new features that sell on sight 


1TS WONDERFUL 
==... THE NEW AUTOMATICOOK 
TAKES OVER OVEN COOKING 
FOR ME WHEN / 
GO SHOPPING !° 





"THATS FOR ME... 
\__ THIS COMPLETELY 
~ AUTOMATIC 


AUXILIAR’ Y OVEN. yf 


ae “THAT'S WHAT © 
| WANT. ra 
THOSE NEW 


MEAN FASTER 
COOKING!” 


AT LAST... with 


MULT-/-HEAT CONTROL —, 
1 CAN COOK WITH “ 
ANY DEGREE OF a\y 5 


HEAT | NEED!” A) 


y 





"SO HANDY... 


THE NEW 








{7 TEL-A-SWITCH PANEL 
WITH SIGNALITES 
REALLY SIMPLIFIES 
SURFACE UNIT 
COOKING /* 


THE NEW _. 
TRU-BAKE OVEN ~ 
AND AUTOMATIC 
PREHEATING 
ASSURE ME 
PERFECT BAKING!” 


) LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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CONSUMER APPEAL! 


BACKED TO THE HILT WITH 
ALL-OUT PROMOTION 


You won't have to introduce your customers to the new 
Universal Speedliner. They have already seen and heard 
plenty about this really new post-war Range that’s 
feature-packed for “‘salesational” selling. They’re going 
to see and hear a lot more this fall about the Speedliner’s 


extra-value, extra-feature story... in dominating, full- 








page advertisements in leading national magazines... 
on eye-stopping billboards in over a hundred major 
markets ...in hard-hitting newspaper ads...and over the 
big radio networks on the nation’s top audience partici- 
pation shows reaching millions of listeners. Universal 
is really “turning on the heat!” 





The News and Observer 


ad Anothes Aut 


Bie ‘ 


Pini CURLES Toy EViNry P 
— . Liat and 





Feature the leader — feature 
Universal. Let the Speedliner’s 
sensational features and special 
product advantages win cus- 
tomer approval for your store! 


See Your Universal Distributor! 


UNIVERSAL 


LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. 


we NATIONS FASTEST 
T | . 


cTReic RANGE 
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Flip the Switch - Clear the track | 


for better KITCHENAID Sales 


Profits run higher on KitchenAid sales, because dollar volume per 
unit sale is higher—because there are several models to sell up to 
attachment sales and KitchenAid Coffee Mill sales fol- 
Test 


—because 


low so logically yourself on these proven techniques for 


closing KitchenAid sales and affording greater customer satisfaction. 


¢ ys 
“ > 
- = ~ 
Do you just say that KitchenAid o> Ly 
has more & 4" ‘ SS 


enough 
without 


than power 


for every job ‘power 


adapters”? Or do you also* slip 






on the juicer and show so much 


power the hand can’t stop it? 


‘ : 
5 ie - 
\ 


P’ ‘3 


Do you try to describe exclusive 





Action? Or do 
flip on the switch and 
show how the self-scraping beat- 
er travels around the bowl while 
rotating on 


Planetary you 


also % 


its own axis? And 
how the special design of 
stationary 


show 
the combines 
with this for consistent fidelity 
to recipes in both large and 
_ small quantities? . 


bowl 


Do you talk about KitchenAid 


attachments? Or do you also * 


demonstrate them in terms of 


doing tasks more conveniently 


and thoroughly (showing how 


simply they slip directly 


hub)? 


into 
the attachment 





~<a 


alte 
“** Equals greater sales volume! 


KitchenAid national 
advertising—bigger and 
better than ever—does 
the telling. Show ’em— 
close ’em—you’re on the 
track with KitchenAid! 





HOBART 


rRoouCcT 


KitchenAid 


Electric Food Preparer for the Home 


KitchenAid Division, THE HOBART MANUFACTURING CO., Troy, Ohio 
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DISTRIBUTOR NEWS 





New York City. 
president of the 
nouncement. 


Theodore Apstein, 
firm, made the an- 


NORTH CAROLINA 


New assistants to W. T. Simmons, 
Bendix sales manager of Southern Ap- 
pliances, Inc., Charlotte, are John P. 
Schoenfeld and Edward H. Guion. 
Marshall C. Newlan.l has been named 
district sales representative for Char- 
lotte and vicinity. 

Southern Radio Corp., Charlotte, is 
now distributor for the new Carrier air 
conditioners, and Frank E. Purcell, 
Carrier zone merchandising manager 
of New York, conducted a dealer 
meeting on the 


new models. J. P. 
McMillan, head of Southern Radio, 
has announced plans for a_ training 


school for the firm’s refrigeration 


servicemen. 


OHIO 


Ohio Appliances, Inc., of Columbus, 
Cincinnati and Dayton, announce the 
George 


appointment of Malsed as 





GEORGE MALSED 


manager of the Cincinnati branch. Mr. 
Malsed has spent 17 years with RCA 
Victor, marketing RCA products in 
various cities. A. V. Bice, vice-presi- 
dent and general manager of the dis- 
tributor, makes the announcement. 
Herman C. Haas has resigned as 
vice-president and general sales man- 





HERMAN C. HAAS 


ager of Trimz Co., Inc., Chicago, to 
set up his own business as a manu- 
facturers’ agent with headquarters in 
Cincinnati. 


OREGON 


R. B. Bargelt of Bargelt Supply was 
host to nearly 300 Farnsworth radio 
dealers at a showing in distributor 
headquarters at 1135 Washington St., 


OCTOBER 1, 


Portland. Eustace Wynee, West Coast 
Farnsworth manager, directed the 
showing. 


PENNSYLVANIA 


A governmental atmosphere is ap- 
parently being sought by Jules Alex- 
andre, Inc., Crosley distributors in 
Harrisburg. The firm has bought 30,- 
000 sq. ft. worth of offices, showrooms 
and warehouse buildings at 619-621 
Walnut St., across from the Pennsyl- 
vania Capitol Building. 

The Westinghouse Electric Corp.'s 
home radio division held a showing in 
Pittsburgh recently to introduce its 
new radio line, with an announcement 
that the firm’s new television receivers 
were in the offing. 

L. H. Smith Corp. has been named 
Pittsburgh area distributor of the 
Floor-O-Matic floor waxer and pol- 
isher 


SOUTH CAROLINA 


The distributorship of Howard ra- 
dios in the upper South Carolina area 
has been presented to the Sullivan 
Hardware Co. of Greenville. 


TEXAS 


A. B. Covington, owner of the Cov- 
ington Distributing Co., formerly the 
Crumpacker-Covington Co., announced 
that his firm has been named distribu- 
tor for American kitchens, Blackstone 
washers, Victor fans, Columbia rec- 
ords and Filter Queen vacuum clean- 
ers. 

H. J. (Jack) Helliwell, who has 
been, at one time or another, divisional 
sales manager for Atwater Kent, Gib- 
son and Farnsworth, and who more 
recently operated the Standard Dis- 
tributing Co. of San Antonio, has set 
up a new wholesale firm in the same 
city. It is known as the Jack Helliwell 
Co., and is located at 2805 S. Flores 
Street. 


WASHINGTON 


Northwest Appliance Distributors 
held a three-day showing of Farns- 
worth radio-phonograph models _re- 
cently, in Seattle. Three hundred deal- 
ers were present, according to L. S. 
Rubel, general manager. 

F. T. Brien, formerly district mer- 
chandising manager at Seattle for 
Graybar Electric Co. has joined Radio 
Television & Appliance, Inc., Philco 
distributor in that city, as executive 
vice-president, according to S. L 
Savidge, president. 

Tull and Gibbs, Inc., Spokane, have 
been appointed distributors of the A. J. 
Lindemann & Hoverson Co.’s L & H 
electric ranges and water heaters in 
their area. 


WEST VIRGINIA 


The Huntington Wholesale Furni- 
ture Co., Huntington, has been named 
distributor for Bendix Home Appli- 
ances, Inc., in the combined Hunting- 
ton and Welch territories. 
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Mew... POP-OPEN CRUMB TRAY! 
i Push the button... tray pops open 
q for easy cleaning. A fingernail-saver 
New ia. | if you ever sow one! 
SUPERFLEX. TOASTIMER! | TT \ 
Automatically compen- EASY-LIFT HANDLES! 
pag jp nlhpne, ee , Curved to fit your finger 


tips. Safe,sure-grip,always 
color of toast you want... cool to your touch! 
every time! 


Ae New WASTMASTER SEZ 


7 tesa i at en te mea. Cp i osm Pees Dro, Maw te mp, de 
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Here are the Christmas Giftseve 


MNallgplag 


estinghouse Radio 
PLANNED PROMOTION 





Every one of these Westinghouse radios is perfect THE 166—Concert hall performance in a masterpiece 
for a personal or family gift. Each has sales advan- of cabinet craftsmanship. Your customers can see 


tages that you can demonstrate to your customers and hear the difference. 


. real advantages that will help you sell more THE 168—A smartly styled, modern radio-phonograph 
radios. These sets are backed by a colorful, power- that’s packed with features for you to sell. 


ful advertising and sales promotion package. THE 169—A magnificent radio-phonograph that offers 


the ultimate in performance. 13 genuine features that 


THESE ARE THE SETS... you can demonstrate! 


THE 125—Beauty, performance and utility packed THE 171— The only 3-in-1 instrument on the mar- 
ket! A LIFT-OUT radio, an automatic record 
changer and more record storage space than most big 
THE 153—The automatic radio-phonograph with consoles. 


the revolutionary LIFT-OL P, carry about radio, Has HOME RADIO DIVISION, WESTINGHOUSE ELECTRIC CORPORATION 
PWICE the utility of ordinary radio-phonographs ! SUNBURY, PA. 


into 9',"x 6"x 6". It’s a console radio in capsule form, 
















Eye-Catching | 
4-Color Billboard 





Insert a 

Features the 169 — in full ®ve, 
natural color — it will hoy 
remind prospective cus- 12 


tomers of the finest 
family gift of all. 
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Weverybody wants...backed hy a 


_and all thru the HOUSE E 


the RADIO they want is 


Westinghouse 


__ for 
: bay ' 
tinghouse “725 for DA f 
D or 
. PL Vesti: 2 MOTH 
€ tinghouse *166 a Westinghouse ka 


ye 


and you'll buy Westinghouse 


Window Display 


This full-color display feo 
tures five important West- 
inghouse sets as Christ- 

mas gifts. '" full color 

plus glittering snow 
_..can't be misse 

in your store oF 

window. 


aoe >. aS ni “sy oe y =s ‘ 
; Meats are av. hate W'92 y:” o eS & ¢ ‘ Pea: y { 
Rai kus Baie Sti i bb SA RELIED 
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Selling Power 


a 
oe i » be 
Cy 
Che, 







7 . P 
? ¥ It is comparatively easy to sell elements are the very heart of good 
brand names — because consumer electrical appliances, and have been for 
confidence in branded merchandise is more than 35 years the hallmark of 


established. And no-one realizes better 
than the manufacturer that the standards 
associated with his products must 
therefore be rigorously maintained. 


quality — giving assurance of a lifetime 
of trouble-free operation to consumers 
and retailers alike. 























When you offer the advanced 
engineering and unusually attractive 
styling of KNAPP - MONARCH, it is a 
powerful plus value to be able to add: 


“Heating Elements made of NICHROME”’. 


It will pay you to ask your 
manufacturing sources to use NICHROME 
long-life Heating Elements in the 
appliances you purchase. But be sure to 
specify NICHROME, for although there 
are other nickel-chromium combinations, 
there is only one NICHROME, and it is 
made only by — 





Thus there is eminent satisfaction in 
handling the KNAPP-MONARCH line—a 
brand name internationally famous in the 
electrical appliance field. 


















But two names, like two heads, are 
better than one. KNAPP-MONARCH'S 
decision to equip its appliances with 
NICHROME heating elements not only 
assures top-grade performance and 
dependability, but affords you double 
opportunity to increase sales. 


For NICHROME long-life heating 
















Driver-Harris 


a COMPANY 
HARRISON . NEW JERSEY 


BRANCHES: Chicago °* los Angeles °¢ 

















Detroit * Cleveland * San Francisco * 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 





















*Trade Mark Reg. U.S. Pat. Off. 
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DISTRIBUTORS 
APPOINTED 















Lewyt Corp. 

The first announcement of distribu- 
tor appointments for the Lewyt 
vacuum cleaner has been released by 
Alex M. Lewyt, president of the 
Lewyt Corp. They are as follows: 


American Steel Export Co., 347 Madison 
Ave., New York City 

Appliance Distributors, Inc., 421 E. Mar. 
ket St., Indianapolis, Ind. 

Appliance Distributors, Inc., 33 Com. 
mercial St., Portland, Me. 

Arnold Wholesale Corp., 5209 Detroit 
Ave., Cleveland, O. 

D & H Distributing Co., Inc., 3! E. Lee 
St., Baltimore, Md. 

D & H Distributing Co., Inc., 487 Pine 
St., Scranton, Pa. 

D & H Distributing Co., Inc., 311 S. Cam. 
eron St., Harrisburg, Pa. 

Electronic Sales Co., 84 Wallace St., 
New Haven, Conn. 

Gas Engine & Electric Co., 280 Meeting 
St., Charleston, S. C. 

Home Products, Inc., 104 Garfield Place, 
Cincinnati, O. 

R. U. Lynch, Inc., 9 Federal St., Provi- 
dence, R. |. 

Morris Distributing Co., 185 Water St., 
Binghamton, N. Y. 

Morris Distributing Co., 616 Mulberry 
St., Scranton, Pa. 

Morris Distributing Co., 412 S. Clinton 
St., Syracuse, N. Y. 

Moto Radio Distributing Co., 5732 Baum 
Blvd., Pittsburgh, Pa. 

Motor Power Equipment Co., 2446 Uni- 
versity Ave., St. Paul, Minn. 

Taylor Electric Co., 112 N. Broadway, 
Milwaukee, Wis. 

Northeastern Distributors, Inc., 388 Com- 
monwealth Ave., Boston, Mass. 

R.T.A. Distributors, Inc., 36 Broadway, 
Albany, N. Y. 

W. T. Shackleford Co., 393 Peachtree 
St., N.E., Atlanta, Ga. 

Silkworth Distributing Co., 1659 N. Sagi- 
naw St., Flint, Mich. 

Tracy Wells Co., 175 N. Front St., Co- 
lumbus, O. 

Wayne Spinks, Inc., 
Memphis, Tenn. 

Williams & Shelton Co., Inc., 
Tryon St., Charlotte, N. C. 


1658 Union Ave., 


801 S. 


Two of the Appointees 


DOUBLE TAKE: 
D & H_ Distributing Co., Baltimore, 
shook hands with Paul Kemper (right), 
Tracy Wells Co., Columbus, Ohio at the 
recent Lewyt Corp. sales training con- 
ference in New York. 


Paul Kemper (left), 
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All four assembly lines in this new plant are now roll- All the latest-ty pe equipment installed in this new plant's 
ing— multiplying capacity several times and enabling 600,000 feet of floor space is hard at work — enabling even 
even Duo-Therm to surpass itself in volume! Duo-Therm to surpass itself in precision manufacturing! 


Nes. .. this is the pay-off on Duo- 
Therm’s $3,000,000 expansion 
program—its expression of faith and 


confidence in the future of this great 
and growing industry. 





This is why it is now more evident 
than ever that when you sell Duo-Therm, 
you sell the leader! 


DOV0-THERM 


: , ' wie ds DIVISION OF MOTOR WHEEL CORPORATION 
All the meeting rooms, display rooms, service school facilities LANSING 3, MICHIGAN 
and other innovations in this new plant-addition are now fully- 
equipped and in use—enabling even Duo-Therm to surpass itself 
in helping dealers sell! 





America’s Largest Manufacturer of Fuel Oil Heating Appliances 


OUO-THERM (SS A REGISTERED TRADE MARK F MOTOR WHEEL CORP., COPYRIGHT, 1947 
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Test the sensational new TOP LINE 

Model 1300 and you'll see for yourself 

just why customers go for this revolu- 

tionary electric room heater. Feel the 

radiant warmth surround you the minute 

you turn it on; then see how quickly it 

heats the whole room! Notice, too, how 

it’s engineered for safety—won’t tip over, — naciant neat 
won't harm the finest floor or rug. Look --- "«*e:tea "es 

at its beautiful design and finish (irides- ~~~ Si ssicr.i'ch 
cent blue heat-baked enamel!) and the pooiagnl 
lustrous blonde maple handle and feet. Women customers 
love it—and you'll love it too when you see how fast it 
sells in your Fall heater promotion. Write for catalog 
sheets and prices today. 


Address: Dept. E. 


TOP LINE 


TRACE.MARK REG. U.S. PAT. OFF 


APPLIANCES 


TENNESSEE VALLEY 
MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 








Pioneers in Electrical Appliance Manufacture 
in the Tennessee Valley 











KITCHEN PLANNERS: Officials of the J. L. Hudson Co., Detroit department store, 
met recently with big-wigs of the American Central Division of the Avco Mfg. Corp. 
to discuss details of the proposed enlargement of the store's kitchen department. Left 
to right: Larry Nabor, Radio Distributing Co.; Larry Coen, distribution manager of 
American; James Ogden, Hudson's; Charles Maurer, Radio Distributing; Elizabeth 
Martin and Arthur H. Clarke, Hudson's; Charles L. Stoup, sales manager, American, 








DEPARTMENT STORES 





Heironimus Opens New Appliance 
Section with "5th Floor Festival” 


“Step right up, ladies and gentle- 
men,” read the opening lines in the 
full-page advertisement with which 
Heironimus of Roanoke, Va., an- 
nounced the opening of its new ap- 
pliance department. The department 
store conducted its “Fifth Floor Fes- 
tival” for a full week, conducted 
dozens of demonstrations of appliances. 
Lines carried include G-E, Westing- 
house, Maytag, RCA, Deepfreeze, 
and Admiral. 


Taylor Succeeds Packman 
at Biederman Furniture 


Charles Taylor, formerly with Fa 
mous-Barr Co., St. Louis, is the new 
buyer-manager of radios and major 
appliances at Biederman Furniture 
Co., St. Louis He succeeds Harry 
Packman who recently resigned to 
form his own business. 


Bigelow Opens Jamestown 
Store with Appliances 


Prominent in the new store which 
Bigelow’s department store recently 
opened in Jamestown, N. Y., is a new 
electrical appliance department. The 
store has a modern Swedish exterior 
design, large show-windows and an 
all-weather marquee. 


Buffalo Firm Opens 
Appliance Branch 


Omel Furniture Co., Buffalo, N. Y., 
recently opened an appliance branch at 
200-204 Niagara St., Niagara Falls. 
The parent outlet has operated in 
Buffalo for 35 years 


Woodward Wight Promotes 
Sins to Sales Manager 


Woodward Wight & Co., Ltd., New 
Orleans department store, recently 
promoted George Sins from manager 
of the appliance department to sales 
manager and replaced him with J. M. 
Soniat. 
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Strouse Appliance Manager 
For Natl. Dept. Stores Corp. 


Burt Strouse, former merchandise 
manager for appliances and house- 
wares for the Interstate Department 
Stores, has joined the National De- 
partment Stores Management and Buy- 
ing Corp. and is in charge of appli- 
ances and housewares. 


Phoenix Furniture Will 
Group Appliances Together 


The Phoenix Furniture Co., Hous- 
ton, Texas, has announced that upon 
completion of a remodelling program 
all major and small appliances, here- 
tofore sold in separate locations, will 
be grouped together in an area occupy- 
ing about one-fourth of the first floor. 
\. R. Freed, general manager, said 
that he believed items ready for im- 
mediate delivery would be sold more 
quickly if displayed in the natural 
trafhe flow 


Larson Succeeds Rowan as 
Spiegel Store Appliance Buyer 


Russell C. Larson, formerly man- 
ager of the radio and appliance depart- 
ment at Spiegel’s 63rd St. store in 
Chicago, has succeeded Robert Roman 
as radio and major appliance buyer at 
the company’s retail store. 


Macy's Names Tracy to 
Radio Buying Position 


R. H. Macy & Co., New York, has 
appointed John Tracy assistant radio 
buyer under David Davis. Mr. Tracy, 
former senior assistant buyer of bed- 
ding, succeeds Daniel Sullivan, now 
tobacco buyer for the store. 


Glaser Quits Goldblatt 
Radio Buying Position 


Stanley Glaser recently resigned as 
radio buyer for Goldblatt Bros., Chi- 
cago department store, and has been 
replaced by Jerome Unger, former 
assistant to Max Millman, merchan- 
dise manager. 


Hoov 
advan 
the st 
the sa 


want 


For | 
Cleat 
Trip! 
deale 
Hoovy 
favor 


Clea: 








Hoov 
advan 
the st 
the sa 
want 


For | 
Clean 
Tripl 
deale: 
Hooy 
favor 


Or 


ta. ac 


1. olen 
CLEA 






















great cleaners 
One quot nome! 


Hoover dealers have always had a big 
advantage with women who wanted 

the standard-type cleaner. Now you'll have 
the same edge with all those who 

want a cylinder-type cleaner. 


: 


> 


x 
¥ 








For Hoover now adds a new Cylinder 
Cleaner to its line of Hoover 
Triple-Action Cleaners. Now Hoover 
dealers can say, ‘‘You want the 
Hoover name; now pick your 
favorite type of Hoover 


Cleaner.’’ The famous Hoover Triple- 


Action Cleaner, in the new 

Model 28, embodying Hoover's 
exclusive “Positive Agitation” ... it 

beats, as it sweeps, as it cleans.* Famous 

for its ease, speed and thoroughness of 
cleaning that prolongs rug life. Preferred 
by women 2 to | over any other make. More 
than 6,000,000 Hoovers have been sold. 


New Hoover Cylinder Cleaner, Model 50, HOOVER TRIPLE-ACTION 
with its many new features, is the most con- CLEANER, MODEL 28 
venient and easiest-to-use cylinder-type 

cleaner. Women will like the new idea in dirt 

disposal, the Dirt Ejector. Hands never touch 

the dirt. A touch or two on the toe release 

shakes the dirt loose. Horizontal and ver- 

tical handles for easy carrying or storing. 








HOOVER DELUXE HOOVER COMMERCIAL 
CLEANER, MODEL 6] CLEANER, MODEL 91 


Naturally, your biggest business will 
be in Models 28 and 50. But here are 
two additional Hoover models to 
complete the sales circuit for you 
Leff, the Hoover Deluxe Cleaner, 
Model 61, the finest Hoover built. 
For your customers who want the 
best. Cleaning tools in handy kit 
available for it. Right, the Hoover 


THE HOOVE 


* Ree U 


Commercial Cleaner, Model 91, de- 





R 


THE HOOVER COMPANY tutions, offices, public buildings, etc. 


North Canton, Ohio; Hamilton, Ontario, Canada; 
Perivale, Greenford, Middlesex, England 


signed for heavy-duty use in insti- 


OVER CYLINDER 
ANER, MODEL 50 
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4 SURFACE UNITS OR 
3 SURFACE UNITS PLUS 
DEEPWELL—All on 

the same Range! 


The Gibson Kookall Automatic 
is the high-profit item that out- 
features every other electric range 
on the market! In addition to 
L PS-A-DAISY, the innovation 
which all your customers will 
want. the Gibson has waist-high 
broiler; two complete ovens: 


easy-clean porcelain-on-steel fin- 





ish: concealed oven vent for 
greater cleanliness; fluorescent 
lighting—features on features 


that add up to sales appeal! 
_ 


GIBSON 

FREEZ’R LOCKER j= 2 
REFRIGERATOR 

Keeps frozen foods at 

the peak of flavor 

perfection for months 

... Its spacious, wall- 


to-wall Fresh’ner 
Locker keeps fresh } 


meats, fruits and 














vegetables vitamin- 
full and farm-fresh 


for days! 


GIBSON REFRIGERATOR 
COMPANY 


GREENVILLE, MICHIGAN 


Copyriuht 1947, Gibson Refrigerator Co 
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Carson's, Chicago Store, 
Enhances Appliance Department 


Heralding the event with a four- 
page spread in the daily newspaper 
with the heading, “Another post-war 
plan comes true . . . Carson’s new 
Major Appliance Section,” Carson, 
Pirie, Scott & Co., Chicago depart- 
ment store, launched its newly mod- 
ernized appliance department recently. 
Stressing the new arrangement of 
major appliances for easier shopping 
and calling attention to the budget 
plan of payment, this Loop depart- 
ment store listed brands and prices of 
refrigerators, ranges, washing ma- 
chines, ironers, dryers, vacuum clean- 
ers and sewing machines. These in- 
cluded Frigidaire, General Electric, 
Westinghouse, Deepfreeze and Gen- 
eral Electric home freezers; General 
Electric, Westinghouse, Frigidaire, 
Electromaster, Universal, Estate and 
Norge electric ranges; Bendix auto- 
matic, Speed Queen, Universal, Hor- 
ton, General Electric, ABC, Maytag, 
Westinghouse Laundromat, Norge 
washers, Handyhot and Naxon port- 
ables ; Ironrite, Bendix, Horton, Speed 
Queen and General Electric ironers; 
Hamilton and Bendix dryers; Hoover, 
Eureka, General Electric, Westing- 
house, Premier and Universal vacuum 
cleaners, and White cabinet and port- 
able sewing machines. 

Lawrence M. Brock is manager of 
the appliance department. 


McMullen Leaves Hudson 
For Post with Distributor 


Alan S. McMullen has resigned his 
position as assistant buyer of appli- 
ances for the J. L. Hudson Co., De- 
troit, to accept a position as a salesman 
of major appliances for the Peninsular 
Distributing Co. Thomas Lounsberry 
has been appointed assistant buyer at 
the department store of refrigerators, 
ranges and freezers. Mr. Lounsberry 
has been with the store since 1946, 
New assistant buyer of automatic 
washers, dryers, and appliance accesso- 
ries is Charles Coleman, formerly in 
charge of subcontracting for the Glenn 
L. Martin Co. 


Lasalle & Koch Branch 
Appoints Wilson Poling 


In a series of new staff appoint- 
ments at the new Tiffin, Ohio, branch 
of the Lasalle & Koch department 
store, Wilson Poling was named man- 
ager of appliances, floor coverings and 
furniture. 


Hofmayer Quits Top 
Shillito Appliance Post 


The John Shillito Co., Cincinnati, 
Ohio, lost its divisional merchandise 
manager of appliances recently with 
the resignation of Stephen P. Hof- 
mayer. He was also responsible for 
radios, housewares, art needlework, 
piece goods, and food. Prior to join- 
ing Shillito’s he was with the F. & R. 
Lazarus Co. for 15 years. 
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lanes (coe GIVES DEALERS 


Rea. U.S. Pot. Off. 


' THESE SURE-FIRE SALES AIDS 


and 









It’s two-fisted selling time again. . . 
Electresteem leads the way with triple-action 
merchandising. That means faster sales, 
more sales, greater profit. No wonder Elec- 
tresteem Portable Electric Steam Radiators 


are always first on the “Best Seller” list! 


IT ADDS UP 10 THE Bcqgeet Season 
IN Electresteem DEALER HISTORY! 


Never before have Dealers been offered 
such a dramatic and effective sales-getting, 
merchandising device. Never before has | 


Electresteem backed-up their Dealers with 





such a hard-hitting advertising campaign. 





Every way you look at it . . . this is the sea- 


This clever device encourages 
customers to check their homes 
and “sell” themselves the need 
for Electresteem Radiators. It is 
used successfully to qualify pros- 





son to smash all Electresteem sales records! 


pects by mail . . . to open doors 
for specialty salesmen . . . to 
clinch the sale every time it is J 
demonstrated! ” 


A 


-- 6Ele = /—sacxeD 
; BY DRAMATIC ADS 
_ Slectresteem 


IN LEADING 

| NATIONAL MAGAZINES 
| ELECTRIC STEAM fk 

| 


>, You'll find half-page 
RADIATORS | 


ads in such publications 
{| 


as American Home, Bet- 
AND GIVE YOUR a 










ter Homes and Gardens, 
House Beautiful, House 





STEAM WEay row 








and Garden and Par- A WALL Piug, 
. ents . .. to uncover 
CUSTOMERS maximum sales in YOUR 
community! 
a ry aed ' A 
eho i 





Here’s a unit heater with an unchallenged 


record of satisfied users. Can be carried any- 
where. Sturdy steel construction; handsome 
finish. No moving parts to get out of order. 
Delivers clean, safe, evenly distributed 
steam heat from a wall plug. AC-DC current. 


 esre 1946 
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Write for name of your nearest jobber 


ELECTRIC STEAM RADIATOR CORP. 


PARIS, KENTUCKY 


IN CANADA: Electric Steam Radiator Company of Canada, Ltd., Windsor 
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Had enough?... 


lad enough ... of mongrel makes that won't work, 


dont stand up... returned items. refunds, red tape, 
back shipments, credit claims and capital tied up... 
dis- itistied and disillusioned customers. . -overstocks 


ind poor business? 


No ovestion about it. the publie has had enough 
if phony claims. ersatz materials. low values at 


) priees, poor production. manulacturers who 


i damn ind SHOOTS salespeople. a a 


There's no lack of real demand. or pay envelopes. 

But the folks who waved their folding money around 
div last vear are now on the proverbial fence. a 
bear trap on the bankroll. . And the want-to-be 
customers are grimly waiting for worthwhile values! 
\o store can outwit or outwait the public forever. 

lo make better business. stores must jettison 

the junk. and stock grades that stav sold... TipToe, 


lor instance, 


‘TieTor is simply, literally, definitely the finest 
iron ever made. The combination of lightweight, 
extra large sole plate, and cast-in tubular elements 
that deliver steady sustained heat... gives TipToe 
high eflicreney performance, 

lhe jointed sole plate, which permits the major 
ironing surface to be lifted off the fabric and the 
toe used for fine work... gives TipToe versatility 


no other iron ever had. 


The sculptured, Bakelite handle is comfortable, 


kept cool by a ventilated deck. 


TipToe is a work saver, time saver, back saver... 


every woman who has ever tried it. likes it and wants it. 


Two YEARS of design, development and testing 
went into TipToe ... and a vear of waiting for the 
right materials, and special machinery in the newly 
equipped Buffalo plant where lip Toe is made. 

liploe is made by Yale. the name that has meant 
the finest locks and builders’ hardware for almost 
eighty vears, precision manufacturing and quality 
products all over the world, 

Priced at S17.65-—because it couldn't be made 
und sold for less TipToe Was introduced in New 
England stores only six months ago. has sold steadily 
from the start... is currently distributed on the East 
Coast and through the Midwest. 

(nd TipToe has become a major item for dollar 
volume and profit in every store where it has been 
pushed . . . delivers two and three times the sales per 
-quare foot of any other appliance product. 

It sells by word of mouth and example. And the 
woman who does her own ironing has no complaint 


about TipToe’s price. 


ClonviNcING EVIDENCE of the demand for quality, 
TipToe has a margin that makes it worth selling... 
is only the first of the new YALE appliance line! 

When you get a chance to stock lip Toe. take it 

. and get back in the appliance business again! 

The Yale & Towne Manufacturing Co.. Electric 


\ppliance Division, Empire State Bldg., New York, 





TipToe .. . light in weight, 3 lbs. 2 oz. .. large sole plate, 29.4 sq. in. 
... mew type cast-in tubular heating elements, completely covered, virtually indestructible, 


extra efficient... separate element in toe .. 


from oven... 


... Bakelite handle, seu/ptured to fit the hand, lessens wrist fatigue, extends under fingers, prevents 
burns ...veversible cord for right or left handed ironing... jointed sole plate that 


makes TipToe two-irons-in-one ... more improvements than any other iron can shou 
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. very accurate temperature control, and dependable fabric dial 


specially designed deck deflects heat, separates handle 
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THE PERFECT ICE TRAY COMBINATION 


The New INLAND Handi-Cube Tray 


COLORFUL plastic grids in blue—as shown——green, pastel 
shades or clear plastic are available. Or standard aluminum 
grids can be supplied. Plastic or metal tray lifters are optional. 


Another Inland first! Another 
step in the development of truly 
modern ice cube trays! Colorful 
pastel-tinted plastic grids now 
add striking new beauty to the 
outstanding efficiency and per- 
formance of the new fast freez- 
ing Inland Handi-Cube Tray. 
And what efficiency! The 
metal pan assures rapid freezing. 
A slight pull-on the pan lifter 
frees the tray from the freezing 
compartment. A simple lift of 
the lever releases dry ice cubes 


in a jiffy. And this remark- 
able mechanism is designed for 
durability as well as efficiency 
.. . gives long-lasting ice cube re- 
leasing service. 

Never has such eye-arrestin 
beauty, such performance, Ate 
durability, such speedy freezing, 
been available in a single ice 
cube tray. No wonder the new 
Inland Handi-Cube Tray is writ- 
ing a new success story in ice 
cube tray sales. Get the full 
story by writing the. . . 


INLAND MANUFACTURING DIVISION, General Motors Corp., Dayton, Ohio 
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Soft Corn Crop Creates 
New Electrical Job 


With the increasing that 
frost will catch one third of the na- 
tion’s corn crop in the soft or unfin- 
ished state, a new electrical job is be- 
ing created as it becomes realized more 
and more than the only way to save 
this corn for use is by air drying with 
a fan or turning it into silage. Purdue 
University among other agricultural 
colleges is offering farmers plans for 
doing this job which calls for both 
motors and fans. When the temper- 
ature is lower than 60 deg., or the 
humidity higher than 60 percent, heated 
air must be used. 

Leaping into the situation is the 
Northern States Power Co., of Min- 
neapolis, which is now advertising elec- 
trical ways and means to farmers in 
the Gopher State. 

Equipment needed for air drying, 
fans and motors, are in fairly good 
supply at the present moment, it is 
said. Single phase motors up to 5 hp. 
are available for driving fans which 
are shipped without motors. At this 
time, many farmers prefer to buy fans 
large enough for hay drying and then 
operate them at lower speed for corn 
drying jobs. 

Transformers of the larger sizes 
continue in short supply, and the 
Northern States Power Co. asks rural 
equipment dealers to notify the power 
company when sales are made of 3 
hp. or more motors so that larger 
transformers can be installed. When 
transformers are unavailable, it will 
be necessary for farmers to unload 
their present transformers and operate 
the drying equipment alternately with 
other loads. 

Because corn does not spoil until 
temperatures continue to exceed 40 
deg., it is possible for farmers to do 
their drying at any time before spring 
spoilage threatens. In the field corn 
dries at a rate of about two-tenths of 1 
percent per day in November, and at 
a much higher rate in September and 
October. Because of this, farm ex- 
perts recommend that field harvesting 
be delayed as long as possible. 


chances 


Trav-ler Radio Distributors 
Convene at French Lick Springs 


Over 100 Trav-ler Radio Corp. dis- 
tributors met at French Lick Springs 
Hotel, French Lick, Ind., from July 
30 to August 3 for the annual sales 
convention of the company. The com- 
pany’s new line of radios and phono- 
graphs, ranging in price from $14.95 to 
$39.50, was unveiled. 
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FUSIBLE PLUG 
An extra safety feature. Plug 
melts out at 20 lb. pressure, 
yet radiator is built to with- 
stand 130 tbs. 





-the kind 
that Builds 





SENTINEL LIGHT 
Glows only when current is 


REPEAT 
BUSINESS 


electricity only 75% of the 
time when plugged in. 


ON. Shows how radiator uses 





2-WAY THERMOSTATIC CONTROL 


Soll 


perature at desired point. 





BURNHAM ELECTRIC 
STEAM RADIATORS 


Automatically keeps steam 
pressure within safe range at 
all times — also turns radiator 
on and off to keep room tem- 


EATING SATISFACTION 


‘yuu 3 


Approved by 
Underwriters’ Laboratories 
















AIR VENT 
Coin-operated valve to vent 
air wkcn radiator is first put 
into operation. 











FILLER CAP 
Water added here after every 
500 hours of use. All radia- 
tors shipped contain Prestone 
anti-freeze and water. 




















EASY TO MOVE 
Portable models equipped 
with easy-rolling, ball bearing 
Atiasite casters. Won't mar 
floors. 

















CALROD HEATING ELEMENT 


This famous immersion-type 
coil is built to deliver 15-20 years 


of service under ordinary use 





Available in 6 different sizes (A.C. or D.C.) Ranging from 3,360 B.T.U. to 10,080 B.T.U.* 











NATIONALLY ADVERTISED 


Powerful consumer advertising is now running 
in the above publications. These ads will ex- 
plain the exclusive features of Burnham Electric 
Steam Radiators . . . will stress the importance 
of adequate heater capacity for the job to be 
done ... will point out the absolute safety of 
Burnham Heaters, their efficiency and sturdy 
construction that gives life-time service. Cash 
in on this promotion. Mail coupon TODAY for 
full information. 
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ELECTRIC RADIATOR DEPARTMENT 


IRVINGTON, N. Y., DEPT. EM107 


These auxiliary heating units—finest of their type in the world— 


offer you opportunity unlimited for immediate profits and lucra- 


tive, long-range repeat business. 


The quality, performance and safety of 
these sturdy, efficient radiators virtually 
eliminate competition. Thousands of 
them have been delivering trouble-free 
satisfaction for years. They're made of 
rust-resisting cast iron — their modern, 
slenderized design provides heating ef- 
ficiency equal to conventional type 
radiators — yet size and weight have 
been reduced 60%. Their control units 


are the finest that can be produced. 


Check carefully the six special features 
above. You'll quickly see why Burnham's 
Electric Steam Radiators are the finest 


on the market and the most economical 


in the long run. Sell this superior prod- 
uct. You'll make substantial extra profits 
build valuable good will. 


Burnham's 6 different sizes—3 portable, 
3 stationary —enable you to provide the 
correct size and type of radiator to do 
fully and efficiently the job expected of 
it. That means real customer satisfac~ 
tion. All models are available for A.C. 
or D.C., 110 volts or 220 volts. Wattage 
ranges from 1,000 to 3,000. 


Mail the coupon NOW for prices and 
full details. Please mail with business 
letterhead. 


“We supply a special Heating Manual with simple 
instructions for figuring correct size for any room. 


[eee ee 


Irvington, N. Y. 


Address 


City end Stete___. 


| Dealer 
* 


Burnham Corporation, Electric Radiator Dept 


We are interested in knowing more about Burnham Electric Steam Radiators 


Please send full particulars without obligation 


Dept. EM107 


I aseennsemneninamdunseteeneeemennnininenieameennneeel 
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No other Coffee Makers 
—regardiless of price— 


have the Tastegard! 


Top of the RANGE MODEL 


Here's General Electric with the} s 





in the coffee maker} b 


Geverat Eveerric! The name that’s on the electric 
appliane es most women want most. according to survey 
after survey! No other name approaches it for holding 


the respeet and confidence of the public, 


THE FEATURE: The General FleetrieT 1STEG ARD 

that tiny third hole in the stem of everv General 
Electric Coffee Maker. Because of the Tastegard feature. 
your customers can always make from two to eight ¢ ups 
of pertect coffee in any G-E Coffee Maker. 


That's why General Electric only needs to make one 
size of coffee maker. Its the scientist's answer to pertect 


and uniform coffee. 
Because " by prec isely bos ating the lastegard vent. the 


coffer whether two cups or eight—is brewed at the 


perfect temperature, approximate ly 196 degrees Fo No 


other coffee maker has the Tustegard! 


THE ADVERTISING: General Electric is telling the 


American public this exclusive coffee maker story right 
through the Christmas season, with black-and-white 


and four-color pages in Look and Collier's. 


Gift buyers will be heading toward vour store to see 


and buy G-E Tastegard Coffee Makers. 


THE PROFITS: Plenty of them for you! Stock up 


now. Point out and explain the Tastegard feature. Vhen 
watch G-E Coffee Makers sell themselves. 


Compare these great coffee maker values, model by 
model, feature by feature. with competitive makes. 
You ll see why more and more customers are coming 


your way for G-E Tastegard Coffee Makers. 


A COMPLETE LINE—A TOP-QUALITY FILTER ROD 


$4.95 SPECIAL ELECTRIC MODEL retails for $6.95 plus tax DE LUXE ELECTRIC MODEL 


Makes two to eight cups of perfect coffee on stove or hot 








$9.95 plus tax 


plate. Like all G-F Coffee Makers, it features visible cup 
measurements and con ethent handle on lower bowl, 


and the exclusive Justegard. Wide-mouth bowls for easy 


cleaning. Lay-on lid and filter, 


Among the three leaders, this is the lowest-priced com- 
plete electric coffee maker sold! All the features of the 
range model, plus a durable, quick-heating, chromium- 
plated G-b Electric Stove. Makes two to eight cupfuls. 
Plug-in cord and filter. 
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This two- to eight-cup electric model features a cool-to- 
the-touch plastic base. Clamp-on lid permits easy 
removal of upper bowl, and acts as a table mat when 
hot upper bowl is set on table. Plug-in cord and glass 
filter rod. 
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SEN 


On 
Swi 
pla 
cla 
filt 





e| standout exclusive feature 
| husiness ! 1 





SEMIAUTOMATIC MODEL $12.95 plus tax 


a One heat to brew 2 to 8 cups of perfect coffee .. . flip a 
switch, another heat to keep it warm. Cool-to-the-touch 
plastic base, upper bowl handle and combination 
clamp-on lid and table mat. Plug-in cord and glass 


filter rod 





GLASS FILTER ROD 50¢ — 4 TASTEGARD 
Convenient. Fits almost any make coffee maker. Cleans . ; COFFEE 
MAKERS 





in a jiffy under the tap. Clear coffee, no metal taste. 





None other can surpass its Corning-glass quality! 


EXTRA REPLACEMENT BUSINESS! 


Coffee maker customers are come-back customers . . . 





bring you up to 30% extra sales of replacement bowls! AL-AUTOMANS MOSEL $17.95 plus tax 
Only two sets of bowls required to service the entire Lowest-priced, all-automatic vacuum coffee maker sold! Brews 2 to 8 cups auto- 
line. That means you always have the right bowl on matically ... then keeps coffee warm until you're ready. Go about your work: no 
hand. No “specials” to reorder. Less storage space, sim- need to watch. Includes all other G-E features. Appliance and Merchandise Dept., 
plitied inventory, and high turnover. Enjoy this extra General Hleetric Co., Bridgeport 2, Conn. 


volume 
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REA Tells How 
To Pick Washers 


That a cup of kerosene to five 
gallons of water helps get stains from 
greasy clothes was one of the helpful 

hints promulgated recently by the 
KEA in advising its customers how 
to select the proper washer for their 


job. 









Any automatic machine needs good 
water pressure and plenty of hot and 
} cold, and fairly soit water, the REA 
| magazine told its readers. Farm cus- 
tomers in selecting automatics are 
asked to find out just how much hot 
water machines need. On the agi- 
tator type models farm families were 
| advised to look for large capacity 


types and on wringers to demand ies 
FRANK DAUSTER balloon rolls and check for safety Pe 
~ ae release on wringers. Wringer rolls Ko 


WILBUR B. DRIVER CO should stop when release bar is 


touched, it is said, also while wringer 
swings from one position to another. , | 
One of the tests farmers are asked to rik ae 
make was to swing the wringer away 
from the machine and observe whether 
the washer remained in balance. 

Farm buyers were asked to be sure 





that the washer frame is grounded ‘ 
through a three prong plug by sep- 7 
arate copper wire attached to frame iH 
and running either to separate ground- a 


ing wire main switch or to a water 
pipe connected to the ground at the 
main switch. \] 
Buy from a dependable dealer with : 
a good record for giving service on 
equipment, farmers were told. 


Milwaukee Dealers Frown on 
Long Credit, Big Trade-ins 


As merchandise begins to come cas- 
cading in on dealers, it is apparent 
that there is confusion in the appliance 
industry, Howard Ashworth, secre- 
tary of the Wisconsin Radio, Refrig- 
eration and Appliance Assn., pointed 
out to some 60 dealers and distributors 
at a luncheon in Milwaukee in August 
| Level headed dealers are now seek- 
ing ways and means to prevent a re- 
turn to the pre-war evils of excessive 
trade-in allowances and _ over-long 
terms, he said 

Thirty-six month terms were 
frowned upon as longer terms become 
the rule instead of the exception. Pos- 
sible variation was the package sale 
made to a customer who takes several 
items at one time and cannot pay up in 
a shorter period. 

James Taylor of the Taylor Electric 
Co. was named as one of a committee 
of nine to act as an advisory group to 
the association in studying the matter. 








A "yes man’ by his own choosing! 








l'wenty-eight years of experience in drawing, annealing and inspecting 
resistance wire for Wilbur B. Driver Co., have taught Frank Dauster 
many things. He knows what constitutes quality, and he knows how 
to inject it into customers’ specifications. 


Frank considers himself a “yes man” because “yes” has been his 


inswer even when customers’ specifications have appeared impossible 
to meet. 


\ tribute to this kind of resourcefulness is the fact that, even with 
today’s shortages, Frank stamps “Materials in Stock” on a majority of 


incoming orders—proof indeed that research and production have kept 
the pace. 





WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 


"OH, BY THE WAY, BOSS—I'M GOING TO 
THE MOVIES WITH A CUSTOMER TONIGHT. 
IT WAS ONE OF THOSE TIE-IN SALES!" 
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STOP!- LOOK!- and LISTEW/ 7o 


STROMBERG-CARLSON’S challenging 
radio advertising and sales promotion 
campaigns 


eG C ws Now 


-_— 
_— 





First of the new series. Full color 
spread in the POST and LIFE—asking 
39,000,000 readers to STOP!—LOOK! 
and LISTEN! 


FLUYS: = a hard hitting 
newspaper campaign in 
key cities 











Big space advertise- 
ments localize the excitement of Stromberg-Carlson’s 
Stop!—Look! and Listen! theme—dramatize the 12-Minute 


Demonstration — turn interest into action that leads to 


sales! 


THERE IS NOTHING FINER THAN A 





Nothing vague here! This is down 
to earth selling. It helps your pros- 
pect make up his mind. It makes him 
want to Stop! —Look!—and Listen! 
to a Stromberg-Carlson. It sends 


customers your way! 


PLUS: -a complete new 
sales-closing package built 
around 


No gaps here! No step has been overlooked to carry 
the full force of this challenging theme through to 
your floor. Each piece has been designed to lead 
the prospect into a convincing, clinching 12-Minute 


demonstration! 

This complete program is geared to a highly com- 
petitive market. It is carefully worked out to help 
you make money as a Stromberg-Carlson dealer! 


Your distributor will give you full details. 


STROMBERG - CARLSON 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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Now dealers will have the 


answer for customers who want 
the finest in fractional horse- 


power motors. 


There’s more than a quarter 


of a century of electrical engi- 
neering know-how in the 
Hoover Fractional Horsepower 
Motor. . 
made the Hoover Cleaner the 


. the same skill that’s 


world’s best. 


You will be able to offer your 


customers compact power- 


HOOVER BUILT 





HOOVER ENGINEERED 





BY THE MANUFACTURERS 


OF THE WORLD-FAMOUS 


HOOVER 


CLEANER ¢ 


packed fractional horsepower 
motors of watch-like precision, 
work-horse stamina and with a 
name they know is the leader. 








MULTIPLY BY FOUR: At the recent four day sales meeting of Deepfreeze re- 


gional and district managers, F. F. Duggan, general sales manager, told them that 
the way to reach the potential 30,000,000 customers is by multiplication of effort, 
this to be accomplish by careful training of distributor salesman. 











FEATURES OF THE 


Induction run. . 
duty yuilt for Continuous operat 
Capacitor start more than 300 


rren Ow 


No vibration or “‘shift"’ 


intepyral 


inting and quiet Operation 
Low temperature electrical and 
perature Operation Ventilated open 
Laminated steel rotor carefully g 
Centrifugal starting switch built 
High-grade ball bearings sealed 
performance and long Wear 
Rotation k or counterclockw 


HOOVER MOTOR 


. single phase... 60 cycles... 1725 R.P.M.... heavy 


ion 


1 


full load starting torque with min 


teet arefully machined to give 
mechanical design for low-ten 
type 10” C. Rise 


round and balanced for maximun 


for years of trouble tree Opcration 


ayvainst dust an vrit, give smootl 


1S¢ 











THE HOOVER COMPANY 


Electric Motor Division, 


North Canton, Ohio 


Hamilton, Ontario, Canada 
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Price Rises Cause 
Wives to Seek Jobs 


That wives and mothers are going 
after jobs in order to add to the family 
income is a visible trend in the Middle 
West 

Willetts S. Main, employment man 
ager in Milwaukee, says that the num- 


er of women applicants at his employ 

ment office jumped from 893 in June 
to 1,300 in July and more than that in 
August. The 

ports that the 
Co. has had an increase in applications 
from married women, and that Cutler 
Hammer has more 


Vilwaukee Journal re- 
Wisconsin Telephone 


married women 
seeking work. 

In an analysis of the 1946 population 
census, the census bureau has found 
that both husband and wife work 
one of five normal families 

What the trend will mean in appli 
ance sales is a hike in the demand for 
labor saving appliances such as auto 
matic washers, self tending percolators 
vaffle irons, toasters and the like 


The trend will jump the sale ot 
ready-mix cakes, biscuits and other 
preparations im grocery stores due to 
he fact that thev save time with the 
vorking wife, even though they cost 
mor¢ 


It is obvious that promotion of ap 
pliances will tend to stress more the 
time saving factor than the money 


Saving angle if this situation continues 


A. O. Smith Starts 
24-Hour Product Service 


Twenty-four hour service has been 
inaugurated for the glass-lined water 
heaters, coal stokers, welding equip- 
ment, electric motors, pumps, and 
meters manufactured by the A. O. 
Smith Corp., Milwaukee, Wis., the 
company announced recently. The 
service will be available to dealers 
and distributors in all parts of the 
country, said L. B. Smith, vice-presi- 
dent and assistant general manager. 
The product service division’s first 
unit is already in operation in New- 
ark, N. J., at 115 Frelinghuysen Ave. 

Mr. Smith said that fast service and 
low cost are the first goals of the 
division. It will do all its own packag- 
ing and merchandise will be off the 
shelves and on its way within 24 
hours. Received damaged parts will 
be held until enough have been ac- 
cumulated to make assembly line re- 
pairs possible, thus keeping costs 
down. 


OCTOBER 1, 


Selective Consumer Buying 


Called Healthful by Scaife 


Because of more selective consume: 
buying, electric appliance dealers are 
enjoying a more healthful condition 
than has existed at any time during 
the past seven years, Howard 
Scaife, manager of sales development 
ior Hotpoint, Inc., told a panel oi 
business editors in Chicago on July 15 

“Consumers are no longer willing 
to buy the first appliance offered,” he 
said, “merely for the sake of im- 
mediate delivery. More and more 
dealers report that their customers 
are demanding dependability and other 
assurances of quality that accom 
panied first line appliances prior to 
the war.” 

Mr. Scaife forecast firm prices for 
the predictable future and said that the 
newly signed coal pact would tend t 
raise appliance prices. 

“Removal of government controls 
on installment buying,” he declared, 
“will make it necessary for dealers to 
adopt sound credit policies. . .” He 
advocated a down payment of 20 per- 
cent with terms limited to two vears 


Motorola Set For 
1948 Ad Campaign 


1948 Motorola home radios will be 
backed with the biggest advertising 
campaign in the company’s history, 
Victor A. Irvine, advertising manager 
of Motorola, Inc., announced recently 
He described the new line as “furni- 
ture styled”, to harmonize with vari- 
ous interior decoration motifs. 

3ackbone of the campaign will be 
full-color, full-page advertisements 
in the Saturday Evening Post, Col- 
liers, and Better Homes and Gardens. 
This Week and the American Weekly 
will also carry full-page, full-color 
ads. Point of sale material will in- 
clude new neon counter signs, outdoor 
signs, window displays, demonstra- 
tion boards. 


Boom in Radio 
Retail Advertising 


First 22 days of August in Chicago 
saw 14,669 lines in store publicity, 
37,031 in national radio advertising, 
a total of 51,700 lines. 

Compared to 8,918 lines of local 
space for 1946 (for the similar period) 
and 5,571 of national, or total 14,489, 
one gets in a nutshell an idea of the 
amount of radio promotion going on. 
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WHITE GROSS presents a NEW PROFIT “THREESOME” 









Now you can sell the advantages of Electric Cooking at a 
Low Price every household can afford! 


e Ws Whittle E2056 IY): **In all my 55 years I have never seen 


a better merchandising opportunity!’ 


Here's electric cooking in its simplest, most inexpensive form! Practically any 


meal can be prepared with this White Cross “threesome”—right on the table. 


It's a natural for small homes, apartments. hotels, trailers. cottages, offices. 
| 5 


The amazing new 


Airdome Smokeless Broiler °n Cooker broils, fries. 





toasts. bakes. Patented, exclusive construction eliminates smoke and greasy 


fumes—retains the rich food juices, flavor and vitamins! Nothing ever like it! 


110 120 volt, AC or DC. Underwriter Laboratories approved. 


The Instant Heat Hot Plate has two six-inch 





(o0-watt elements with three- 


heat reciprocating switehes and a beautiful satin chrome finish. The White 


Cross Coffee Vae makes cight big cups of delicious coffee. Single unit Vae 





and Stove, also— No. SI8BE. 


OTHER MATCHED DESIGN WHITE CROSS PRODUCTS 


No. 548BG 


No. 574—White Cross Heating 
Pad— Removable suede cloth cov- 
er, assorted colors. Wet proof con- 


struction. Double thermostat ele- 
mentin rubberized envelope. Extra 
long rubber cord with 3-heat 


switch. Display packaged. Under- 


writer Laboratories approved. 





No. 351A—New 1000-Watt 
Lightweight Automatic tron — 
Has new fabric indicator which in- 
cludes setting for nylon. Special 
thermostat maintains proper tem- 
perature accurately on heavy oc 


light material 





No. 666—Twin Waffle Baker— No. 630— Automatic Pop-up 
Bakes two waffles at once. Cast Toaster— Iwo slice pop-up toaster 
tluminum grids each with heat is silent (no clock) and automatic 
indicator. Matched design appli- Positive control with exclusive 
White Cross thermostat for timing 
and color of toast. Matched design 


AC only. 


ince; chrome finished, adorned 
with modern engraved design on 


hbase and cover. 


Write Dept. RB-12 


No. 628X—Combination Sand- 
wich Toaster and Waffle Baker 
— I arge inter« hangeable alumi- 
num grids. Expanding hinges for 
“double-deckers.” 
permits frying on both = grids. 


Matched design 


Spec ial support 


No. 669—Large Automatic Waf- 
fle lron—Has full size cast alumi- 
num No-Stick grids. Signal light 
indicates baking temperature and 
when to remove and serve waffles 
Full expansion hinge. Matched 
design. AC only. 


today for name of your local distributor. 


NATIONAL STAMPING AND ELECTRIC WORKS ° 


Vakers of 
WHITE CROSS Products 





No. 114—Satin Chrome 6-Heat 
Hot Plate—Iwo T-inch burners 
with 3-heat elements. Left, 1000- 
5000-250 watts; right, 650-324-165 
watts. Reciprocating switches with 
indicating plate. Finished in satin 


chrome throughout, 


3250 West Lake Street, Chicago 24, Illinois 


Subsidiary of 


EUREKA WILLIAMS Corporation 


Plants in CHICAGO, ILL., BLOOMINGTON, ILL., DETROIT, MICH. 
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forced heated air) 


Tue only heaters built that give both 


kinds of heat (infra-red rays plus fan- 


- the only heaters 


built that give your customers WARM 
COMFORT QUICKLY, the FAN-GLO 


HEETAIRES give you 


a complete 


SALES and PROFITS program! A 


powerful advertising and merchandis- 


ing campaign that means more goods 


moved to people—more people moved 


to goods—MORE PROFITS FOR 


YOU! 














A Complete Quality Line 


PRODUCT PLUS PRICE 


HEETAIRE gives you an entire line of matched 
heaters—portables and built-ins—in every 
price range, for every purse and person. 


much space. 








MARKEL 


Space-Saving, Silent 
Selling Displays 


TO MAKE HER BUY, 
CATCH HER EYE 


ables and built-ins) that don’t take 


They catch your cus- 


tomer’s eye—make her buy! 


Powerful consumer literature 


THE MAILMAN WORKS 
FOR YOU FREE 


Two colorful lightweight statement 
inclosures and counter throwaways. 
They fit in your small envelopes— 
and they‘re loaded with “come and 
get it’ sells-manship! 





ELECTRIC PRODUCTS, Inc. 


145 SENECA ST., BUFFALO 3, N. Y. 














































































A Pocket-size Sales Manual 


INFORMATION PLEASE 


The 36-page Guide to Quick Heating 
that tells your salesmen all about 
heaters — and how to merchandise 
and sell them profitably! 


Newspaper Ads and Mats 


THE POWER OF THE PRESS 


Six different productive retail 
ads—run them over your sig- 
nature—and be ready for bet- 
ter business. 


Comparison Airflow Chart 


WHAT HAVE WE GOT 
THAT THEY HAVEN'T? 


The “tell all’ 11” x 14” chart 
a new contribution to sales— 
turns shoppers into customers! 


LASALLE 
LIGHTING PRODUCTS, Inc. | 


UL) Tested and Listed Under Reexamination Service by Underwriters’ Laboratories, Inc. 
e 


Write, wire, or ‘phone your supplier—or us—for the story of FAN-GLO HEETAIRE PROFITS! 


ae 
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Launderall Permits Use of 
Machine in Pay Laundries 


Self-service laundries and apart- 
ment houses will be permitted to use 
Launderall automatic washing ma- 
chines under the provisions of a 
change in factory policy recently an- 
nounced by the F. L. Jacobs Co. 
Detroit. 

Rex C. Jacobs, president of the 
company, said that the program “does 
not exact any tribute from persons 
desiring to go into the self-service 
laundry business, however such tribute 
might be concealed in the form of 
franchises or contracts which call for 
monthly rentals or fees. We _ will 
offer such operators the widest pos- 
sible latitude consistent with reliable 
and proven procedures.” 

The company will issue recom- 
mended planning and procedures which 
are to be administered by its author- 
ized distributors and dealers. In ad- 
dition, a booklet of information and 
advice has been prepared especially 
for those desiring to engage in this 
type of business. 

Mr. Jacobs explained that increased 
production of Launderalls has made 
the increased latitude in their use 
possible 


Lightoiler Plans 
Dealer Assistance 


Three objectives have been set by 
Lightolier in its recently announced 
campaign to help dealers sell light- 
ing fixtures and lamps. They are: (1) 
to make the public conscious of decora 
tive lighting; (2) to make Lightolier 
dealerships the most sought after in the 
nation; and (3) to help Lightolier dis- 
tributors, dealers and contractors make 
the maximum profit from the expected 
building boom. 

The program involves, says the 
company, the expenditure of over 
$333,000 and includes full-color, full- 
page advertisements in consumer 
and trade publications, special 
brochures for the trade and consumers, 
other promotional aids. According to 
Meyer L. Loebelson, advertising man- 
ager of Lightolier, Inc., two of the 
outstanding selling helps are the 
Lighting Guide, a booklet digest of the 
more important factors which a home 
builder should consider when planning 
wiring and selecting lighting, and 
New Light, New Charm for Your 
Home, containing pictures of 14 
room interiors, all featuring decora- 
tive lighting fixtures and lamps. 
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TELE-TONE =F Table Model =150 Super HETERODYNE with slide TELE-TONE om Table Model = 160 Powerful SUPER alaal circuit, for 


rule dial, streamlined plastic case .. . at a price that means sales, YN Gare) an ©] Gea) ito (-Mav) (-Me lle] Melt ielilelilam Ze)itlit-Maelaliae) Maat) it) f- Mela) 


sales, sales. In ebony. plement. Built-in antennae. Available in colorful plastic cabinets 


To retail at | 9.95 Ivory $13.95 alate. $17 -95 


TELE-TONE Self Powered Portable — Model +156 a lelatetieliil-) TELE-TONE — Table Model +159 Here’s the set that puts ats) 


portable with SUPER-HET circuit, cased in post-war flexible plastic green light on real profits. SUPER HETERODYNE circuit with slide 


and available in maroon, sand, cream or ebony. One of the “hot- rule dial and streamlined plastic case. Available in brown or ivory. 


test’ numbers ever presented 
To retail aft $] ] 95 ess bafferies To retail at +) | 9.75 


styled for sales...in sparkling colors 
priced for profits 


Here’s the radio news you and your customers 
have been waiting for. Here are four new 
TELE-TONE models that will have them 
storming through your doors. . . building 
profitable traffic that results in extra sales, 
extra profits. 


Order the new TELE-TONES today . . . display 
them on your shelves... in your windows 


© £ . . « Ps ! : ' . : 
. and watch them sell and sell and sell! America's Leading Small Radio Specialists 
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FIRST UTILITY PROMOTION of Sylvania Electric Products’ new 200-watt indirect 
Boolite bulb was launched recently by the Westchester Lighting Co., N. Y. At the 
end of the Westchester campaign Sylvania will award 12 prizes totaling $150 to 
dealers who sell the most. George F. Kelley (left), general sales manager of the 
utility, demonstrates the bulb at a recent announcement dinner in Bronxville. 

































Quality and mode- 
rate prices have, 
over the years, 
made Signal a 


» | High Refrigerator Demand 
} Will Last 3 Years, Says Baker 


j / Dealers attending the recent furni- in 1947 the rate 


has been approxi- 
leader in fans, tele- ture show in Chicago heard L. H. D. = mately 280,000 units a month. It will 
graph instruments Baker vice-president of Admiral take 544 months to catch up with 
and portable elec- Cory predict that the demand for normal demand at this rate, he de- 
tric drills. quality refrigerators will keep ahead clared. The figures, he emphasized, do 
production for another three years. not take into account the export mar- 
Between V-] Day and the end of ket, which he expects will become an 
1949, he said, there will have accumu- important factor before the equaliza- 
lated a demand for 17,644,000 re- tion point between demand and sup- 
frigerators in the U. S. alone. Up _ ply is met 
intil the end of 1946 only 2,400,000 Mr. Baker listed the figures on de- 
had actually been produced and so far mand for refrigerators as follows: 
Normal Demand from 
Demand For Additional Accumulated 
Year Retirements Users Total Total 
at V-J 
Day & ‘45 2,324,000 5,420,000 7,744,000 7,744,000 
1946 1,017,000 1,438,000 2,455,000 10,199,000 
1947 1,176,000 1,250,000 2,426,000 12,625,000 
1948 1,322,000 1,175,000 2,497,000 15,122,000 
1949 1,448,000 1,074,000 2,522,000 17,644,000 





7,287,000 10,357,000 17,644,000 


First to Study 





DRILLS 





Complete information on Signal 
Products upon request. 
SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 











BT AT 
- yer: aS - 
> A ~~ A = aAs | SPECIALIZED SERVICE training on FM radio receivers is given to Mrs. Ruth 


| Smith, first woman to receive the training under Zenith Radio Corp's. new series of 
22 schools. The instructor is Brian Marohnic, field engineer for the company. 
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AMERICAS MOST POPULA 
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b mer 
; NEW EMERSON RADIO ¢ 

r MODEL 558 x 

} $ 3 4? 

\ 


LESS BATTERIES 






Choice of Ivory, 








Note new full- 
vision sliderule 
dial and efficient 
tuning knobs. 


IMPROVED FEATURES 


Super-Fowered 1948 1. New type — 60% LARGER — Alnico 5 Perma- 


nent Magnet Dynamic Speaker — greater 


sensitivity and power without distortion. 
2. New hinged back for easy accessibility. 
3. New provision for easy battery change. 
we 4. Modern miniature iron core IF coils. 
Increased acoustic power with advanced circuit design — High 
efficiency loop antenna located to eliminate chassis signal 
absorption Automatic volume control — Exceptionally low 


battery drain. 





Every Emerson Radio dealer knows the sensa- Production of Model 558 — backed by tre- 
tional selling history of the former Model 508. mendous promotion—is rapidly going ahead, 
Nationwide response PROVES that this new, but commitments must be filled in the order 
improved version— Model 558—is destined to received, Anticipate your needs NOW for the 
MULTIPLY that public demand! coming FALL and WINTER BOOM. 


Write, Wire or Phone Your Emerson Radio Distributor 


EMERSON RADIO AND PHONOGRAPH CORPORATION «+ NEW YORK 11, N. Y. 
World’s Largest Maker of Small Radio 
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IT PAYS TO FEATURE THE COMPLETE 
rd 
LINE THAT LEADS THE FIELD! 


WATIONAL 






The most remarkable utensil 
ever invented for hi-speed 





cooking and safe canning. ‘ 
Holds 3 pint jars : 
for canning. : Dreilp c > (Mod 
Designed to match 4-quart 8 Me COOKER (Mod 
. . . 6-QUART SIZE—No. 406 
and 6-quart sizes, cast from ° 
special, extra-durable, fin- * Specially suited for meat 
est quality Simalloy. Perfect + and poultry cooking as well 
for the beginner in the art . 3 all other foods. Adapt- 
ia ; . abletolarger families. Holds 
of Presto Cooking. Ae ae : 
r c 5 pint jars for canning. 


Only PREsTo COOKERS 


Dreslo DIVIDE 


have the exclusive HoMEC — 
SEAL, the special rising For cooking two 
stem, 5-10-15 lb. INDICATOR- or more foods at 
WEIGHT, and the combina- one time. Can 
. tion ANTI-VACUUM VALVE be attached to 





and OVER-PRESSURE PLUG! 





rack. Fits all 
4-quart PrREsTO COOKERS. 








ALUNA CLEANIN 
PADS—No. 24 
Made especially 
for cleaning 
PrREsTO COOK- 
; ERS. Ideal, too, 
for all scouring purposes. 

Impregnated with soap. 


Designed to match 4-quart 
size, pressed from extra- 





heavy finest quality alu- 





minum. Excellent for the 


ode! 


“‘all-alone’’ homemaker. . +-QUART SIZE—No. 604 


> °° >eeeeeeeeeeeeeeeeeeeeeeeeeeee ee 6 eeeeseeeeeseeneeeeeeeee 


7 
Y/Y PRESSURE 
\aitonii py 
——e COOKER 


National Pressure Cooker No. 7 
has a canning capacity of 7 quart 
jars or 9 pint jars. Liquid ca- 
pacity 16 quarts. National Pres- 
sure Cooker No. 5 has a canning 
ee wh quart jars or 7 pint Eliminates clock watching. 
jars. Liquid capacity 12 quarts. : F 

Bedened with inset pans, rack, An easy sale with every 
wire canning basket, and com- PRESTO COOKER and 
plete recipe and instruction book. Canner! 


@eee<«eesee7eeeee<ecs<6«ececee#34#s8eeseens,ee*e7nseeeseeseeee#e8e?ee#see¢ée 








WORLD’S LARGEST MANUFACTURERS OF PRESSURE COOKERS AND CANNERS 
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"Toghe the gpplieuce cuflonors Mea coutil/ 


What ‘ 


keep you prosperous — now 


Right now you're worrying about merchandise 
not customers. But manana things will be dif- 
ferent. . the customers 
you'll want most will be the free-spending, 


appliance-using Joneses. 


And when mafiana comes .. 


There are 8.150.000 of these Cosmopolitan 
4 out of 5 And the 
largest percentage is concentrated among families in 
the golden“ 


readers. > live in urban areas. 


Age of Accumulation” (25 to 35 


years). 


1947 


‘the Joneses” in your trading area buy will 


and manana. And 


the alert manufacturer who wants to hold your 


business will tell them his brand story in Cosmo- 
politan - 


- regularly. 


(osmopolita 
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You go straight to the heart of your market with y 
A 's, 


W/ ff 
\ | & 
\}) >~ ‘ 


ELECTRIC 



























| MUST HAVE HAD THE EGGS TOO CLOSE 
TO THE SUNLAMP!" 





Photo-Television Machine 


Mrs. America Asked for 
° Announced by Mutoscope 
5 Refrigerator Features Se ae: Ses eli 


with science. 
© William Rabkin, president of the 
eee She Gets ALL 5 in International Mutoscope Corp., Long 


Island City, N. Y., announced last 


) month that his company is manufac- 
turing a new television machine, which 
permits the observer, by the deposit 

: a of the required amount of money, to 


photograph the scenes which appear 


Vy Big Frozen Food Locker on the screen and thus acquire a per- 
manent record. Primary outlet, ac 








, cording to entrepreneur Rabkin, would 

V Big Meat Storage Space be amusement arcades, then newspaper 
offices (for immediate news coverage), 

y Flavor Saver Principle | bars, grills, hotels, bus and train ter- 


minals. First units will be placed in 
the early fall. 


979 75 y Quick-Release Ice Trays The machine will operate on an in 


terlocked coin mechanism for viewing 

Vy Room for tall or gallon the photographing “All clear” for 
picture taking will be signaled by a 

bottles white light and a red light will in- 
dicate that it is time for another coin. 
° Exposure time for photographing any 

44,000,000 Readers know that COOLERATOR gives the MOST FOR THE MONEY eee be oat cs ech a Ga” ee 
Coolerator went right to American Homemakers print is automatically developed and 

. asked ““What do YOU want in your new Elec- delivered in one minute. 
tric?’ The big, beautiful Deluxe Model and the 
amazingly compact Kitchen Saver both give Mrs. 

America exactly what she demands .. . and ata 

profit-to-you price. Bright advertising in key mag- NERA Organizes Seven 

azines paves your way to quick sales. Pitch your 

own —_ into this oo ae _ at ads = New Local Chapters 
your local newspapers and capture the buyers who on P e 
want More for Their Money icaientehn ideation. l 2 Ihe chapter total “ the National 
See your Distributor or write for full information. Electrical Retailers Assn. is now 18 
as a result of the addition of seven 
new chapters in Ohio, Wisconsin and 
Arizona, C. C. Simpson, managing 
director, announced recently. 

Two of the new chapters are in 
Ohio and are headed by W. R. Cona- 
way and George Cotterman, of New 
Lexington and Newark, respectively. 
The Coolerator Company, Dept. EM-107, Duluth 1, Minnesota James Larson, West Bend, heads the 
new Wisconsin chapter. Four Arizona 
chapters are headed by Pat O’Hara 
| Phoenix; A. D. Fee, Prescott; Cecil 


MODEL DRB5 F.0.8. DULUTH 








Flacot-Savee WtFRIGERATORS AND FREEZERS 








Manufacturers of Electric and Convertible Ice-to-Electric Refrigerators, Home and Farm Freezers 




















my . > 
Se av on; s N 

COOLERATOR DISTRIBUTORS THROUGHOU!/ UNITED STATES ANL CANADA oy. 1800. ue Sentte Quntnenteee E. Gaver, Tucson; and James | 
AKRON. OHiC evelend Radios FARGO, N. DAK Fargo Glass & Paint Co ST. PAUL, MINN Campbell-Stenson Co Eager, Globe 
ALBUQUERQUE, N. ™ to esale SRAND RAPIDS, MICH State Distributing Company SALT LAKE CITY, UTAH Glenn Earl, Inc 
ALLENTOWN, PA y HOUSTON. TEXAS Straus Frank Company SAN ANTONIO TEXAS General Appliance Company 
ATLANTA. GA HUNTINGTON, W VA Van Zandt Supply ¢ SAN FRANCISCO, CALIF McCormack & Company 
BALTIMORE. MI INDIANAPOLIS. INE Appliance Distributing ( SAVANNAH. GA The Yancy Co 
BANGOR, MAINE JACKSONVILLE, FLA Consolidated Automotive Co SCHENECTADY. N. Y eValley, McLeod, Kinkaid, Inc 
8 INGS. MONT y KANSAS CITY, MO Enterprise Whe pin SEATTLE, WASH Seattle Radio Supply, inc . 
BINGHAMTON, NY ply KNOXVILLE, TENN M. McClung SIOUX FALLS, S. DAK GW. Onthank Company Rheem Forms Canadian 
BIRMINGHAM, ALA . LITTLE ROCK, ARK Gunn Distributing Co., inc SPOKANE, WASH Prudential Distributors, Inc o ie . e 
BOSTON, MASS 0 Com y LOS ANGELES, CALIF Sues, Young & Brown ( In SPRINGFIELD, MASS The Burden-BryantCo., Inc Subsidiary in Ontario 
BUFFALO. N Y H. D. Tavior Company LOUISVILLE, KY Ewald Distributing Ce SYRACUSE, N Y Paul Jeffrey Company 
BURLINGTON. VT J}. S. George Supply MEMPHIS, TENN Shobe. Inc TOLEDO, OHIO Walding, Kinnan & Marvin k = | P 
CANTON. OHIO eveland Radiolectr MILWAUKEE, wis¢ Taylor Electric Co UTICA, N.Y Horrocks. Ibbotson Company S Ee Ss 
CHARLOTTE. N Southern Radio Corporatior NASHVILLE. TENN Keith-Simmons Co. Inc VINCENNES. IND Ebner Appliances Distributors R. oy Rheem, pres ident of Rheem 
HATTANOOGA. TENN k & App! Distributor NEW HAVEN. CONN America tibutors, Ir WASHINGTON, D ¢ Mid Atlantic Appliance Dist Mig Co., recently announced the tor- 
HICAGO. ILL S. £. Schulman Company NEW ORLEANS. LA Modern Appliance & Supply Co WICHITA. KANSAS McGrew Distributirg, Inc A ° er" ° 
INCINNATI. OH inie Aes 7 NEW YORK. N.Y DW. May Corporatior WILKES-BARRE. PA Kile-Jacobs. Inc mation of a subsidiary company in 
CLEVELAND. OHK NEW YORK -EXPORT })_ H. Latham—/70 Pine St WILLMAR, MINN Minnesota Electric Company H: ] ( eel - 
OLUMBUS, OKC OKLAHOMA CITY. OKLA Jenkins Wholesale Division YOUNGSTOWN. OHIO Cleveland Radiolectric Company amilton, Intario, Canada, to be 
)ALLAS. TEXAS t OMAHA, NEBR >. W. Onthank Company Canadian Distributors , P hee 7 
DAVENPORT. 1OWA mpany PHILADELPHIA, PA Ellott-Lewis Electrical Co CALGARY, ALBERTA Metals, Limited known as Rheem Canada, Ltd. The 
DAYTON, OHI PHOENIX, ARIZ Albert Mathias Co EDMONTON, ALBERTA Metals, Limited > ; > ¢ 4 ; 
DENVER. COLO any PITTSBURGH. PA J. A. Wilhams ( MONTREAL, QUEBEC Frank, Levasseur & Co., Ltd nm we ~ U rc aoe” 2 eighth 
DES MOINES. 10WA 3 mpany PORTLAND. ORE Bargelt Supply NEW WESTMINSTER, B ( Associated Distributors, Ltd outside the Jnited S i e 
DETROIT, MICH t Supply Company PROVIDENCE. R | Providence Electric Co REGINA, SASK General Equipment, Ltd. ° : ° tates. ss 
DULUTH, MINN S. & S. Distributing ¢ RAPID CITY, S. DAK Hill's Gas & Appliance Co TORONTO, ONTARIO Bailey Industries, Ltd in Australia, one in Singapore and 
EL PASO. TEXAS Albert Mathias Company RICHMOND. VA Wyatt-Cornick, Inc VANCOUVER. BC Associated Dist, Ltd . . . 
ELMIRA. NY Southern Tier Electrical Supply ROCHESTER, N.Y Bickford Brothers Co WINNIPEG. MANITOBA Consolidated Ind., Ltd one in Rio de Janeiro. 
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Z. 

Rural electrical dealers know this. Asked LADS 

yet f4 
what rural magazine would be most effective. § inet 
from an advertising standpoint, in helping ahaaty 
them sell their prospects hs. ASL 
SA 95Y) 
they chose Country Gentleman better than DES 
¢ 


2'/2 tol 


Advertisers know this. They invest more ad- 
vertising dollars in Country Gentleman than 


in any other farm magazine. 
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HAWAIIAN APPLIANCE DEALERS who recently got some instruction on electric 
cooking at a recent course conducted by the Hawaiian Electric Co., Ltd., tried out 


their knowledge on this Westinghouse. Left to right: Gregory Ikeda, Frank Lum, A 
Kirkpatrick, Ronald Park, and Ted Kagashima. 








| DEALER DOINGS 








Che tremendous sales-appeal of the 
Arvin Lectric Cook is easy to under- 
stand! 

Waffles are popular . . . and the 
Arvin Lectric Cook bakes four at 
once, automatically, each done to 
perfection. 


TP) wampurcers, 
PP sient vers 


Toasted sandwiches are quick-meal 
favorites... again, the Arvin Lectric 
Cook toasts four, piping-hot and 
delectable. 

Everybody likes hamburgers... and 
the Arvin Lectric Cook turns 'em 
out tasty and hot, in quantity. 

The Arvin Lectric Cook fits the 
modern appetite of every age for 
breakfasts, luncheons, suppers, 
snacks. It sells like hotcakes! 

The profit is wide b ») ™95 
and the turnover terrific, at éJ ( . 


Nationally advertised in 
Ladies Home Journal, Better 
Homes & Gardens, and Sat- 
urday Evening Post. 


LZ 


fa 
4 


sf” 





wes 

DP warFLes 
{4 AUTOMATICALLY 
iL 


Ww 


the name on many profit-building products from 
NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 


Arvin Fan-forced Electric Heaters « Arvin Lectric-Cook Grill and Waffle-Baker « Arvin Big-Flo Car Heaters « Arvin 
Top-Flight Radios « Arvin Metal-Chrome Dinette Sets « Arvin All-Metal Outdoor Furniture « Arvin Automatic Electric 


Irons « Arvin All-Metal Ironing Tables 
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CALIFORNIA 


The Pacific Beach Radio & Appli- 
ance Co. of Pacific Beach, Calif., is 
enlarging its quarters by the addition 
of 1,100 square feet of space in the 
rear. The area will be used to house 
the service department. The company 
was recently coalesced through the 
union of the H. & W. Electric, owned 
by Mr. and Mrs. Earl W. Wooten, 
and the former Pacific Beach Radio 
& Appliance Co., owned by Mr. and 
Mrs. Jack Holloway. 

Ratner’s of San Diego recently met 
the demands of a growing business by 
moving from El Cajon Blvd. to 835 
Fifth Ave. Remodeling is currently 
under way. The second floor of the 
new home will be devoted to fixtures, 
a model kitchen and laundry. Wood- 


row Ratner is the owner. 


DELAWARE 


James Lee Pryor, Hotpoint dealer 
in the Delaware area, has moved into 
a new home at 508 Orange St., Wil- 
mington, where he now occupies an 
entire building. Quarters now include 
an outer salesroom, a model kitchen, 
a demonstration room kitchen equip- 
ment, and an interior decor of knotty 
pine paneling and pegged pine flooring 


FLORIDA 


The Miami Furniture Co. recently 
opened its new home at 400 North 
Miami Ave., Miami, Fla. Store fea- 
tures Philco radios. 

Established in Tallahassee, Fla., in 
1939, the Southern Electric Co. re- 
cently occupied its new store on Cal- 
houn St. J. M. Feinberg is the owner 
of the G-E dealership. 

Thomas B. and Charles B. Owen, 
new managers of the Clewiston Fur- 
niture Store, Clewiston, Fla., recently 
announced that they had been granted 
a General Electric franchise. 

The S. B. Hubbard Co., Jacksonville, 
Fla., not only recently purchased the 
stock of merchandise of the Elwes 
Electric Supply Co. in that city, but 
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also announced the retention of Fred 
C. Elwes, former owner, as manager, 
and the establishment of an electrical 
appliance department. 

Auford-Kelley, Inc., Miami dealer, 
recently inaugurated a series of 10 
Wednesday demonstration classes oi 
Bendix, Easy, General Electric, and 
other appliances. Miss Caroline Wat 
ers, home economist, conducts the 
classes in the Treasure Island show 
room at 5080 Biscayne Blvd. 

Rehbaum’s Hardware Co. got a leg- 
acy of beauty shop customers when 
it recently opened an appliance branch 
on Donnelly St., Mount Dora, in 
space formerly occupied by a beauty 
parlor. 

Although O. F. Lademann has 
given up the retail end of his electrica) 
business, it will continue to be oper- 
ated by E. J. Harrison, who will fea 
ture Frigidaire products in the old 
Lademann store on the main boulevard 
in New Port Richey. Mr. Lademan: 
is going to stick to contracting and 
installation 

Lyle W. Weaver and A. M. Brown 
who operate the contracting firm oi 
Kean Electric Co. in Pompano, have 
announced the opening of an appli- 
ance salesroom in Deerfield Beach, 
opposite City Hall 


GEORGIA 


A 27-year veteran in radio repairs, 
Charles L. Pierce, has been appointed 
manager of the radio repair depart- 
ment of Maulding Radio Sales, 511 
Spring St. in Atlanta. Six of those 
years were spent with the radio de- 
partment at Rich’s department store 


ILLINOIS 


Harlan C. Stickler and Charles R. 
McDonald are the new owners of the 
Engle Electric Store, Vandalia, Ill., a 
business which they purchased from 
Harry Engle. Tentatively, at least, 
they will continue the original name 
of the firm. 
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THAT REMINDS ME-... 
EUREKA DEALERS GET 


BS DOUBLE “PROT 


om hctenastiv CLEANING SYSTEM SALE-. 


r 
e 


—— * 





TOP ACCEPTANCE ESTABLISHED BY "I-WANT-IT" ATTITUDE OF 
WOMEN WHO SEE THE EUREKA HOME CLEANING SYSTEM! 
a full dealer profit on every sale! 


the protection of Eureka Tailored Market 
Coverage plan! 

big volume sparked by the industry’s largest 
advertising-merchandising program! 


the Eureka policy of no factory resale departments, NO 
FACTORY DOOR-TO-DOOR SELLING! 





RRRAR 


a far-reaching Eureka product development program 
which promises other great new products! 


“Based on average retail cleaner sale. 


EUREKA propucts 


EUREKA WILLIAMS CORPORATION, Bloomington, Illinois 


Complete Home Cleaning System - Upright Vacuum Cleaners 
Tank-Type Vacuum Cleaners - Electric Cordless Iron 
Electric Waste Food Dispos-O-Matic 


THERE'S TWICE THE PROFIT IN SELLING SYSTEMS! 
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There’s a good-will ambassador 
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INDIANA 


Now in charge of the operation oj 
the Larue Appliance Shoppe, New 
Castle, Ind., are Gilbert Larue and 
William Newland. The third partner, 
Victor Larue, recently retired from 
the firm. 

Ray Ettel’s interest in the Home 
\ppliance Center, 202-204 South Main 
St., Elkhart, Ind., was recently sold 
to Frank Rizzo, former co-owner 


KANSAS 


After six years of the applianc 
business in Lenora, Kansas, the F! 
dridge Electric Co., recently opened 
its new Norton, Kansas, branch. Dale 
Van DerWege is the branch manager 

Growing to the East is the Wright 
Appliance Co., Junction City, Kansas, 
which recently started the addition of 
a 40-foot extension on the eastern side 
of the building. Elden Toburen and 
Aubert A. Needels recently purchased 
the Clay Center Equipment Co., Clay 
Center, from L. R. Hoff, their former 
partner. 

B. W. Curtis recently held a forma! 
opening of his B. W. Curtis Furni 
ture store, which handles appliances 
at 114 E. Madison St., Iola. The 
main floor of the structure measures 
101x62 ft., with a mezzanine and a 
basement as additional space. Mr 
Curtis has been in business since 1925 
His associates in his: present venture 
are Arthur Brigham, Jr., Mrs. Brig- 
ham and Wayland Edwards. 

The remodeling is finished, so the 
Linton Home and Auto Supply Co. of 
Wamego has opened its doors again 
During a three-day celebration, over 
170) people registered an_ received 
some of the luckier ones 
got more substantial prizes from 
L. O. Linton, the owner. The store 


souvenit iz 


handles both major and small appli- 
| 


| ances 


T as E § | c FE / Vf) ig AS a td 5 me $ Charles Vasterling, furniture and 
i Aa rVUU NEVE 


appliance dealer of Cawker City, has 





THE people who come into your store probably 
think 


gleaming white finish of the range, washing 


never much about what’s under the 
machine or home freezer they are looking at. 

Yet few things contribute as much to the 
lasting beauty and long life of an appliance as 
the iron or steel under that glistening finish. 
When used, your 


customer has better assurance of years of satis- 


special-quality sheets are 
factory service. The steel you never see builds 
good-will for you. 

You can be sure the metal base is depend- 
ible when it’s an Armco special-purpose sheet. 
Leading manufacturers use ARMCO Enameling 


Iron for their porcelain enameled applianccz. 
ARMCO Galvanized PAINTGRIP — mill-Bond- 
erized to take and hold a paint-enamel finish 

goes into important parts of better washing 
machines, ironers and food freezers. Thirty- 
three years’ advertising has made buyers every- 
where familiar with Armco quality. 

Satisfied customers will become increasingly 
important in the competitive days ahead. They 
naturally turn to the store they know sells 
appliances that last and give good service. The 
American Rolling Mill Company, 270 Curtis 
Street, Middletown, Ohio. Export: The Armco 
International Corporation. 


. 
bRMCO THE AMERICAN ROLLING MILL COMPANY 


© SPECIAL-PURPOSE SHEET STEELS @ STAINLESS STEEL SHEETS, STRIP, BARS AND WIRE 


NATIONALLY ADVERTISED FOR 33 YEARS 
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doubled his floor space in a two-month 
remodeling program, and_ recently 
opened for business again. 

The Home Appliance, retailer at 
Minneapolis, has installed a record de- 
partment omplete with — listening 
hooth 

The Barton Electric and Refrigera- 
tion Co. of Dodge, founded 17 years 
ago by Barton, was sold 

to Gilbert and Jess Schieb, 
brothers, by J. Wayne Barton, son 


George 
recently 


of the founder 


LOUISIANA 


Emblem, Inc., newly enlarged furni 
ture and appliance store in New Or- 


leans, has opened its doors to the 


public. Noel Bunol is manager, and 
Henry Glindmeyer is assistant man 
ager. 


According to Howard Terry, local 
manager of all Flato stores in New 
Orleans, formal opening of a new 
Flato Appliance Store has been held 
at 6803 Harrisburg. Gene Buckley 
1s manager 


MICHIGAN 


William F. Fenske has been made 
merchandise manager of major ap- 
pliances and radios for the Good 
Housekeeping Detroit. He 


ly major appliance and 


Shop in 


Vas tormert 
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Its Oscillation Is A Sensation! 


Witt o_ 







ad 
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Oscillating Action 


spreads... 
fan-forced heat 


Oscillating Action 
spreads... 


HEATER-FAN 


Go 











fan-cooled air! 





WITTIE OSCILLATING HEATER- 
FAN makes a 90 degree arc— 
spreading a volume of fan- 
forced heat (1500 watts) 
throughout the room. Position 
can be raised up or down by 
a handy tilt control. Useful, 











At a flick of the switch, the 
WITTIE OSCILLATOR becomes 
a two-speed oscillating fan for 
summer use. Its five-bladed fan 
and heating element are located 
safe from prying fingers. 





too, as a stationary hair dryer. 






WY.) Va 


In looks alone, WITTIE OSCILLATING 
HEATER-FAN carries tremendous sales 
appeal. It’s ultra-modern, with all parts 
completely enclosed in a striking two- 
tone brown all steel case, with die-cast 
base. 

What’s more—and here’s the outstand- 
ing difference—it’s the only unit on the 
market combining oscillating action in 
BOTH heater and fan! Ready for its dual 


@ Watch for Wittie ads 
In Better Homes & Gardens, 
House Beautiful, House & 
Garden, Good Housekeeping. 


WITTIE MFG. & SALES CO. 


ELECTRICAL MERCHANDISING—OCTOBER |, 1947 





1414 S. WABASH 





it’s revolutionary! no other heater like it! 


role at all times—no housings or cover to 
remove. 

Handy switches provide Off- Hi -Lo 
for heat and fan. Simple push-pull con- 
trol for oscillating and stationary action. 
Entirely dependable, highly efficient. 
Measures: 1242” high, 12” long and 
814” wide. Comes with cord and molded 
rubber plug. Underwriters’ Laboratory 
approved. 


AVE., CHICAGO 5, ILL. 
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The WASTE KING PULVERATOR 
has ALL the Automatic Features! 


automatically protects sewer 
plumbing clog-proof 


triple cutting and shredding of 
ALL food waste automatically. 


y 


locks in place during normal 
operation 



















STREAMLINED DESIGN 
FITS MOST ANY SINK! 


The WASTE KING PULVERATOR isa 
compact, self-contained unit in Dulux white 
enamel. NO WALL BRACKETS ARE USED. 
The PULVERATOR is resiliently mounted 
in rubber for quieter operation. Vibration is 
NOT transferred thru the wall plumbing. 


EASILY INSTALLED 


The PULVERATOR costs less to install 
than any other AUTOMATIC disposer on 
the market. Only one plumbing connection 
is made 


DEALERS WRITE or WIRE 


for detailed information about our 
dealer franchises now available. Distrib- 
utorships available to qualified firms. 


Dept. EM10. 


GIVEN MANUFACTURING CO. 


3855 Santa Fe Avenue - Los Angeles 11, California 


WASTE KING 
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SOME CATALOGS FAT, SOME THIN:You can be a Jack Spratt and take care of 
both fat and thin catalogs if you use the idea in filing recently developed by the 


Ray Jones Washing Machine Co. in Denver. 


It consists simply of having dividers 


cut out of plywood. A hole is bored through the back of these dividers and they 


are strung on a metal rod which holds them on edge. 


Now here's the trick: Pieces 


of spring are placed between each divider which permits it to spread in case a fat 
catalog is stuck in and to compensate automatically with the other pigeonholes. 














radio buyer and sales manager for 
Federal Department Stores. 
According to owner Leonard Ab- 
bott, an expansion program is under 
way at Abbott’s Radio & Appliance 
Store, Kalamazoo, Mich. The store 
at 4676 South Westnedge St. is being 
enlarged by a 40-foot addition. 


MONTANA 


The Montana Electric Co., Great 
Falls, headed by H. A. Morton, re- 


cently moved to new quarters at 112 


Tele-tone Pays Off 








Central Ave., nearer the city’s cen- 
tral shopping district. The firm now 
employs three salesmen. 


NEW JERSEY 
Arrow Electric, now located at 
Monroe St. and Hoover Ave., Pas- 


saic, N. J., will completely remodel 
its store, according to Kirch-Radisco, 
north Jersey appliance distributor. 


Covering an area of 25,000 square 
feet, the remodeled outlet will feature 
150 feet of two-story showroom space 











WINNER of the recent Tele-tone window display contest and $250 was the arrange- 
ment of the William H. Block Co., Indianapolis. The display features the Tele-tone 
global trade-mark and the Dyna-mite set. Second prize of $100 was won by Roat Music 
Co., Battle Creek, Mich., and the third prize of $50 went to the Grimes store in 
Pittsburgh. 
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That a radio sings is taken for granted, but a radio that 
makes your whole room sing—that's mews—that's Motorola 
‘*Furniture Styling’’! Here are radio cabinets designed by 
interior decorators—built by furniture crattsmen to be a 
part of your home 

Motorola's exclusive ““Golden Voice’ is more glorious 
than ever in the new 1948 models. The Motorola ROLL 
O-MATIC phonograph gives you unbelievably true record 
reproduction. Motorola FM has features no other can 
claim, such as radar-type push-button tuning 

Yes, inside and out—for a radio to live with as well as 
to listen to—see your Motorola dealer today! Model illus 
trated is an FM/AM radio-phonograph SPINET with the 
ROLL-0-MATIC record changer and loads of record storag Space. 


MOTOROLA INC.PCHICAGO?51, ILLINOIS 


BY THE MAKERS oF Tua 8 FAMOUS- MOTOROLA CAR RADIOS 


rr ~ 


Bt 














Table Model Automatic RADIO- FM/AM TABLE MODEL. ‘‘Furniture Famous Motorola “PLAYMATE JR.,"" 1948 Beautiful “Picture Frame” TABLE MODEL, 
PHONOGRAPH. Plays te records Styled"’ walnut cabinet with cloth wrap- Version! Everything in miniature except “Furniture Styled”’ in fine Prima Vera wood 
Featherlight tone arm. Shadow-silent and 2-way “black light”’ plastic dial diant TONE. AC/DC or battery Beautiful mello-bass. Console-like tone 
changer. B ant, true record reproductior Radar-type FM ¢ \ero-Vane"’ loop antenna. A quality. 2-way slide rule dial. AC/DC. Sheer 
Simply wondert a mello-bass for p the size of a small camera beauty pertormance and appearance 
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NEW MEXICO 


The Valley Appliance Co., An 
thony, N. M., recently held ope: 
house in its store for 100 subscribers 
to the Valley News. Clyde Baker 


New And Effective Selling Tool 


T fol j 4 | k Th ay ft Of Th owner, showed them the Frigidaire 
@) = Pp @) U | e e OSs e movie, “Frozen Freshness,” and served 
refreshments. 
PLANNED NEVADA 

M. ©. Maedel of Tuney’s, 105 Lake 
L | G bM Tl N 7 : . ; St.. Reno, is changing the name of 


Program 


the store to the Appliance Sales and 
Service Co 


NEW YORK 


limes Squares Stores of New York 
recently opened their latest outlet at 
Rockville Centre, L. LL, N. ¥ 

The Sylvania Trading Co., Inc 
1690 Second Ave., New York, is the 
or the Official Radio Serv 
ice Co., recently purchased by A. M 
Howard and G. Silverman from S 


new hans 


Hirshberget 

The Home Appliance Co., which has 
been in business in Niagara Falls for 
15 years, recently opened a new store 
it 1408 Main St., featuring a com- 
line of appliances. Gifts worth 
$500 were given away at the opening 


plete 


I. Scott Griswold has resigned as 
veneral manager of Maisel’s, Inc.. of 
Buffalo, and as buyer of radios and 
=O — . , ' etrigeratot for the two Maisel 
cane : urniture stores 

An appliance department has been 
opened in the new W. T. Grant store 


in Syracuse, the largest in the Grant 





OHIO 


In Zanesville, Ohio, Keslar’s re 
cently held formal opening for its 


The CHAMPION Light Rule new appliance hiding at 205 North 





OKLAHOMA 

T new mre the Rule hel ] e bring uy om dur henef} -y , ' , 

This new Chamy I Rule helps y ell more that brings you maximum benefit. They have the McFEld and Son. Oklahoma 
lamps and build goodwill. It’s the only lighting cal quality and performance that brings in the repeat City dealers, are now operating in 

e oe ters () lo *ourtl 

culator to use for any ty f lamp and any type or business and streamlined, no-red-tape distribution a tt 420 North Fourt! 

k . ’ . St. The company recently closed out 
make of fixture w! it reference to catalog numbers means more money in them for you its sporting goods department to de- 
Everyone interested planned lighting, better lighting Use the Champion Light Rule to solve lighting vote its efforts entirely to appliances 
needs this simpler and better lighting calculator problems with or for your customers. Use Champion 

Champion Fluorescent and Incandescent Lamps fit Lamps to get and hold business. Together the OREGON 

I I I 

into the great Planned Lighting Program in a wa. mean more business and more profits for you. Founded 21 years ago, the Supreme 


Radio Co., Portland, Ore., has pro 


gressed under the ownership and di 


If you have not as yet received your Champion Light Rule, one will rection of W. H. Johneon until it is 


be mailed to you with our compliments if you will address now a complete radio and appliance 
Depariment on your company loite rhead. tore mpany recently moved 
é ‘ to new quarters between Lombard 


St. and Peninsula Ave 

To answer the question, “Will a 
mechanical dishwasher actually clean 
my dishes?” Oscar Larsen of River 
side Motors, Medford, whose firm 
handles Kaiser dishwashers as well 
as cars, has established a cooperative 
alliance with a local radio station 
Every day of the week except Sun 
me family is chosen from the 
radio listeners to receive a personal 
demonstration. A driver from the 
firm calls at the home of the winner of 
the contest in a new Kaiser-Fraser 
| car and carries family and dinner 

dishes back to the showroom, where 

the dishes are washed in a Kaiser 
dishwasher. Then the driver returns 
| them home. There is no obligation 


Lynn, Massachusetts 


DIVISION OF CONSOLIDATED ELECTRIC LAMP f day, 
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Other Mokwood stars! 


YOU'VE FEATURED 'EM— 
YOU'VE SOLD 'EM— 
THEY'RE FAVORITES EVERYWHERE 





Aolliwssd ELECTRIC BROILER 


With on added grill plate. Broils, fries, 
cooks, and heats quickly, evenly . . . with 
out smoke, muss, or fuss. its beauty graces 
the most formal table 





AMoalliwood tectRic TABLE GRILL 


For eggs, bocon, pancokes, homburgers, 
or sandwiches. This brightly polished 


cluminum grill hos removable top plate, 
drip drawer, jewel indicator, non-heact 
conducting plastic legs, and grill weight 


¥ 





THE GEM SIZZLE PLATTER 


Available in two sizes. Its polished, satin 
finished cast aluminum beauty is a delight 
to housewives. Removable handles facili 
tate broiling in oven 


Write for CATALOG SHEETS 
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Another 


NEW BEAUTY 
JOINS OUR 
FAMOUS LINE 


VE ANESESTAENER| 


in bright, mirror-like cast aluminum 


Dp D TO BE a selling sensation, the HoL.iwoop Waffler is the 
only waffle maker on the market made of highly polished, solid 


cast aluminum. It makes 8 wafHle squares at a time .. . and makes 


them perfectly to individual taste — light or dark and just the right degree 


of rich, golden brown crispness. You'll find that the HOoLLIwoop 


Waffler will have that ‘“‘golden touch” for you, too! And it’s available 


for delivery right now! 


Ce, Hplliuced You SUL Gey, 


. Yet SEL a 


FINDERS MFG. CO., - 3669 s. MICHIGAN AVE., CHICAGO 15, ILL, 
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SALES 
STORY 


To heip train your 
sales staff. 


® Here's a complete and convincing 
customer-presentation on Arvin 


Irons! Tells all about Temperature 


Conditioning—Arvin’s exclusive, new feature-combination— how 
it makes ironing safer on all fabrics, how it makes ironing faster 
... better! Tells how to demonstrate Arvin features and 
close sales easily and effectively. This is practical retail selling 
that will boost the ability of every sales clerk. Order as many 
copies as you need for your entire sales staff from your Arvin dis- 


- €asier 


tributor, or direct from the factory. It’s free . . . a powerhouse! 


NOBLITT-SPARKS 


the name on many ‘ine products from 


INDUSTRIES, INC. « COLUMBUS, INDIANA 
Arvin Fan-Forced Electric Heaters 0k Grill and Waffle-Baker « Arvin Big-Flo Car Heaters ¢ Arvin 
Top-Flight Radios « Arvin Metal-Chrome Dinette Sets « Arvin All-Metal Outdoor Furniture « Arvin Automatic Electric 
isons « Arvin All-Metal Ironing | ables. 


e Arvin Lectric-( 
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BACKGROUND: J. B. Claiborne, Jr. (left), assist. sls. mgr., and Dean Landis, adv. 
mgr., of Maytag, standing before background for displaying Maytag products. Comes 
with three sets of copy—for washers, home freezers and Dutch Oven ranges. 








DEALER 





to purchase, of course, but a number of 
the families visited have become active 
prospects for a dishwasher. 


SOUTH CAROLINA 


The new home of The Music Shop 
at 14 E. Washington St., Greenville, 
eld its opening a while ago. The 
vig attraction was the giving away of 
$400 in prizes—a Launderall auto- 
matic washer, a combination radio 
ind a table model radio. 

On August 9 the People’s Furni- 
ture Co. opened at its new 572 King 
St. location in Charleston, S. C. The 
Admiral, G-E, and 


} 


muipany carries 


adios 


Sonora 


TENNESSEE 


our days in the latter part of Au- 
gust were required for the Farmers 
Store to adequately cele- 
brate the opening of its new appliance 
department. The firm, located at 102 
Patton St., Knoxville, Tenn., is owned 
by Olen Evans and Paul Matlock. 

The Gay St. Radio and Appliance 
Co. recently opened its second store 
at 712 South Gay St. Knoxville. 
Both stores are owned by Fred David 
and both are located on Gay St. 


Exchange 


TEXAS 


Carlos T. Ferdin has been named 
manager of the electric appliance 
department of the Star Appliance Co., 
Laredo, Texas. 

United Appliances, formerly Bryan 
Refrigeration and Aggie Radio and 
Appliances, was formally opened July 
31 in a new location in Bryan, Texas. 
Paul McDaniel is president, Cameron 
Webb is vice-president, C. A. Edge 
is treasurer, and Gene Hart is man- 
ager. 

Walter R. Smock has been ap- 
pointed advertising manager of the 
Lack’s appliance and toy stores in 
Houston, according to A. I. Lack. 

slack Bros. Co. opened its seventh 
appliance and home furnishings store 
recently at 2909 N. Shepherd Drive in 
the Garden Oaks community center 
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of Houston. H. La Borde is in charge 
of the new store. 

T. O. Sands, owner of Sands Elec 
tric Co., Dallas, has moved his firm 
from 3611 Barry St. to 1223 Second 
Ave., where a new building has much 
more floor space. The front of the 
building will house the retail part of 
the firm’s wholesale-retail business. 

The three stores of Flato’s, Houston 
appliance chain, have instituted a new 
policy of setting aside a certain por 
tion of scarce appliances for ex-GI’s 
Ranges and refrigerators can be 
bought on GI home loans, and applied 
to the cost of the home. 

A new record department, terme: 
“Houston's most complete,” has been 
ypened in the B and O Appliance 
Store at 1012 Broadway. 


UTAH 


The Sharp Electric Co. of Ogden 
is remodeling and enlarging its sel! 
ing facilities, as a result of having 
taken over the quarters formerly oc- 
cupied by a furniture store adjacent 
to its own building. Vernon Sharp 
is owner and manager. 


WASHINGTON 


The Spokane branch of the Huletz 
Electric Co. has been purchased by 
Charles Fletcher, formerly of Port- 
land, Ore., who will continue to oper 
ate the firm under the title of the 
Fletcher Electric Co. 

A doubling of sales space and re- 
modeling of the store have been 
carried out by the Bjur Electric Co 
of Camas. 


WYOMING 


A. A. Christensen of the Christensen 
Electric Co., Casper, recently moved 
his store to new quarters at 114 E. 
Midwest Ave. The firm handles the 
complete General Electric line. 

The Maytag Electric Co. of Chey- 
enne has moved to a new address a 
block or two from its former store at 
1802 Capitol St., according to Irene 
C. Harsch, in charge of store sales. 
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a 7 cu.ft. De Luxe 
Refrigerator 


Located at the top for 
reach-level convenience. 


America’s Newest Refrigerator 


America’s Finest Refrigerator .es is 


ZA 


7, 

























rr 
v4) 
ne 
01 
; GENERAL | _ = 
—— z \ 
<¥ ficgusict® AN = a 3.5 cu. ft. 
nz Vecoe<=—— Zero Locker 
: a : : Below, where logical 
Two Great Companies... for seve teod Pencne 
One Great Product 
Frostar Duplex is a product of 
The General Tire & Rubber Co. and \ 
g an Carbonic Corp.,makers of top-quality 
refrigeration equipment for 45 years. 


Two important kitchen appliances in one kitchen area is today’s 
big news in refrigeration ! 


_. . And made possible by Frostarr Duplex, America’s newest and 
y finest refrigerator. 


Of course, FrosTair is more than just a refrigerator. It’s an ultra- 





modern, de luxe refrigerator PLUS a spacious, honest-to-goodness frozen starts Octobe 
food locker, all in one luxurious cabinet. 
7 The roomy refrigerator has a full 14.2 sq. ft. shelf area. The locker 
Full color tell the 


holds 130 Ibs. of meat or 80 quarts of vegetables. There js a separate 
icemaker with extra-long trays and a 12 Ib. (90 cube) capacity. FrosTair 
exclusively employs two compressors for its two kinds of cold! One cools 
the 40° refrigerator; the other brings unwavering 0° cold to the Locker. 
Only Frostair has this two-unit system. 


dramatic FROSTAIR 
story from coast-to-coast 
starting October 25th 
in THE SATURDAY 
EVENING POST. 





Full merchandising pro- 

d Frostarr is sold to those customers who want the best. It introduces ram is available to 
* astilion all mall ti . , ian: dened d ROSTAIR dealers, tying 

modern principles of refrigeration engineering . . . to serve dealer an in full impact of 

buyer, alike, more efficiently, with increasing satisfaction, for many, a national program to 


many years. their territories. 


For full details on incomparable Frostair, write for Brochure EM-5. 


FROSTAIR 
332 S. Michigan Avenue + Chicago 4, Illinois 
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7 features of the new General Electric Automatic Electric 


Water Heater give you facts for a most convincing sales talk. 







































Read on—see for yourself how they ll help you sell more heater. 


] Up-to-the-next-minute method of applying heat. Held tightly 
* against the tank by spring conne¢ tions, the General Electric Heat- 
wrap Calrod* conduction units apply heat by conduction under 


constant pressure, This assures maximum heating eflicienes 


2 Protection against tank corrosion. An easily 
* installed spec i] magnesium-alloy tube length- 
ens tank life by helping to protect calvanized 


tanks from corrosive water 





3 Complete warranty comes with heater. If tank leaks develop 
* within a vear, General Electric will replace the entire heater. 
> vears on Monel tanks 


4 Fiberglas blankets insulate tank on all sides ... heep heat 
° 


im water 


5. Just two tank openings— which means less chance of leakage 
° 


Beautiful casing—ol sparkling white metal q 
makes the General Electric Heaters a ‘ 


good-looking appliances in anv kitehen 


bathroom, or laundry ile — yw 


7 Every combination of wattages in your territory is uict by a 
* maximum of 6 standard General Electric Units. Thus servicing 
and unit stocks are greatly simplified. 15-gallon to 82-gallon capac- 
ities—galvanized and Monel Tanks, General Electric Company, 
\ppliance and Merchandise Department, Bridgeport 2, Conn. 


AUTOMATIC ELECTRIC 


WATER HEATERS 









PAGE 206 








*Trade-mark Reg. U.S. Pat. Off, 


You get these 7 sales-compelling 
features to talk about! 





GET YOUR “ELECTRIC SALESMAN” TODAY 


Demonstrates! Proves! SELLS! Plug it in. Turn 
the knob. And zip fast—there’s proof for your 
customer! 

For this simple, convincing sales tool proves 
that General Eleetrie’s sensational new Calrod 
Hleat-wrap units heat water faster, more efli- 
ciently than old-type units. 

Keep one of these “Electric Salesman” demon- 
strators om vour counter. Give one to your 
salesmen, (They come in an easy-to-carry box.) 
List price, $3.50 delivered. 


Ask vour General Flectrie distributor. 


GENERAL @ ELECTRIC 
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CONSUMER-INSTRUCTING fact card 
for counter window or wall tells the 
special features story of Proctor irons 
Card is reversible—Never-Lift"” on one 
side, "Champion" on the other. 








Garod Radio Sold 
For $1 Million Plus 


For a sum “greatly in excess of $1 
000,000", the Garod Radio Corp. was 
purchased last month by Leonard Ash 
bach, president of the Leonard Ash 
bach Co., Chicago. 

M. Ashbach, known as a distributo 
and contracting manufacturer of the 
Lascho electric refrigerator, acquired 
100 percent of the Garod stock. Max 
W. Weintraub, former president and 
co-owner with Barney Trott, has re 
tired from the company, but will con 
tinue to distribute Garod radios 
through his Belle Electronics Corp 
Brooklyn, N. Y., which has contracted 
for over $4 million worth of Garod 
radios. Mr. Trott has been retained 
as chief engineer under a long term 
contract. 

Garod Radio has been in existence 
since 1922 and is located at 70 Wash- 
ington St., Brooklyn, N. Y. 

Immediately on the heels of the 
purchase announcement, Mr. Ashbacl 
called for an aggressive merchandis- 
ing policy, announced that Garod will 
introduce a home refrigerator, and 
declared that a new and greatly 
increased advertising appropriation 
would be available to launch the re 
cently introduced 1948 radios 


What the Public Wants 


“I have spent many years on the 
other side of the desk as furniture and 
radio buyer,” said new-owner Ashbach, 
“and I never was able to get the type 
of merchandise the public wanted. I 
intend to build those sets that my 
experience has shown are in popular 
demand.” 

Mr. Ashbach had a bigger than 
million-dollar baby; if he also had a 
heretofore overlooked formula, other 
manufacturers would be interested in 
its growth 


U. S. Television Cuts 
Installation Charge 


Now down to $89 is the installation 
and service charge imposed on pur- 
chasers of the home console television 
model made by the United States Tele- 
vision Mfg. Corp., it was announced 
recently by Francis H. Hoge, vice- 
president in charge of sales. The pre- 
vious charge was $100. Mr. Hoge 
attributed the cut to excellent results 
obtained in the field. 
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TU ‘input 
ie Before the war, more than 5,000 Hamilton Dryers were doing 

regular duty in American homes and apartments. The new Hamilton is a 

refinement of those first dryers, built upon a backlog of experience that is 

unique in the industry. Thus, the sole responsibility for initiation and develop- 

ment of the modern automatic clothes dryer rests upon Hamilton. Where 

Hamilton leads, others must follow. 

Hamilton. 

MANUFACTURING COMPANY 


TWO RIVERS, WISCONSIN 


In Canada the Hamilton Dryer is known as 
the Coffield-Hamilton Automatic Clothes 
Dryer, and is distributed by the Coffield 
Washer Company, Hamilton, Ontario. 






vina as fast 











IMPORTANT 


Hamilton. 
“FIRSTS” 


Thermostatic Heat Control 
Automatic Timer Switch 


Smoothly rounded inside 
surfaces 


Only 3 moving parts 


Oil-less bearings need no 
lubrication 


Gleaming white DuPont 
“Dulux” finish 


Fiberglas insulation 

Stainless Zincgrip Metal drum 
Gently rounded corners 

Flat top for auxiliary use 

Toe space at bottom 

Finger-tip door latch 
On-the-spot work light 
Concealed lint catcher 











World's Largest Manufacturer of Equipment for the Professions. 
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THE FAVORITE 54" > 


The ideal unit for most kitchens. Double drain- 
board and large, single bow! sink fill most 
requirements of meticulous housekeepers... 
shelf and drawer space handily arranged. 





It's a cheerful earful...anda 


delightful eyeful... with SHIRLEY 


@ When YOU sell Shirley, you sell all the advantages 
your customers want—economy, efficiency, quality, 
style and beauty! 

Watch for satisfied smiles as your customers test 
the “solid feel” of Shirley’s quiet, easy-opening doors 
and drawers . . . as they marvel at the gleaming 
beauty of easy-to-clean, porcelain steel sinks and 
all-steel cabinets. To them, such big sink bowls and 
large drainboards mean time-saving efficiency . . + 
nicely arranged shelves, drawers and cupboards place 
convenience within arm’s reach—ends their kitchen 
marathon. 

Stop prospects from “looking around” when you 
quote them your reasonable figures on a new Shirley 
kitchen. Your Shirley unit line will be complete .. . 
easy to order and stock . . . profitable to handle ..s 
designed to sell! Write for name of your distributor 
and full details. 


SHIRLEY CORPORATION e INDIANAPOLIS 2, IND. 
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SHIRLEY 


2) ; 4 
Beautihi / 


And that’s not all! There's plenty 
of dish room inside these big, 
porcelain sink bowls—yet lots of 
room to work. Drainopening may 
be fitted with either crumb-cup 
strainer or garbage disposal. 


Pressed in the ledge of every 
Shirley sink is a self-draining 
soap dish that is easily cleaned 
—another example of designing 
tor efficiency. 


C€ 


Shirley fixed a nicely designed 
wire basket inside one door of 
every sink-cabinet... keeps soap 
powders and brushes within 
easy reach. 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1947, SHIRLEY CORP., 


OCTOBER 








INDIANAPOLIS. 
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Builders Assn. Sees 
No Drop In Home Costs 


In a booklet, “Housing Costs and 
Prices,” published recently by the Na- 
tional Association of Home Builders, 
1028 Connecticut Ave., Washington, 
D. C., it was pointed out that there is 
little likelihood of a drop in home 
building prices. Cost of new houses 
has increased 82 percent, it was 
pointed out, and that is matched by 
the rise in income (up 119 percent), 
liquid assets of individuals, and sav- 
ings. In 1939 the public had savings 
of $55 billion. Today this amounts 
to $192 billion. At present wage rates 
it takes an average man 191 work 
weeks to pay for a $9,100 house. In 
1935-1939 it took him 223 work weeks 
to pay for a $5,000 house. 

Without saying it, what apparently 
is a depreciation in the value of the 
dollar has taken place, and the cost 
of building will remain permanently 
up, despite the fact that 300,000 new 
homes were completed in the first 5 
months of 1947; 98,000 in the same 
period of 1946, 


80%, Increase 


In a comparative cost of building 
brick houses, in an eastern seaboard 
city, it was shown that the house that 
could be built for $6.040 in 1941 
today would cost $10,779. The elec- 
trical end had jumped from $129 to 
$255. Kitchen enhinets and equipment 
jumped from $162 to $255. Heating 
which amounted to $120 for labor 
and $321 for material in 1941, now 
runs $174 for labor and $400 for 
material in 1947. The experts who 
wrote the booklet feel that only slight 
and gradual reductions in new housing 
costs can be expected in the foresee- 
able future. 


Westinghouse to 
Hold Price Line 


Westinghouse Electric Corp. will 
not impose any overall increase in the 
prices of its electrical appliances and 
despite rising costs will do everything 
in its power to absorb those costs, 
J. H. Ashbaugh, vice-president of the 
appliance division, declared recently. 

“The electrical appliance division is 
attempting to make no increases even 
though the costs of materials, includ- 
ing steel, are increasing. We are con- 
tinuing to study the problem of costs 
and may find it necessary to make 
some adjustments. We do not plan, 
however, to make any blanket price 
increases. . .”, he said. 

He stressed the fact that increased 
steel costs are not the only trouble- 
some factor. Also rising are com- 
pressor parts, door handles, shelving 
and hinges for refrigerators. 


Pressed Steel Ranges 
Go Up to. $284.95 


For the first time since January 1, 
1947, the Domestic Appliance Division 
of the Pressed Steel Car Co. has raised 
the price of its electric ranges. Averag- 
ing seven percent, the increase affects 
only the de luxe model in any of the 
three top combinations, S-100, S-101, 
S-102. One national price of $284.95 
has been adopted. A. Raysson, general 
sales manager, said high prices of 
labor, steel and component parts were 
responsible for the increase, which will 
not cover the full increased production 
costs. 
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CHECK THESE MERTLAND FEATURES 
for quality, durability, convenience and 
economy 


* UL APPROVED. 

«Heavy gauge galvanized steel tank, hot 
dipped. Made and galvanized in Mert- 
land's ultra-modern tank and galvanizing 

lant. 

. - automatic, adjustable, snap action 
temperature control. 

* Chromalox quick heating immersion type 
heating unit. 

* Working pressure guaranteed 150 Ibs. 
(Tested 300 Ibs.) 

* Protected from corrosion by Mertland 
Magnesium Anodic Rod (optional equip- 
ment). 

* Thick, blanket type Fiberglas insulation all 
around tank. 


| * Eight coats of white enamel baked on 


heavy steel jacket. 

* Inlet baffle evenly distributes incoming 
water. 

* Heavy gauge copper wiring. 

* Internal heat trap prevents hot water cir- 
culation through house system except when 
drawn. Saves fuel. 

*« Wattages and voltages to your specifica- 
tions. Can be furnished wired for limited 
demand. 

* Black base conceals mop marks; flush to 
floor. 


There is @ MERTLAND in the size 
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CHATTANOOGA, TENNESSEE 
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AUTOMATIC ELECTRIC HOT WATER HEATERS 





Now, Mertland offers the convenience of large capacity water 
heating for limited space installation. The Mertland 50, 66 and 80 
gallon automatic electric hot water heaters can be placed in a six- 
foot basement or in tight places where space is at a premium. 
Even the 80 gallon model is conveniently proportioned: Height 58”, 
diameter 28”. Three-inch Fiberglas insulation throughout cuts 
operating cost. Newly designed three-point suspension type base 
insures even weight distribution. Internal heat trap, standard 


equipment. 





Mertland heaters are built to meet the specifications of your local 





utility . . . built by men who are water heating specialists. Mertland 
heaters combine all modern features ... they are eye appealing, 
efficient, low cost, skillfully made of top grade materials for extra 


years of trouble free operation. 













NO MESSY BAG TO 
EMPTY...the fea- 
ture women want 
most! Paper filter 
is simply poured 
out with dirt from 
smooth metal 


“Dust Bowl”! 









PRESS-TOE SWITCH 
taps on and off 
easily—kick it, 
you can't break it 
accidentally! 





$O QUIET you can 
chat, phone or lis- 
ten to the radio— 
new ‘‘Purr-fect’™’ 
Silencer muffles 
the Lewyt cleaner! 





FULLER BRUSHES 
used throughout— 
nothing is too 
good for the 
Lewyt! New 
“Wonder Brush” 
eliminates dust- 
ing by hand. 





CYCLONIC SUCTION 
created by power- 
ful 4% HP motor, 
gets even the im- 
bedded dirt and 
grit! 


PAINT SPRAYER and 
Moth Snuffocator 
click in place 
quickly and eas- 
ily! No fussing! 








EXCLUSIVE TRIPLE 
FILTER.Permanent 
cloth filter, chem- 
ically-treated pa- 
per filter, Micro- 
Dust filter keep 
dust from leaking 
back into room! 


EXPERT ABOVE-THE 
FLOOR CLEANING, 
TOO, gets way un- 
der, cleans way 
up, reaches way 
in to grab dirt 
everywhere! 





AUTOMATICALLY AD 
JUSTS to rug con- 
tours—flick of 
Dial Control 
readies it for thick 
rugs, thin rugs, all 
kinds of rugs! 





SO LIGHT, WELL BAL. 
ANCED...weighs 
less than 16 
pounds—easy to 
carry, easy to use. 
Beautifully built, 
beautifully styled! 








GASKET-SEALED 
CONNECTIONS 
long-lasting Viny- 
lite rings make 
each connection 
suction-tight! 








IT STORES AWAY 
NEATLY in attrac- 
tive dust-pro- 
tected container— 
takes little closet 
space! 











WWE THESE|2 FEATURES 





SELL 


(rhymes with ‘do it’’!) 


The World’s most 
Amazing New Kind 
of Vacuum Cleaner! 


You'll like the way this new kind of Vacuum Cleaner 
“demonstrates” You'll like the way the Lewyt’s 12 
big features impress your customers. In fact, you're 
going to get a big bang out of selling this all-new all- 
modern Vacuum Cleaner—the Lewyt! 

This isn’t just another cleaner. You can see and 
hear that! And so will your customers when you put 
a Lewyt through its paces on your floor! And talk 
about pre-selling! Customers by the millions are 
being told and sold on Lewyt. That’s Lewyt’s huge 
ad campaign—colorful full pages in the POST, LIFE, 
LADIES’ HOME JOURNAL, and GOOD HOUSEKEEPING 
—backed up by heavy Newspaper lineage! What's 
more, Lewyt has seen to it that you will have no ser- 
vice headaches with this vacuum cleaner! 


Write now for the name of the 
distributor in your territory! 





LEWYT CORPORATION, 76 BROADWAY, BROOKLYN 11,N. Y. 


SINCE 1888 Makers or | 


| FINE PRECISION EQUIPMENT \ 
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‘“S-S-H-H-H! It's quiet . . . its the Lewyt! Now she can clean while baby sleeps” 
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When Summer Ends 
the new Hytron Sun Lamp 
will sell like Hotcakes 


Every home should have a Sun Lamp and every home 
can afford one at the low retail price of $9.95. 
Sun Lamp Sales last year were so large that the supply 
could not keep up with the demand. It is estimated that 
the market this year will far exceed anything in the past. 
Handle the new Hytron SUN LAMP and get your 
share of this great new mass market with a very profit- 
able return. 
The HYTRON SUN LAMP is approved by leading 
authorities including the COUNCIL ON 
— PHYSICAL MEDICINE of the American 
4 Medical Association. 
a National advertising is being planned 
to pre-sell Hytron Sun Lamps to your 
trade. Display and _ point-of-sale 
promotion will be available for 
dealers’ use. 
Send at once for full particulars 
on the best sun lamp deal ever 
offered. Use coupon below. 
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SUN LAMP 


RADIATES BENEFICIAL RAYS OF PURE 
SUNLIGHT - INCLUDING INFRARED 


Complete anc ready for use... 


fits any household A.C. socket 
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NEW POSITIONS 








Noma Electric Corp. 


The advancement of Cecil M. Dunn 
» the newly cri tion of direc- 
tor of sales and advertising was re- 
cently announced by John A. Seubert, 


vice-president and general manager of 
of the Estate Heatrola division, Noma 





CECIL M. DUNN 


Electric Corp. Mr. Dunn has been 
general sales manager of the division 
for the past year. Prior to that he 
was assistant sales manager and pro- 
motion manager. 

Lewis W. Selmeier’s appointment 
as advertising manager was recently 
announced by Cecil M. Dunn, director 
of sales of the Estate Heatrola Div., 
Noma Electric Corp. Mr. Selmeier 
was associated with Estate for six 
years prior to the war. Since his re- 





L. W. SELMEIER 


turn from army service he has been 
vice-president of Robert Acomb, Inc., 
Cincinnati advertising agency. 


Pressed Steel Car Co. 


A former service manager for 
Eversharp, Inc., E. C. McLester has 
been named assistant to the service 
manager of the domestic appliance 
division of the Pressed Steel Car Co., 
Inc., according to A. Raysson, gen- 
eral sales manager. 


Air King Products Co., Inc. 


New sales representatives appointed 
by J. J. Clune, merchandise manager 
for Air King Products Co., Inc., 170 
53rd St., Brooklyn, N. Y., include the 
John P. Ludgate Associates, Pitts- 
burgh; the Haggerty Sales Co., De- 
troit; and Sam Robbins, New York. 


OCTOBER 1, 


Hotpoint, Inc. 


Two recent personnel changes de- 
signed to gear Hotpoint’s merchandis 
ing program to an increased produc- 
tive capacity have been announced by 
Leonard C. Truesdell, vice-president 
of marketing. 





HOLLIS C. DOSS 


Hollis C. Doss, formerly Kansas 
City sales manager for the appliance 
division of Enterprise Wholesale, Inc., 
has been made manager of the kitchen 
sales division and Frank L. Sacha, 
formerly executive representative for 





FRANK L. SACHA 


the company in Washington, D. C., is 
the manager of the new water heater 
division. 


Automatic Elec. Heater Co., Inc. 


Appointed acting sales manager for 
the Automatic Electric Heater Co., 


PORES 





JOHN R. VOGT 


Pottstown, Pa., is John R. Vogt, for- 
merly southern representative for the 
Roberts & Mander Corp. 
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QUAKER OIL HEATER 
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Youll have a SELLERS MARKET’ — 


FOR YEARS TO COME WITH ay 
























The Famous QUAKER ‘''3210”’ 


QUAKER’S national advertising is working for you. It’s building a backlog 
of prospects who are waiting for QUAKER oil heaters. That means a con- 
tinuous “‘seller’s market” for QUAKER dealers in the years ahead. It means 
instant turnover and greater profit. True... production still lags behind 
increased demand, but QUAKER prospects will wait. QUAKER’s advertising 
and sales promotion are doing a real job to insure those prospects for you. 
Yes... it’s a “seller’s market” for years to come with QUAKER. 


The Finest Heater Ever Made...The QUAKER “3210” with QUAKERTROL 
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raecereane® 


Revolutionary QUAKERTROL saves money and gives better results. It auto- 
matically regulates the flow of air and oil. It makes every chimney a 
perfect chimney. It gets every bit of heat out of every drop of fuel. That’s 
why QUAKERTROL is guaranteed to reduce fuel bills at least 25% under 
any natural draft heater. It’s another assurance that QUAKER dealers 
will be Heatinc HEADQUARTERS in their community. 


QUAKER MANUFACTURING COMPANY, 223 W. Erie St., Chicago 10, Illinois 


Export Agents—A. J. Alsdorf Corp.— Chicago 


QUAKER 


THERE'S A QUAKER BURNOIL HEATER 
FOR EVERY SIZE SPACE HEATING JOB 


Advertised Everywhere 
The FIRST name in oil heaters 
“The LAST WORD cx efficiency! 


Demanded Everywhere 
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Perfection 


Oil-Burning Heaters 





come to you direct from the most 
experienced manufacturer in the oil 
burning field. Perfection has more 
satisfied users than any other name 


in the field. The name has been more 
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Cheerful as an open 
fireplace, but portable! 
Perfection “Firelight” is the world’s 
most famous chill chaser. Light, 
safe and easy to move wherever 

quick heat is most needed. 


ATLANTA + CLEVELAND + CHICAGO + JERSEY CITY + KANSAS CITY + OAKLAND ~ ST. PAUL 





advertised, is better known to your 
customers, than any other. The most 
complete and active research labo- 
ratory in the industry backs their 
constantly improved superior 
quality. That is why consistent 
profits have come to Perfection 
dealers for more than half a century. 
It's "paid-up insurance" on quality, 
satisfaction and profit leadership 


for half-centuries to come. 


> Perfection Stove Company 
: 4 7927-B Platt Avenue «+ Cleveland 4, Ohio 


Mfrs. of Oil Cooksteves, Oil Heaters, Oil Water Heaters, Oil and Gas Winter Air-Conditioning Furnaces 














NEW POSITIONS | | 


Herman Nelson Corp. 


Richard H. Nels 
Herman Nelson 


m, president of the 


Corp., Moline, Iil., 





recently revealed the appointment of 
| 
MORRIS G. MUNSON 
Mo G. Munson as manager of the 
firms umt ventilator division. Mr 
Munson joined the firm in 1911 


Westinghouse Electric Supply Co. 
Four 


trict appliance sal 


and one dis- 
5 manager appoint- 


ents were recently 


branch manager 


innounced — by 





J. M. HANSEN 


Westinghouse Electric Supply Co. | 


M. Hansen has been named appliance 


manager of the Salt Lake City branch, 
t promotion tor the tormer territory 
sales representative. He has, in the 
past, served with the Utah Power and 
Light Co. Westinghouse Electric 
Corp., and Edison General Electric 
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The Mark 

cf Quality A. B. DARBY 
Corp The new branch at Boise, 
Idaho, has received A. B Darby as 
branch manage He was formerly 
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Architect: Cliff May . : . 
; There will be a change of address—and many a new 









home appliance--for Mr. & Mrs. Raymond Haight of 
~ Los Angeles, Cal. (TIME subscriber #6-75-ZDDH-2- 
















\ 775), when they move into this new ranch house. 
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THE THINGS YOU MAKE should e Displayed 
IN THE SHOW-ROOM HOMES of the Nation 


ae hest floor space for appliance display is, of course. Every week Time is read by a million and a half U. S. 
in Main Street shops. But there is another way to get families with more than twice the national average incomes. 
your products sold and seen; in outstanding homes like They buy better major household appliances, replace them 
the one shown above—in the kind of homes where Time- oftener, use them in more show-room homes~ set the styles 
readers live and pace for the buying habits of the nation. 


... the homes of the kind of people who read Time. When you sell the Time market first, you get —free— the 


finest appliance display space obtainable. 


AOVERTISING OFFICES 
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LADIES HOME 
JOURNAL 
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35,000,000 ADVERTISEMENTS 
IN THREE MONTHS 


Another smashing campaign for JUICE KING! The 
big JUICE KING Fall and Christmas promotion. 
35,000,000 sales messages in 3 months—delivering 
a tremendous impact at the peak of the gift-buying 
season. A tremendous sales force in your own com- 
munity. 

This powerful campaign 
will illustrate Single-Stroke 
JUICE KING superiority . . . 
and dramatically empha- 
size the unusual gift-appeal 
of this smart, modern ap- 
pliance. 

Everything is ready to help 
you capitalize on this 
promotion. Complete ads 
for your local paper . 
colorful circulars, striking 
4 color displays. Plan your 
tie-in NOW. 
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SINGLE-STROKE 
MODEL JK-30 
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* == GOOD HOUSEKEEPING : 
NOV NATIONAL DIE CASTING CO. 
Towhy Ave. at Lawndale - Chicago 45, Ill 
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appliance manager at Salt Lake C 
which branch he joined in 1940 


R. E. RICHARDS 
R. EF signed 
the duties of manager of the Reading, 
Pa., branch, succeeding S. B. Goforth, 
deceased. Mr. Richards joined Wesco 
in 1925 as assistant manager 


Richards has been as 





— 


J. E. CONOVER 


Former metropolitan apparatus and 
supplies manager for Wesco in New 
| York, J. E. Conover has been ap- 


i 
pointed branch manager in Brooklyn, 
succeeding Harry P. Neher 





JOHN W. VOGT 


Chicago is headquarters new 
northwestern district appliance sales 
manager John W. Vogt, a newcomer 
to Westinghouse. His previous ex- 
perience included advertising and 
sales promotion in various fields. 

Bert M. J. Conlin has been ap- 
pointed Oakland branch appliance 
manager of the Westinghouse Electric 
Supply Co., succeeding Mowry Irwin, 
who died last May 10. 

New general farm sales supervisor 
for the company is E. W. Gaughan, 
former assistant to Mr. Urban, gen- 
eral appliance manager. 
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“tHE ONLY ALL-ELECTRIC HEATER 
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ERE’S the greatest selling feature an all-electric 

_ heater ever had—real safety from fire, shock or 
burn! Eleetromode’s patented, cast-aluminum Safety- 
Grid—the heating element with no exposed hot or glow- 
ing wires—is stealing the show wherever it’s demon- 
strated. And only Electromode has it! 

We're telling the Electromode Safety-Grid story to 
millions of heater prospects through a great advertising 
campaign in leading magazines covering home. indus- 
trial and farm markets—and backing it up with a real 
array of selling aids. Dealers and wholesalers from 
coast to coast are finding that it pays to concentrate 
on a quality line—the Electromode line. Join the profit 
parade! Sell Electromode! 


CASH-IN ON ELECTROMODE 


Dealers . . . Get the complete Electromode profit story from your 
Electromode supplier. If you don’t know his name, write us, 
Dept. EM-107, and we'll gladly send it to you. 


Wholesalers . . . Cash-in on the steadily increasing.demand for 
Electromode All-Electric Heaters for home, industry and farm. 
There may be an opening in your territory. Write Dept. EM-107 
for information. 


ELECTROMODE 


Ql Clete: HEATERS 





ELECTROMODE CORPORATION - 45 Crouch Street, Rochester 3, N. Y. 


World’s Leading Exclusive Manufacturer 


of All-Electric Heaters 
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\ WITH THE SAFETY-GRID! _ 





X-Ray view of Electromode Portable Heater shows the 


exclusive, cast-aluminum Safety-G rid 


MODELS FOR EVERY HEATING PURPOSE 


——— 

, PORTABLE ROOM HEATER. A sturdy “quality” 
heater that’s completely safe for children. Com- 
bines lightness with compactness for easy port- 
ability in home or office. Plugs in anywhere. 


BILT-IN-WALL SMALL-ROOM HEATER. Kasily in- 
stalled in bath or any small room: requires no 
special wiring. Manual or thermostatic control. 





— 
a 





BILT-IN-WALL ROOM HEATER for homes or offices. 
Employs unique Down-Flo principle of warm air 
delivery. Several models for different room sizes. 


PORTABLE ROOM HEATER for home and office. 
Gives high BTU output; circulates warmth by 
Down-Flo principle. 





SUSPENSION TYPE UNIT HEATER for industrial use. 
Designed for ceiling or wall suspension mounting. 
One of a complete line of Electromode standard 
and specialized industrial unit heaters, 
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Henry Czech, district manager 
Westinghouse Electric Supply C 
announces that Eugene N. Meredit 


has been appointed manager of t 





E. N. MEREDITH 


appliance and radio division for t 
{ hi avo area Mr Meredit as bec 


a retail utility salesmar 





da sale . 
resentative with Hurley and a district 
manager for \pex before joining 


Westinghouse \t t 


le time of hi 





new appomtment he was the West 


2 | inghouse laundry equipment superviso 
it 3387 Bit iad ita 


in 


HOME INTERCOMMUNICATION 





Duo-Therm Division, 
Motor Wheel Corp. 





GA RAR. WANES OF New district manager in the soutl 


\ Nest territory for the Duo-Ther: 
HOME INTERCOMMUNICATION 


Opens a New Market 


Lawrence Fk. Neely, who succeeds | 
A COMPLETE PACKAGE MASTER UNIT AND 
SPEAKER UNIT AT A MODERATE PRICE 


@ Intercommunication Systems invade the home with the 


same high quality units that are available for commercial use. 


Phis opens up the opportunity to sell to retail outlets and the 
widespread consumer market. 


Designed and built specially for home use, it is set up to be 





sold as a package consisting of a master unit and one speaker Master Station, 
unit with connecting wire at a moderate price. Specher — one 

= 100 feet of wire... 
Phe new “Telehome” is also available as a complete line, how- complete in one L. F. NEELY 
ever, as additional units are available for those who want them. package. . .$49.50 
In addition. a special door speaker incorporates a bell push- a pane 9.50 BM. Crary. new ascietent sales wnmn- 
button. Another unit is provided for kitchen modernization ne one 775 ger. Mr. Neely spent the last. six 
and new homes, and is constructed as a built-in for kitchen ts Y rae . ; years as a territory manager for the 
cabinet or wall. aalaitial lao fies National Cash Register Co and 

earlier was a branch manager for the 

Complete promotion material is available to back up their 


\llen-Wales Adding Machine Co 
sale with advertising in the Saturday Evening Post to tell the 


Illustration shows one of 
story to millions of consumers. dein Miata 
atur- : 
; its Gi Jud Whitehead Heater Co. 
If vou haven't already had the complete story, write to the ay Evening Post ad- 
Webster Electric, Racine, Wisconsin for complete details. vertising “Telehome.” The promotion of J. C. Thompson 
to general sales manager for the Jud 
License under ft S. Patenta of Western Electric ¢ 





Whitehead Heater Co. was recently 
ympanw, Incorporated, and American Telephone and Telegraph Company 


announced by vice-president Louis 


Obler. Three district sales managers 
& i c  « 3 isa ‘  « were also named: R. M. Putney, the 


East; L. W. Carson, the Midwest; 


WEBSTER 





RACINE WISCONSIN and Manuel Pinheiro, the Pacific 
DRS siggesy OE W. Martin and A. D. Cl 
fxpert Dept. 13 E. 40th Street, New York (16),M. Y. Coble Address “ARLAB” New York City ee or ae 
were appointed division managers, the 
“Where Quality is @ Responsibility and Fair Dealing an Obligation’ former in the East and the latter in 
the Midwest. 
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CO 


There’s new folding money for you in 
the new G-E Fold-Away Sunlamp! 


O 






SUE 
42, 
4 
fe, 


| 





Your customers will go for the ingenious General Electric Sun- With her finger tips she swings out the General Electric Fold- 
lamp that’s completely out of sight—under the bed—when not in Away Sunlamp. Note the simple clamp that fastens the lamp securely 
to the bed rail. There’s never a heavy fixture to lift or move around! 






use. Now watch this young lady . .. 





Now healthful ultraviolet rays beam from a 275-watt General Elec- 





Now she adjusts the Sunlamp to the angle she prefers best. This 

is simple to do, for the General Electric Fold-Away Sunlamp has a flex- tric bulb that’s approved by the American Medical Association. The 

ible gooseneck and double-action swivel-arm. exposure is controlled by an automatic timer. The Sunlamp swings 
back, and folds away under bed. 


+ seins 





 ~@3 SUNLAMPS 


Be the first in your area to display and cash in 


You get a complete merchandising kit 
on this new, wonderful Fold-Away Sunlamp. 


when you feature the new, quick-selling 
General Electric Fold-Away Sunlamp! 

You get attractive counter and window 
displays, mats, dealer portfolio, consumer 
folder, and other sales helps! 


Order from your General Electric Dis- 
tributor now! Appliance and Merchandise 
Department, General Electric Company, 


Bridgeport 2, Connecticut. 


GENERAL @ ELECTRIC 


o. Ve? 
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ASLO | 


AUTOMATIC 
KITCHEN |. 
VENTILATOR | 
CLEAN+COOL , Fa 
EXPELS GREASY FUMES» ODORS» EXCESS HEAT 
EASY TO INSTALL + EASY TO CLEAN » EASY TO USE. 


oy FLA. an vi 

















oF 


v's 


@ You'll profit plenty from these three Fasco Ven- 


tilator sales-builders. Colorful demonstrator counter 
display is very small (19" x 1514” overall). Light in 
weight. Holds sample Fasco Ventilator while prospect 
operates it and sells himself. Folders and newspaper 
ads complete your Fasco sales package. See your 


Faseo Distributor or write direct for details on how 


you can get these sales-builders at no extra cost. 


Gentlemen: EM-1 


Please send me details on Fasco Ventilator sales-builders, 


NAME 
ADDRESS 


MY DISTRIBUTOR IS 
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Easy Names Three District Managers 


W. F. GARNER 


Easy Washing Machine Corp. 


Three district manager appoint- 
ments were recently made by the Easy 
Washington Machine Corp., it has 

een announced by W. H. Reeve, 
vice-president in charge of the sales 
lepartment 

|. H. Fetterman, Pittsburgh, has 
een assigned to the company’s Pitts- 

gh division under the managership 

Warren P. Gotwalt, successor to 
e late Edward Fairchild. Mr. Fet 


J. H. FETTERMAN 





BERNARD MORRIS 


terman was formerly employed as a 
salesman by John H. Moore, Inc., and 
Charles C. Culp, Inc. 

William F. Garner has been ap- 
pointed to the Ohio division under 
James Yonts. Mr. Garner was for- 
merly employed in the sales organiza- 
tion of Lufkin Rule Co. 

Bernard Morris will serve under 
IF. S. Fenton, Jr., in the west coast 
division. He was for several years ap- 
pliance manager at Levy's department 
stores in California 


Retirements and Promotions at G-E 


F. M. FALGE 


General Electric Co. 


Retiring as manager of the Pacifi 
sales district of the General Electric 
Lamp Department, Morris C. Hixson, 
as been succeeded by F. M. Falge, 
former assistant manager. Mr. Hix- 

vas a member of the company for 
% years. He was named assistant 
nanager of the Edison Lamp Works 
in 1923 and was named assistant man 
in charge of the Pacific district 


Mr. Falge joined G-E in 1926 as 
a lighting sales engineer. In 1928 he 

ned Paramount Publix Corp. in 
harge of stage and theater lighting 
returned to Nela Park in 1931. J. 
P. Looney has been appointed man- 
ager of the appliance service center in 
soston, Mass., succeeding E. R. 
Dirkse, transferred to a similar post in 
Chicago. Mr. Looney joined the com- 
pany in 1941 as an accountant. 

In Omaha, Nebraska, James F. 
Stark is the new local manager of 
appliance sales, according to H. A. 


OCTOBER |, 


M. C. HIXSON 
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HELEN McKINLAY 


Warren, central district manager. 
Charles W. O'Donnell has _ been 
named a representative for G-E heat- 
ing devices and fans in Omaha. 


Miss McKinlay Retires 


After over 23 years with G-E as a 
home lighting specialist, Miss Helen 
G. McKinlay, writer and lecturer, re- 
tired from the company on August 1 
She started with G-E in 1924 and in 
the next year became the first woman 
home lighting specialist associated 
with a lighting institute when the 
company opened the Edison Lighting 
Institute. 

David C. Spooner, manager of Gen 
eral Electric’s automatic blanket and 
sunlamp division, has announced the 
appointment of Philip Klein as quality 
control manager. Mr. Klein has been 
with G-E since 1943, at which time he 
joined the student test engineer’s pro 
gram. Later he was made supervisor 
of engineering of the test section for 
the division. 
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CUSTOM-STYLED! 


New Automatic and Manual Control Units are custom- 
styled for the instrument panels of most 1941, 1942, 
1946 and 1947 cars. They perfectly fit and harmonize 
with other design elements like a factory installation ! 


FOOT CONTROL! 


Step on it to tune in programs 
and change stations. No need 
to take your hand from the 
wheel, or your eyes from the 
road. Available as optional 


equipment. Profitable sell-up ! 





Now Available / 


Famous Philco “‘Share-the-Cost” Cooperative Local Adver- 
tising Plans. Increase your business with these sure-fire 


Philco Auto Radio Promotions. See your Philco Distributor. 
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Make them Your 
Best Months 
of the Year 





SIX PUSH-BUTTONS |! 


Individual buttons for automatic tuning of five stations 
plus manual tuning. Advanced Philco Electronic Tuning 
System adds a new fascination to push-button tuning 
Absolutely jam-proof. Light shows which button is “on” 


SHORT-WAVE! 


New model gives world recep- 
tion on all short-wave band 
up to 18 megacycles, plus 
Standard Broadcasts. Push- 
button band switching. Elec- 


trical Spread-Band Tuning 
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In the POST 
September 27th 
October 18th 

November 29th 


In BETTER HOMES 
October 

November 
December 


in SUCCESSFUL 
FARMING 
October 
November 
December 


October's Bright Blue Weather 
Needs ARVIN WARMTH | 


\G 





4rvin Portable 


} 





(N 


~~ >, 
pe 

ms |e 
7s) 





Model 203A ivory baked Model 213. Handsome ta Model 103 Beautiful pa Model 52 


Radiant type 


enamel finish. Bright-fin baked enamel finish, simu tel green baked enamel fin A portable electric fireplace 

ished grille. Toe-switch con lating bronze, with dark tan ish. Hand-grip inback. Same —_ for any room. Long, heavy 

trol. Hand-grip in back. Red base. Convenient switch heating and fan unit as de duty heat-unit, wound on 

glow light gives cheerful Motor does not cause radix luxe models. Bright-finished porcelain. Provides quick 

fireplace effect. Price, $13.30 interference. Price $11.95 ornamental grille mfort. Price 9.95 
Price $9.81 


te 


NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 


Arvin Fan-Forced Electric Heaters « Arvin Lectric-Cook Grill and Waffle-Baker « Arvin Big-Flo Car Heaters « Arvin Top 
Flight Radios « Arvin Metal-Chrome Dinette Sets ¢ Arvin All-Metal Outdoor Furniture « Arvin Automatic Electric Irons 
Arvin All-Metal Ironing Tables 
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Edwin L. Wiegand Co. Proctor Electric Co. 


Changes in the advertising and pro The promotion of C. Roger Turner 
notion departments of the Edward L Irom assistant to director of research 
Wiegand Co. have resulted in the ap 4 the Proctor Electric Co has been 





GEORGE SOWASH C. ROGER TURNER 
oimtment of George Sowas forme! mmnounced by Joseph W. Myers. vice 
reduction manager of Bond & Start resident 
dvertising Agency, as advertising Charles P. Culbert, western sales 





DAVE WOLFF MRS. DOROTHY HUSE 
iuiager, and the advancement of manager of the company, announces 
Dave Wolff, sales promotion mana the appointment of Mrs. Dorothy 
er, to business development manager, Huse as sales development assistant. 
enlargement of his duties She will work with distributors’ and 
etailers’ = sale. personnel as sales 
trammime consultant 


Georgia Power Co. 
Pressed Steel Car Co., Inc. 


We're not writing 


an obituary, but 
ve’re suffering the same sensations...” J. F. MacEnulty, chairman of the 


begins the announcement in the July board of directors of Pressed Steel Car 
23 Sales Log ot the Georgia Power Co., Inc., has retired, according to 
Co. which discloses that Fern Snider Ernest Murphy, president of the firm, 
(Mrs. Bert Smeeton) left the com- who added that Mr. MacEnulty’s 


pany on August 1 to enter business services will continue to be available 


to the company on a consultative basis 

Joining the firm in 1899, a month after 
the home economics firmament and it was organized, Mr. Mac Enulty 
e appliance business for a decade remained for 48 years, virtually his 
I as been home service chairman entire business life. He went through 
tor the Edison Electric Institute for various jobs in both sales and produc- 
eight years and was formerly with tion to become president of the firm, 


the Monongahela West Penn Public which position he occupied during the 
Service Co. The Sales / 7 


with her husband as manufacturers’ 
gents. Miss Snider has been a fixture 


q Says ot recent war. 
Miss Snider, “. . . she is probably the Announcement has been made by A 
personal friend of more housewives Raysson, general sales manager of 


than 1s any other woman in Georgia.” Pressed Steel Car Co., Inc., of the 
Miss Betty Parker, home equipment appointment of J. A. Burnett as 
pecialist for the utility, has been assistant service manager for the 
named to replace Miss Snider as home domestic appliance division Mr. 
service director. She joined the home Burnett was formerly with Hotpoint. 
service staff in 1929. She later left Inc. Also named an assistant s¢ tines 
the company to hold positions in radio, manager was L. W. McCarty, formerly 
magazine and advertising fields, return- — with Westinghouse and General Busi- 
i in 1940 ness Machines. 
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Selechon.. he first and favorite electric clock 


The most complete line of electric clocks on the market 


kitchen clocks, kitchen timers, occasional clocks, strike 
is shown as illustrated in full-color advertisements 


clocks, radio timers, cyclometers, and new awakening 
appearing in December issues of Life, The Saturday devices . . . can be ordered now from your distributor. 


Evening Post, and Ladies’ Home Journal. Alarm clocks, Telechron’s powerful advertising will swell your profits. 





i a ee | evirtongy 


gis | slattiic “Wee 


Cfelechion ... priced 


approx *4.t ‘ho. 


we , 


ELECTRIC CLOCKS 
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WORK CENTERS 


are 
SALES CENTERS 


1. Storage Center—the Refrigerator group- 
ing—may be on either side of the sink, 
but should be close to the outside kitchen 
door, convenient for grocery deliveries. 


2. Preparation and Cleaning Center—the Sink 
grouping—is placed between the range 
and refrigerator because it is the hub of 
kitchen activity. 





3. Cooking Center—the Range grouping—is 
preferably close to the dining room door, 
handy for serving meals. 





Sell your customers on the Morton 

Work Center principle of kitchen arrangement 
and you will have taken the first step in selling 
complete kitchens. You will profit by increasing 
customer good will, by larger unit sales, 


and by repeat business. 


Whenever vou have sold a Morton sink, you 
have sold the basic unit for a Food Preparation 
and Cleaning Center. This leads to the sale of 
Morton PANTRYETTES* and Base Cabinets 
—several units instead of one. The sale of a 
range starts a Cooking Center; the refrigerator 

is the heart of the Food Storage Center. 
Morton's step-by-step plan of merchandising — 
kitchen improvement by easy stages—starts 
a whole chain of buying. Make an extra 

unit sale. Make it a Morton. 


Registration applied for 


MANUFACTURING 


COMPANY 





General Offices: 5125 West Lake St. 
Chicago 44, Illinois 
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Aero Needle Co. 


\ long-time believer i xecut 

mobility,” which reduces to “getti 
uit and seeing what's going on,” 
F. Hemminger was recently elected 
president of the Aero Needle Co. ‘to 
succeed Burton Browne, new chair- 
man of the board. Mr. Hemming: 





W. F. HEMMINGER 


who has been in the business some ter 
years, is credited with the origin of 
many successful promotions and pack- 
age designs. He will direct the sales of 
Aeropoint Emerald, a $19 instrument. 


Stromberg-Carlson Co. 


William J. Kelly, for > years 
eastern district manager ot the Mc- 
Graw Electric Co., has joined the 
Stromberg-Carlson radio sales division 
as district merchandiser in the metro- 
politan area and along the eastern 
seaboard as far South as Virginia, 
according to an announcement by C. J. 
Hunt, radio and television sa'es man- 
ager. 





W. J. KELLY 


Mr. Kelly, in electrical appliance 
sales for the past 16 years, spent two 
years as radio and appliance salesman 
for the N. Y. State Electric and Gas 
Co., became a factory representative 
for Edison G-E and in 1936 was ap- 
pointed division sales and service man- 
ager for N. Y. State Electric and in 
1938 joined McGraw 'E] 


+ 


United States Television 
Mfg. Corp. 


Hamilton Hoge, president of the 
U. S. Television Mfg. Corp., recently 
announced the appointment of Richard 
C. Olson as Los Angeles sales repre- 
sentative and of Charles W. Koehn in 
Manhattan. 
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ERE is a low priced, efficient ‘ pack- 
aged” gas-fired, fully automatic heat- 
ing unit that is ideal for homes, stores, 
offices and business places. 


Hot Boy isa superior, circulating, forced 
air, gas-fired heater. It is precision built, 
modern in design and styling and is fin- 
ished in rich brown enamel. 


Positive forced distribution of warm 
air is made possible by a large sixteen 
inch, slow speed, high air volume deliv- 
ery fan. A brazed steel heat exchanger of 
tubular construction effectively diffuses 
the heat. 


The Hot Boy burner produces a clear 
blue fuel saving flame that gives off an in- 
tense heat—enough to heat 3 to 6 rooms. 


Hot Boy comes complete and ready for 
installation. It’s all in one self contained 
package. No engineering knowledge re- 
quired. Can be sold the same as a radio, 
washer or refrigerator. Connects with gas, 
electric and flue outlets just like a gas range. 


A SUBSIDIARY OF THE COR-O-AIRE HEATER CORPORATION 
CLEVELAND 15, OHIO 
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Maytag Co. 






ne He 
‘er oe 4 
> 
‘ 


ic ” i 5 ie Three new regional managers } 
¢* re Oy 


x < ay lve 


been assigned to eastern territories 


the Mavtag Co. They are Robert 


hai 


HANKS 





a THAT anne CREATE F COOKS EGGS RIGHT AT THE TABLE 
BIGGER VOLUME FOR you! =~ Pays AS SOU LIKE THEM 






















2 
This dramatic, 3-dimensional, full color display attracts ; 
be and sells! Tells the story of how eggs are prepared right at R. E. BRADLEY 
the table the handy Hankscraft way. Features colorful 
nd Hankscraft Egg Service Set; also displays gaily colored, Bradley, new manager of 11 counties 
y individual Hankscraft Egg Cookers. in New ‘York, John S. Dozier, J: 
41 counties in eastern North Carolina 
\ NO. 874 EGG COOKER i 
by 
For sales appeal you can't beat this beautiful ts 
chrome-and-porcelain automatic-electric egg : 
cooker. Boils, poaches, scrambles, shirs eggs 
right at the table — exactly to taste. Colors: red, 
' yellow, blue, green. Retail price $5.95 
' 
> ; 
| NO. 1083 EGG SERVICE ‘ 


There are bigger profits in this stunning 
breakfast ensemble. Consists of Hankscraft 
automatic-electric egg cooker, 4 colorful 
double egg cups, glass poaching dish and 
chrome serving tray. Retail price. .$8.95 





vr 


JOHN S. DOZIER, JR 


inl Deloss Wagner, with 39 counties 
in central Tennessee 


Mi Bradley is a_ native New 





» |. YOUR PROFIT $16.68 
— ree he eu . HOUR VAPORIZER - HUMIDIFIER 





wk 


DELOSS WAGNER 


the HANKSCRAFT (/a407- 7Hlaster 








Yorker and will work out of the 
New! Larger! Smartly styled! Operates for 6 hours. Delivers a Newark, N. J., branch. Prior to the 
ties fl € hhechhiel ao cal a er ft war Mr. Dozier was with Liggett & 
steady, heavy flow of healthful steam. Employs basic Hankscra Myers Tobacco Co. aad will work 
principle: Water completes an electrical circuit, turns to steam; from the Richmond branch 
current automatically shuts off when all water is used. Invaluable 
for treating colds, croup, and bronchial ailments. Makes an ideal ‘ } 
humidifier, also. Model No. 1082. Retail price $8.95 Silex Co. 
The appointment of Joseph P. Cos- \\ 
grove as service manager for the h 
Silex Co. was recently announced by 
J. M. Moore, general sales manager. t 
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BETTER BUY NOW 
PRICES ARE GOING UP! 


According to Nation’s Business, wages and materials are on the way up 





again. “Hard goods will go up another 5 to 10%.’ 
We are doing everything we can to hold present prices, but again we say... 
Better Buy NOW ... Prices Are Going UP! 


Write up your order for Gem Dandy Electric Churns and send it to your 
distributor today. Make sure you have a good balanced inventory. You 
should have at least two Gem Dandy Deluxe models to every Standard model. 
Take advantage of present low prices and stock at least go days supply vow. 

BUY WITH CONFIDENCE. The farmer will cash in on the biggest 


farm income in history this year. Our powerful, national advertising is pre- 


selling every electrified farm in the country on Gem Dandy Electric Churns. 


A\ recent survey covering Southern states showed that 76% of the pros- 
pective customers (those who churn and who have electricity) WANT TO 
BUY AN ELECTRIC CHURN SELLING FOR ABOUT $20 
RIGHT NOW! 





Nationally, nearly 50% of prospective customers say they want to buy an 


electric churn now. 


Your customers are already sold! Display Gem Dandy Electric Churns and 
they will go like hot cakes. 


re O° rita “ 
Se | 
ce 7. ~ Rreee "4 


- MAROY apne ES f 


1 SS a 


Better buy now... THE BETTER BUY...Gem Dandy Electric Churns. 





ORDER GEM DANDY ELECTRIC CHURNS 
FROM YOUR DISTRIBUTOR TODAY 


DeLuxe Mopet Retail Price $19.95 
Recommended Dealer’s Cost $12.49 


STANDARD Mopet Retail Price $16.95 
Recommended Dealer’s Cost $11.02 


ALES Gem Dandy Electric Churns may be used with 
EST pgp HANS rock ot with Parag 





crock or with Gem Dandy Duraglas jars, 
which are sold separately. List price: 3-gal. 
about $1.95, 5-gal. about $2.45. 


© 


ALABAMA MANUFACTURING COMPANY 


DEPARTMENT A-12, BIRMINGHAM 3, ALABAMA 


FREE DISPLAY MATERIAL 


\\'rite us today for free display material that 
has increased sales as much as 500%. Be sure 





to give name of your distributor. 
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It’s the FAMOUS 
TRILMONT 


Safety* eater Complete 
with a New Specially- 
Designed All-Metal 
Clothes-Drying Rack ! 





Cash in Now on This 
Sure-Fire Profit Combination! 


Here’s the first low-priced safety electric clothes-drying outfit for the 
mass market that can’t afford expensive deluxe driers! It’s a NEW, 
durable, easy-to-use all-metal rack ...with over 35 linear feet of nickel- 
plated bars for clothes-drying . . . so compact it can be used in a corner 
space or small bathtub . . . collapsible so that it can be folded away for 
easy storage behind a door. PLUS the TRILMONT Safety* Electric 
Heater world famous for “warmth without worry” . . . now better 
than ever with the new TRILMONT Safety Cord Switch! Write today 
for name of nearest distributor! Ask your distributor or write TRILMONT 
direct about special plan to equip TRILMONT Heaters in your stock 
with the new TRILMONT Drying Rack and Safety Cord Switch. 


Heater and Drying Rock, List Price $39.50. 
Special Combination Retail Price... Heater equipped with Detachable Cord Set and HEAVY 


$3 50 DUTY Switch. Ivory or Brown Baked Enamel. Model A, 
4 nel. Fed. Tox 


1200 Watts. Mode! AA, 1320 Wotts. A.C. or D.C 
Slightly Higher in Western Zone 


TRILMONT PRODUCTS CO., 24th and Walnut, Philadelphia 3, Pa. 
National Sales Agents: A. C. SANGER & CO., INC. 


Boston 411 Statier Bidg — Hancock 5814 Chicago 53 W. Jackson Bivd. — Wabash 6984 
Philadelphia 407 Architects Bidg.— Rittenhouse 6-6007 Cleveland. . 1836 Euclid Ave — Cherry 3248 
Atlanta 176 W. Peachtree St., N. W.— Atwood 5988 Dallas , 109 N. Field St. — Riverside 2172 


West Coast Sales Agent: LES TAUFENBACH & CO. 
2404 W. 7th St., Los Angeles, Cal. * Fairfax 1131 


SanFrancisco . Sutt 900 Beach St.—Filimore 6-2504 Portiand 1023 S.W. Yamhill St — Broadway 5270 
Seattle 19 White Bidg — Main 071 
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In the 


Women's Magazines 


McCall's 


Elizabeth Sweeney continues her in 
structions on how-to-launder in the 
September issue of .W/cCall's, with ai 
irticle entitled “How to Launder You 


' 1 ” 
Best Blous 


pictorially the various steps require: 
» clean a house from ceiling to floo 
wit a cleaner and attachments 


“This is How Mrs. Cooper Cleans 


Ladies Home Journal 


[he story of a G.I, his wife a 
their kitchen in a barracks apartment 
at one of the universities is the sub 
ject of the kitchen planning article 
the September issue of the Journal 
\ refrigerator, portable washer, clock, 
flat iron and pressure cooker are som 
ff the electrical items in this smal 
kitchen. “G.I. Kitchen on the Can 
us” by Gladys Taber. 


Woman's Home Companion 


In “So You’re Coming Back” bs 
Elizabeth Beveridge, September, Cow 
panion, the vacuum cleaner is featured 
in making a closed-up house liveabl 
in the shortest time possible. 

Helen Thackeray, in “Smart Buying 
Means Easy Laundering,” again brings 
to mind the importance of buying chil 
lren’s clothes with labels that contain 

h information as the colorfast and 

rinking potentials of the fabric and 


per washing instructions. 


Better Homes & Gardens 


The fractional pages of the Septem 
ber issue of Better Homes have several 
short articles on appliances, such as 
“Best Wav to Freez Appk sg” “How 
to Sew Plastics’; “Lets Eat in the 
Kitchen;” ... Also, in the article “In- 


diana Home, 1947” a kitchen, utility 


room and laundry its shown And 
Eleanor Ahern has a 4-column unit en 
titled “Are You Getting the Most Out 
{ Your Automatic Washer!” 


House Beautiful 


Kitchen designs scattered throug! 
he pages showing “The 12 Best 


H 


uuses of the Last 12 Years,” are 
yorth investigation. 

“T'll Take A.C. Current!” is a sad 
little tale of the vicissitudes of newly 


weds wil find themselves marooned 
in a Direct Current area, with an am 
P 1 


’ . 


ple supply of A. (¢ appliances. 


I I 


American Home 


Four-columns, profusely illustrated 
th line drawings of the various fea 
tures to be found in automatic and non 
yutomatic washers is Amertcan Home's 
contribution to appliances for Septem 
ber. “Your New Washer” is the tit] 


of the article, by Edith Ramsay 


Parents’ 


The importance of the three work 
centers in a modern kitchen is featured 
by Maxine Livingston in September 
Parents’, in “Research Revamps Kit- 
chen Planning,” and “Its the Walls 
and Counters that Count.” 

“For Cooler Cooks and Better Cook- 
ing” shows the features of an electric 
range that give the cook more free- 
dom and add to her comfort. 


Family Circle 


Washers—automatic and 

iti are the subject of Fa 
e's SeptemMftr appliance ar 
(srace White. entitled “Mak 


lays Bright 
What's New in Home Economic; 


The equipment section <¢ Vy} 
< lo! September Carries 
pages on the electric range art 
vith its historical and scientif 
pment, to its present const 


parts, controls. Hlow to teach 


to demonstrate the range are alsot 
ughly covered, including demonstr 
equipment in home management s 

What the mixer does and hi 
its use, 1s another article in the C 
sumer Education and Prod 
partment 


Farm Journal 


farm Journal recently mad 
vey of clothes washing metl 


by farm women throughout tl 


In the September issue Ruth Gaffn 


reports the findings in “Are 
Fmancipated?” which reveals 1 
that 2!4-million farm women ar: 
vashing their clothes without 
tricity. 


House & Garden 


tion techniques as applied to foods 

Third in a series of kit 
signed by //ouse & Garden 
trated and described in the Septen 
issue, and can be seen at the M 
Los Angeles. 

The September issue also ca: 
article by Mary Grosvenor Ells 
entitled “Your Freezer is a Ban! 
Saves Time Against Futur 
gencies.” 

“Ten Men in Your Life” is a1 
appliance unit describing te: 
prominent as designers of el 
ippliances—among them Ray | 
Francesco Collura, Henry D 
Raymond Loewy and Dave Chia 


Successful Farming 


In the September issue ot 
ful Farming more than eight 
ire devoted to the very importan 
ject of “Running Water on the | 
in which such topics are dis 
‘How to Lay Out A Water S\ 
“The Depth of a Well”; “The 5S 
The Pump”; “How Some 
Made Water Work for Then 
“How to Select The Right 
Heater ~ 


Household Magazine 


In “Elizabeth Shaffer Tool 
l‘loor Cleaners and Heaters,” s! 
isses the advantages of va 

1 room heaters and 


4 
c 
+ 


iters; September issu 





Manson Becomes RMA 
Advertising Chairman 


Stanley H. Manson, public 
manager of the Stromberg-Ca 
Co., recently succeeded John Ss 
ceau, Farnsworth Television & R 
Corp., as chairman of the Radio 4 
Assn. advertising committee. The 
mittee is now completing plans 
observance of National Radio \W 
Oct. 26-Nov. 1. 
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_ > Cokes. 
IDEAL FOR: Lunch Counters - Drive-ins 
Coffee Shops - Institutions . Hotels . Taverns 


Drug Stores - Private Clubs . Restaurants 


a 








Omics 





tOVOUMTIONGY 


NEW elecnre 















Custom-Matched Beauty Blended with 
World-Famous Hotpoint Superiority 










x, Exclusive lift: 
aertment simplifies 






. INTER KITCHEN — postwar engineering miracle by Hotpoint — 
overnight has been acclaimed “the greatest achievement in counter 
appliance history.” By plane, train and wire . .. the enthusiastic reception 
of food-service operators everywhere has already skyrocketed this astound- 


ing new line into first position in major markets from coast to coast. 


World's First Matched Counter Line 
Yes, today it’s here — COUNTER KITCHEN —the world’s first planned- 
line of style-matched counter equipment. All five appliances are identical 
in size —all are finished in the same lustrous, non-tarnishing chrome. 
Fitted together with accessory banking strips, the over-all appearance is 
that of a single, custom-built device. 
Space-Saving Efficiency 

Now you can prepare better food ... with greater speed ... for more 
people . . . at record-shattering profit ...in less space. From end to end, a 
complete COUNTER KITCHEN measures only 7 ', feet. 

COUNTER KITCHEN may include any or all appliances in this great 
5. WAFFLE BAKER Model HY1 new line. For immediate profits, order the units you need today ... and 


ae Sanne vate expand your COUNTER KITCHEN as the need warrants. Write today 
waffle baking almost comp 

automatic. Patented SHAKE - OUT 
handle eliminates excessive 
sticking. Rated wattage: 1.65 kw. 









for copy of booklet “Good Food in Short Order—by Hotpoint.” 


sed bee 


World’s Oldest, Largest and Foremost Manufacturer of Commercial Electric Cooking Equipment 








HOTPOINT INC. A GENERAL ELECTRIC AFFILIATE 


‘ 5620 West Taylor Street, Ghicago 44, Illinois 
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Which one will be TOMORROW’S CHAMP ? 


Whether you’re analyzing golfers or appliances 
or radios, you can easily spot the “‘duffers” 
but, as the competition narrows down, you've 
really got to know the game to be able to predict 
the winner. 

In this tough, exciting game which is your 
business and ours, market conditions are chang- 
ing constantly. New products — 
on well known products 
preferences. Prices — manufacturers’ advertis- 
ing — dealer promotional helps... all these we 
must consider carefully in selecting the lines 
that will sell best — be most profitable — not just 
today, but long-range. 

As a long-established national distributor of 
leading appliances and radios, Graybar has 


and new features 
are altering customers’ 















When a product is recom- 
mended by Graybar, you 
can be sure it is (1) easy to 
sell, (2) honestly adver- 
tised, (3) backed by a war- 
ranty which protects both 
dealer and consumer. 


closely studied hundreds of lines under all varie- 
tiesof market conditions. Asanindependent, self- 
directing organization, Graybar is free to select 
and recommend lines on the basis of salability. 
At the same time, because of its proved ability 
to “‘move merchandise,” Graybar enjoys the 
close co-operation of top-flight manufacturers 
throughout the country. 

There you have the basic reasons why Gray- 
bar dealers have faith in the recommendations 
of our Merchandising Specialists. Proof that 
these recommendations pay in practice is the 
success of Graybar dealers throughout the 
nation. Merchandising Department, Graybar 


Electric Company, Inc. Offices and warehouses 
in over 90 principal cities. 


4793 


| 
| 


| 
| 





— 


LEAGUE ACTIVITIES 





Round Table Discussion 
Features Wisconsin Meeting 


Wisconsin 

Appliance Ass 
sales and servic« 
recent August mect 
the group and did their own tal 
without benefit of a scheduled s; 


Members of the 
Refrigeration & 
brought their 
lems to a 


Phe members named a committ 
mit principles for the cont 
installment buying after the det 


“W" on November 


work 


Regulation 


Newcomb Speaks on Wiring 
to West Pennsylvania League 
Pad 


J. Newcomb, sales manag 
the Westinghouse electric appliat 


and chairman of the « 


National Ack 


Visto 
ommmittee of the 
Wirine Bureau, spoke on “Ar 
Wired to Sell?” at 

the Electric 


Pennsvivania 


a recent n 
League of W 


Delaware Dealers Begin 
Series of Fall, Winter Meetings 


The Electrical Appliance Dealer 
Delaware, Inc., held their first meet 
of the fall and winter series on Sep- 
tember 3 in Wilmington, Del. Officers 
of the organization include: Byron H 
\twood, president; Willard S. Wi 
vice-president; Silas W. Pettit 
William H. Frederick 


son, 
secretary ; 


treasurer, 


Intermountain League Founds 
Cache Valley Chapter in Utah 


\ Cache Valley chapter of the Int 
mountain Electrical League has bec 
formed with headquarters at Loga 
Utah. Lynn Thompson is president 
(. R. Baur first vice-president, W. ! 
Dunbar secretary. Delta, Utah, is co 
sidering the formation of a chapt 
which would be headed by its ow 
Mavor Black. 


Pot & Kettle Clubs Elect 
Cummings National Head 


The Pot & Kettle Clubs at thei: 
cent national convention at the Feat 
River Inn, Calif., elected James C: 
mings of Schwabacher Hardware 
Seattle, president, succeeding Chat 
C. Putnam, San Francisco. The ¢ 
voted to cooperate with the Federat 
of Housewares Clubs and named ['re 
C. Wood and Clark Wright delegates 
to represent them at the national 
vention of that organization. .\ 
club was formed at Denver with k 
neth J. Dahm as temporary presi 
Arthur J]. Hitt was chosen pres 
of the San Francisco club. 


Washington Institute Resumes 
Sales Training Classes 


Three main attractions head 
list of the series of sales trains 
classes which the Electric Institut: 
Washington resumed on Septemb« 
They are: the basic sales informat 
series, the advanced sales series, 
the special product information ser 
The course, as it was last winter: 
under the supervision of Robert F 


MAIOR APPLIANCES ° 


TRAFFIC APPLIANCES ° 


RADIOS | Mook. 
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Hush-O-Maie 


THE REMARKABLE NEW DEMONSTRATION FEATURE 
THAT SUPPRESSES NEEDLE NOISE ...BROADENS TONAL RANGE... 
GIVES RECORDS NEW LIFE! 








Stas © 


Here is the kind of selling advantage every 
radio dealer dreams about! Bendix Radio has 
at last made it possible to enjoy the full 
richness of records without audible needle 
noise even from old records! Needle noise 
is restricted in low level passages, and tonal 
range is automatically increased as the level 
increases. Yet this wonder-working device 


adds very little to the cost of the set! It’s the 









kind of development you can expect only 
from Bendix Radio—one more reason 
why the Bendix Radio franchise is one 


of the most valuable in the industry! 


45,000,000 WILL READ ABOUT 
HUSH-O-MATIC THIS MONTH! 





A line of Leaders at Every Price Level / 


— —- BENDIX RADIO DIVISION of 


(BENDIX RADIO ! BALTIMORE 4, MARYLAND 
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A non-profit Exhibit 


..« for the manufacturers 
2+ by the manufacturers 
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RIGHT AT HOME was the way these 
hostesses made Walter Blankenship fee! 
when he stepped into the recent Chicago 
meeting announcing Bendix Home Ap- 
pliances’ sales contest. Mr. Blankenship, 
of the appliance department of Carson 
Pirie, Scott & Co., Chicago, attended 
with 300 other dealers. 
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Northern Calif. Bureau 
Elects New Officer Panel 


elected officers of the 
Northern California Electrical Bureau 
include W. I Lange, Dohrmann 
Commercial Co., San Francisco, presi 
dent: \ H. Meyer, Leo J Meyberg 
Co., vice-president; O. R. Doerr, Pa- 
ific Gas & Electric Co., secretary; 
Frank Runyan, Western Merchandis« 
Mart, treasurer. Chairman of the appli- 
ance section is B. W. Reynolds, Gen- 
eral Electric Supply Co., and chairman 
of the executive committee is John 
os il Ross, Pacific Gas & Electric. 


, 41 
Rece nuy 


( 


St. Paul League Asks For 
Better Freezer Advertising 


Declaring that home freezers are not 
selling as well as they should in th 
Northwest, C. H. Stephenson, mana 
ger of the Electrical Appliance Deal 
ers Assn. of St. Paul and Minneapolis, 
has asked for advertising which will 
tell the public that freezers are now 
available and what the uses of the 
freezer are 

Copy being run by the group in all 
Twin Cities daily papers during July 
and August stressed those two things. 
Local dealers are being urged to run 
tie-in ads informing readers that they 
have freezers available. 


Bell Again Heads B. C. 
Branch of Canadian League 


G. Langtry Bell again heads the 
British Columbia Branch of the 
Canadian Association of Radio & Ap- 
pliance Dealers. Mr. Bell is man- 
ager of Clarkson’s Limited, Van- 
couver. John H. Taylor, head of the 
Consumer Service Division, the B. C. 
Electric Railway Co., has been named 
vice-chairman. Members of the board 
of directors include: W. Bitcon, T. 
Brown, Alex Forst, Clare Kelly, W. 
E. Miller, David Nemetz, Walter 
Napstead, T. Noonan, J. Phillips, 
and Frank Ward. 


OCTOBER 1, 1947—ELECTRICAL MERCHANDISING 





: 


ELE 


ITRODUCING... 
PYR-O-TUBE 


ONLY ELECTRIC ROOM HEATER WITH ENCLOSED VISIBLE ELEMENTS 





100% 
INSULATED AND 
FIRE - SAFE 


PACKED 
WITH 
SALES 
APPEAL 





FEATURING 2 EXCLUSIVE DEVELOPMENTS 


Vu WY iT |. 


— 





ARS ! My 


»...4 


FLANGED* SPIRAL ELEMENTS ENCLOSED IN PYREX TUBES 


Pyr-O-Tube is an entirely new idea in portable room heaters with Patented flanged nickel chrome ribbons are 


glass. They are 100% insulated and fire-safe. Elements cannot be touched 
with metal. This feature is particularly desirable where tl 


enclosed ji Pyrex 


everything it takes to make a high volume item. The safety are children. 


; ; ’ : 1320 Watts, elements glow red within seconds. Stainless steel 
features it embodies are exclusive. No other heater has them. reflector gives maximum radiation without moving parts. 

. . . »vr-O-Tubk -aches maxim heat ra} maine 
Pyr-O-Tube is a quality heater throughout and yet moderately Pyr-O-Tube reaches maximum hea —_ 


tains a constant even neat. 


priced ($17.95 east of the Rockies). It is handsomely designed 


with a neutral gray finish that blends well with any interior. iPYnh © TUBE 


Your Customers will want Pyr-O-Tube. Order them now. 


SPECIALTY DIVISION 


SWANSON TOOL & MACHINE PRODUCTS, INC. ERIE, PENNSYLVANIA — QUALITY SINCE 1919 
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More builders pay to read PRACTICAL BUILDER than any other publication 










Mr. GALE BRADFORD, President 


Bradford Homes, Inc., Evansville, Ind 


Here’s another example of a publication s 
influence in making its readers 


ded ) 
» pplia ace-minde x . 


i i tance 

i s realize the imporrans 
ne of the homes they build 
a means of making 
etter profits. 





more and more 
ppliances as par 
inst competition——as : 
e to buyers—as 9 WOY to 


Nowadays, 
of selling modern a 
—as a wedge aga! 
homes more attractiv 

i N 
Hence, the builder ts te your 
your Number | market! 

i ‘dn't become appliance ether bom 
eg ae ee editors of PRACTICAL noony socket = 
art puild - conscious of something more MPO ACTICAL 
A ls. Through the editorial influence 
the four walls. 


i hem- 
i better job for t 
ot only doing a , 
= ae Ge ccegemmllitl a better job for you 
an 


umber 1 salesman in 


_minded overnight. For the 


selves, 
the builder is actual 
woe places a price fag 
he builds and se 
y and install. 
because whe 
liances in it. 
pat liances, to cash 
: h appliances, : 

t ortunity, through _celling job. 
vor hove ne AL BUILDER'S —— = meg oe 
in on P ° sell. roug 

‘ liances yOu - ae 
sn peg angacbeoien cee individual sales will be larger 
—your est c 


your profits greater. 


ing | He's 

‘ng the selling job. 
ers yoy the homes, apart- 
Ils. He alone decides 
And, when he sells 
en he sells the com- 


Yes, 
the one man who pl 
ments and communities 4 
what make appliance to bu 
homes, he's selling for you, 
e home, he sells your GPP 








i \led 
. : bought, insta 
mae pere ae 185 eaten Homes: 
het Mv sagen’ —— —— @Water Heaters 
’ w s j; 
vont BUILDER is ynexcelled as a working | @ Refrigerators , @ Dishwashers 
“PRACTICN. © rs. Each issue is routed to my key @ Washing Machines ceeiiite ener 
e for - ae abreast of the latest methods, @ Clothes Dryers er 7 
< ~— . 
and products. @ Ventilating 










guid 
personnel 
formulas 





The How-to OD 


p »-10° Pepe 
THIS MESSAGE is addressed to you by the publishers of 
the building industry's leading contractor-builder magoa- 
zine—PRACTICAL BUILDER—in the interest of bringing 
you and your builder customer closer together, for your 
mutual benefit. Total distribution—70,000 copies. 


. BUILDER 


Leads Editorially 





PRACTICAL BUILDER - 5 soUTH WABASH AVE. - CHICAGO 3, ILL. 


Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 
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This PRACTICAL BUILDER reader 


sold 786 electrical appliances 


which might not otherwise have been sold! 


| $2.75 an hour and under OPA rules 


| year but the public remembered us and 
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Conversion 


to Selling 





ome CONTINUED FROM PAGE 43mm emmy 


installed about 100 a year. We took 
contracts from Patuxent River, Mary. 
land in the north to Miami, Florid in 
the south and went 
Biloxi, Mississippi. 


as far west as 
“The other conversions came v ien 
the government cut out steel and we 





had to make ducts out of cement as. 
bestos board; when we went into the 
shipyards and had to buy heavier 
equipment to run both a light and 
heavy metal shop, and when we had to 
start doing roofing work. Our firn 
ibout five million dollars worth of 
work from 1940 through 1945,” 


id 


ig 


Back to Advertising 


Kuhr Brothers’ final reconversion— 
back to civilian selling and installation 

began in 1945 and will reach its li 
max, according to Mr. Kuhr, when ip 
pliances and equipment become plenti- 
ful enough on the market to be sold in 
an all-time high volume. His systen 
of advertising includes almost every 
known medium ranging from teleph ine 
interviews and telegrams for special 
prospects, to newspapers, direct mail 
and radio broadcasts. Special promo- 
tional stunts include the giving away 
of Thanksgiving turkeys, Christmas 
gifts for Savannah housewives and 
similar appeals to public consciousness 

“One outstanding action we took 
back in 1942 laid the groundwork for 
our service department,” Mr. Kuhr 
says. “At that time, there were few if 
any individual appliance companies in 
this area offering service work. and we 
eventually found ourselves doing such 
work for everyone who called on us 
during that time. Each service cost us 


we had to sell the service for $2.00 in 


hour. We lost as much as $5,000 a 


We maintained what we felt was an ob 
ligation to our buyers.” 

One of Mr. Kuhr’s principles 
develop the people employed by 
organization, promoting them 





as they 
hecome pi ficient, He points to Mr 
McNeil, whom he employed 14 years 
ago at a $12.00 per week salary, as 

example. Mr. McNeil now heads th 
sales force which will total nine sak 

men the present campaign 
reaches its climax. End 


Na 


when 





in the 
It gives 
you dor 
one ty p 
Meck 


too— the 





“IT'S A BOY!" 


MERCHANDISING ELECTR 
































a 
len 
= CM-500 
he Three Way Portable 
: List $29.95 
t 
CR-500 

FM-AM 
| List $79.95 
ial CH-500 
Ai 5 tubes plus rectifier 
sf List $29.95 
ay cD-500 $ 
ee Phono-Radio-Changer 
List $59.95 
a 4 tubes iad rectifier = 
” oy 


thee 


CP-500 


4 tubes plus rectifier 


List 


= “ — RAN his | 9 5 
r ) 
There is a broad range of models Due to continuing demand for this line, a 






in the Meck line—but no duplication. Meck inventories are kept low. There is 
lt gives you sets for every requirement— no threat of dumping for Meck Dealers. 
you don’t have to shop around, buying Write today for information on Meck 
one type here—one there. Radio Receivers — we can prove that it is 

Meck prices give you an advantage, the RIGHT Line at the RIGHT Price 
too—they average 18°C under competition. with the RIGHT Deal for you. 





ECK RADIOS 


JOHN MECK INDUSTRIES, INC. © PLYMOUTH, INDIANA, U.S.A. 
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DURABILT 





Both of these two smart new irons give your customers all 
three — Beauty, Durability, Performance. The famed All-purpose 
Durabilt Folding Iron with a new streamlined maroon plastic handle 
and matching cord set is quick to catch your customers’ eyes. They'll 
like the perfect balance, too, of the rich gleaming chrome and 


black Durabilt Model 10. 


Durability is the keynote of these two new irons. The Folding 
lron is equipped with the strongest handle ever built and both 
irons will absorb more than ordinary abuse. Simplicity of parts 


and rugged construction, yet lightest 
weight make these irons live up to their 


Durabilt. 


name 


Unmatched in performance, Durabilts 
at the 
sole plate, and in just 30 seconds! Precise 


provide heat where it is needed 


heat control with no over-shoot assures 


perfect ironing at all times. 


WINSTED HAROWARE MANUFACTURING COMPANY, WINSTED, CONNECTICUT 





URABILT Adomaze |RON 
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FURCHGOTT'S 


of the big coast city. 


Eliminating Customer Complaints 





Phis little un- 
sual,” says Mr. Gatz, “but it pays off 


policy 


may be a 


for two reasons. First, it creates satis 


] 


fied customers and second, it cuts 
down service calls which originate 
lue to improper operation of appli 
es, An appreciative customer is a 
itished customer and I have yet 


buyer who doesn’t appreciat 
ibout a new 


to the smallest 


wing shown every thing 
pplhance he buy Ss, evel 
letail of operation, 

‘And to prove my point about cut- 
ing down on service calls, I can cite 
instituted our 
re-delivery demonstration system, w« 
1ave averaged less than two servic« 


month from customers ask 


the fact that since we 


ills per 
ng issistance.” 
Demonstrations to the 


ive bee n 


custome! 
worked out by Mr. Gatz so 
that easily-remembered rules are 
tressed by the salesmen. For example 

i washer is being demonstrated, six 
rules are 


with 


ir seven passed on to th 
sundry other in 


These 


buver along 


formation about the product. 


rules may be boiled down to a list 


which advises something like the fol 
lace the washer on a solid, 
substantial keep the water at 
the proper load line; keep the basket 
ing position before turning on 
he switch; load no than ca- 
pacity poundage of clothes; eliminaté 
machine 


lowing: 


base; 





more 


vibration by stopping the 


1 


ind adjusting the clothes, and main- 


oper lubrication at stated in- 
Such rules, of ¢ may be jott 
lown by the housewife until she 
nemorizes them automatically. Other 
equipment refriger- 
all can be kept in 
good working order by the application 


jurse, 


such as ranges, 


itors, heaters, etc 


ind practice of a set of rules which 
the Furchgott salesmen pass on at at 
the time the demonstration is given. 


Proved Efficiency 


So efficient is the demonstration 
worked out by Mr. Gatz 
that at the present time, mass demon- 


system 
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is one ot Jacksonville's leading department stores. 
department covers a large area of the fifth floor in this modern building in the heart 


CONTINUED FROM PAGE 46 
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The appliance 








strations may be held for sever 
There is little difference 
demonstrations whether mass o1 
vidual, Mr. Gatz maintains, so 
as the individual listeners underst 
what is being said 
shown. In fact, a mass demonstrat 
has the advantage that listeners 
more questions and enable the den 
strator to bring out more points. 
While all appliance salesmen 
Furchgott are trained in demonstt 
tion work, most of this phase 
handled by Mrs. Marguerite Nort 
the firm’s home economist. Mrs. N 
ton, a former home demonstrat 
iwent, talks the housewife’s languag 
sold on Mr. Gat 
cospel of custon 
Before the inauguration of the 
delivery plan of demonstration, M 
Norton made visits to the custome 
home to instruct the buyer of a was 


buyers. 


thoroughly 


ind is thoroughly 
instructing the 





in the use of such equipment 

With 
laundry equipment it soon was fou 
home economist 


every 


increased shipments 


impossible for the 
lemonstrate washers in 
tomer’s home so Mr. Gatz had lat 


facilities installed in the store’s disy 


space and today, all demonstrat 
ire carried out there. These fa 
‘onsist of a Crane Duraclay Tw 
Launderette with running wal 
Around the installation, the differ 
types of washers are arranged, all 
demonstrated 


ch ange in positi yn. 


. 2 2 1 
which Can pe 


Not a New Idea 


“T was with a wholesale 
Norfolk, Va., before taking over 
department at Furchgott’s,” ex 
Mr. Gatz. “It was while traveling 
them that I began to study the reas 
for customer complaints which in tu 
resulted in the idea of a pre-delive 
demonstration policy, and when I ca 
here, it was the first idea I inst 
I believe the results shown are 
that thorough instruction to the ¢" 
tomer produces satisfied buyet 
eliminates service calls.” 
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degassed and uniform in quality and dimension. 
There is an AlSiMag technical ceramic composition 
with the physical characteristics suited to almost any 
electronic tube insulator or to any product requiring 
The insulation requirements of electronic tubes vary electrical insulation. That composition can be custom 
with the function and design of the tube. Factors of pri- made in the size and shape which best meets your re- 
mary importance are: Resistance to extreme heat shock quirements. Most designs can be produced in quantities 
without cracking and without reduction in strength; quickly and at low cost by die pressing. If you will send 
resistance to formation of electrical conduction paths; us your blue prints and technical data, we will be glad 
long life and strength even in tubes operated at rela- to outline the facts about AlSiMag Custom Made Tech- 
tively high temperatures. They must also be readily nical Ceramics as they apply to your product. 
46TH i Cc ER AM ans fea eS Fe 
CHATTANOOGA 5, TENNESSEE 
SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave, Tet: Garfield 4959 © CAMBRIDGE, MASS, 38-B Brattle St., Tel: Kirkland 4498 © PHILADELPHIA, 1649 N. Broad St., Tel: Stevenson 4.2823 
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LYON 62.2 


KITCHEN CABINETS 








- = “(Worth (Waiting for” 


VOTE HOUSEWIVES FROM COAST TO COAST 





, Lyon Kitchen Cabinets are holding their market with marked 
success because they provide a distinctive combination of con- 
venience and beauty features that become “musts” with a large 
percentage of housewives who see Lyon dealer displays. 


To enable Lyon dealers to satisfy the really critical Kitchen 





. 
‘ a" needs in their territory ... until steel receipts make possible maxi- 
. mum production ... all available steel is being used to produce 
. the most essential sink, wall and base units. 
—— Authorized Lyon dealers are invited to requisition the new 
r = Zz promotional piece ‘Worth Waiting For,’ which spotlights Lyon's 


popular convenience and beauty features. 


LYO METAL PRODUCTS, INCORPORATED 
GENERAL OFFICES: 1021 MONROE AVENUE, AURORA, ILL. 


Branches and Dealers in All Principal Cities 










A PARTIAL LIST OF LYON PRODUCTS 
* Shelving * Kitchen Cabinets * Filing Cabinets * Storage Cabinets * Work Benches 
* Lockers * Display Equipment * Cabinet Benches * Folding Chairs * Bench Drawers 
* Wood Working Benches * Hanging Cabinets * Tool Stands * Drawing Tables * Drawer Units 
* Economy Locker Racks * Welding Benches * Service Carts * Flat Drawer Files * Tool Boxes 
* Conveyors * Bar Racks * Hopper Bins * Tool Trays * Sorting Files 
* Shop Boxes * Bin Units * Parts Cases * Desks * Stools * Ironing Tables 








| Dealers’ 
Sales Report 
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ances carried, Any change in 
ship, of location, or in range \ 
is sent in by the dealer coordina 
entered here. This card file is 1 
. basis for sending out literatu 
promotion materials to dealer- 
ested in specific fields. 

When the initial call is mad 





dealer to present him with the 
forms, time is taken to sell hin 
importance of the power compan 
monthly summary report. This 
by personal interview, at the clos 
which he is handed a single sheet 
paper on which are listed the ady 
tages to him and to the company 
the records he is asked to keep H 
not left in any doubt as to why 1 
company wants the information 
what it plans to do with it. Th 
rangement is mutually advantag 
lhe paper lists the following po 


Advantages to Dealers 


Provides an accurate record of sales from 
which the dealers can determine: 

(a) Monthly volume of equipment sales 
(b) Fast or slow moving items. 

(c) Which items need special sales effort 
i.e., special sales display prominence, o 
special sales assignment to floor, or outside 
sales personnel. 

(d) Help to determine proper inventory 
investment. 

(e) Help to determine whether more adve 
tising is necessary or additional outside 
salesmen should be hired to secure volume 
sales compared to other dealers’ sales of 
the trading area. 

(f) Provides a record of major equipment 
sales from which service calls may be expe- 
dited. 

(g) Provides a record from which guarantee 
period expiration may be accurately deter 
mined. 

(h) Provides a means of determining what 
sales department costs should be based on 
accurate records of dollar volume sales. 


Advantages to Company 


Provides an accurate record of equipment 
sales from which the following can be deter 
mined: 

(a) Locality of sale of appliance. These 
assist utility engineers in planning distribu- 
tion. 

(b) A record from which dollar vo'ume and 

(Continued on page 240) 















"OF COURSE THERE ARE NO LIGHTS O 
THE TREE—DON'T YOU REMEMBER EATIN 
THEM LAST NIGHT?’ 
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Big Profits \e— —= 


in between... 


((f 





Above: 

Electric Room Heater 
Left: 

Intermediate Washer 
Below: 

Electric Water Heater 


les 





effort 
uts de 
ave . 
utside 
es Here are three sure-fire ways to pick off handsome profits 
in the vast, unexploited intermediate market. Remember, 
— the intermediate market is a profitable market . . . one you 
ail can’t afford to overlook. Each of these three Tepfer ap- 
antes pliances suggests the sale of the other two. Feature and 
deter. promote them on this basis . . . as companion items that 
, increase your unit of sale and, in turn, your profits. 
od on 
: The Tepfer Intermediate Washer 
The “in-between” size for use when a standard machine is 
ment too large, a conventional portable too small. Positive, but 
pote gentle washing action. All aluminum tub. Minimum opera- 
—_— tion cost. Outer jacket polished to a high lustre, motor 
tribe mechanism guaranteed unconditionally for one year. 
es The Tepfer Automatic Electric Water Heater 
For commercial or domestic use. Rated temperature re- 
-—— covery of normal to 180° in one hour. 6-gallon capacity. 
Operates economically on 110-120V AC. 1000 Watt heat- 
ing unit. Underwriters’ Approval. Fits snugly into re- 
stricted space. 
The Tepfer Electric Room Heater = > = ie 
The heater of unlimited uses. Even when tipped, cannot 
) ignite rugs, furniture or upholstering. Weighs only 614 lbs. 
Attractively trimmed in bronze and aluminum. Distributes 
heat quickly and evenly. Underwriters’ Approval. Tepfer Appliance Company, Inc., 49 Central Ave. 
Cincinnati, Ohio 
° Export Sales Dept., 201 N. Wells St., Chicago 6, #i., U.S.A. 
| 
aK | 
O 
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Mew Clutematic “POP-UP” TOASTER 


As neat and trim an auto- 
matic toaster as you ever 
saw! Dependable and accu- 
rate, it pops up light or dark 
toast Or any intermediate 
shade one’s heart desires. 
It’s ““Toast to taste” on this 
newest Dominion Toaster. 
Its graceful lines and dur- 





able chrome finish enhance 
any table setting. The 
“plutocrat of the breakfast 
table”! 


Here is the sales stimulant 
you've been waiting for — 
a natural for the coming 
holiday trade. And it’s 
priced right! 


Distributed through reputable jobbers across the nation. 


OCTOBER 1, 





Dealers’ 
Sales Report 





| oo CONTINUED FROM PAGE 236emmmm ae 


individual item volume can be determined 
| so that these volumes can be furnished 
dealers for comparison, 

(c) Market saturation can be accuratoly 
measured. 

(d) Market potentials can be projected. 
(e) Market analysis made. 

(f) Where advertising and sales emphasis 
should be placed. 

(g) Estimated annual revenue of utility de- 
termined. 

(h) Dollar and item sales volume deter- 
mined for comparison with former years for 
analysis in market stimulation. 


At the same time that the dealer co- 
ordination man is selling the idea of 
keeping records, he also delivers a 
framed chart with the cost of op- 
| erating various appliances under local 

rate schedules. This is hung on the 
| walls of the dealer’s store where it can 
be consulted by salesmen who wish to 
give the customer an idea of how much 
it will cost to use the appliance in the 
home. 


Dealers Realize Value 


The record system of the Washing- 
ton Water Power Co. has the great 
advantage that it encourages dealers to 
keep their records for their own use— 
as well as insuring that the figures 
sent in for monthly compilation into 
totals are based on the same sort of 
bookkeeping. Records of sales are like 
the instrument panel of an aircraft or 
the meters on a switchboard; they 
warn when the current is on, when a 
specific appliance needs extra pressure 
and where that extra pressure should 
be applied. Once a dealer appreciates 
this, he is ready to devote the small 
| time necessary to keep his records up 

to date knowing that the trouble will 
more than pay for itself in better con- 
trol of his business. End 





| 
| 
| 
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“YOU SHOULD HAVE ANSWERED THE 
we JUST QUITTING 
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Cal Possoerai HAS ALL THESE HOUSEHOLD USES! 


® 

| As a DRIER: ™ 
| for ladies” hair and lacquered n , 
photo negat ives and — 
wet paint and varnish . Pdeoe > 
closets and basements. - s sf 
and freshly pressed - ing «= « 

wet boots umbrellas er 
é a eee 

sehold pets alter . 

+» ae other quick-dry ing 


uses. 





Caby Powerit HAS ALL THESE GREAT FEATURES! 


¢ With shell in place, a 1320-watt forced air heater 
e With heater shell removed (in less than 1 minute), a big 


10-inch fan with air displacement of 500 cu. ft. per minute 


e “Rigidized”’ aluminum fan blades designed for silent 
operation 

¢ Shaded pole type motor—no radio interference 

e@ Porous type bearings with large oil reservoir 

@ Bone-hard fiber washers permit friction adjustment to any 
angle without loosening wing nuts 

e Adjustable to vertical for no-draft air circulation 

@ Easily cleaned, inside and out, without the use of tools 

© Rugged all-metal construction 

® Velvet crackle finish 
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e Separate fan guard for safety 

© Lightweight, easily portable weighs only 9 lbs., 12 oz. 

@ Keyhole slot in base for wall mounting as heater or fan 

e A unit heater without installation cost 

© Two appliances for one low price 

e@ Listed with Underwriters’ Laboratories, Inc. 

e Fully guaranteed for one year against defects in materials 
and workmanship. . 















Remove 


It's ao HEATER heater shell 





It's o FAN 
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1. As every advertiser knows, there are upwards of 
40 million families in this country. Through the use of 
enough media, it is possible to reach all these families at 
one time. But as every advertiser also knows, this would 
not mean all would buy. Why? 


3. For the answer, watch any really new product come 
on the market. A dishwasher. Television. A home freezer. 


At first, most people—regardless of income—are cautious. 
They want to “wait and see.” They prefer to have some- 
body else do the pioneering. 





What makes a 


(A Question Advertisers have been trying to Answer for Years) 





2. Is it a matter of buying power? Buying power is im- 


portant —but it is not enough. It has to be backed by buy- we 
ing desire or it is useless. And—as every advertiser knows ian 
— it was not necessarily the wealthy who bought the the 
first radios, the first electric refrigerators. yer 

tral 





4. So new products move slowly until the early-buy- 
ers spread the word. These people who start buying waves 
are generally the intellectually curious—the folks whose 
hunger for facts and ability to assimilate information 
cause them to seek and try the newest and best products 
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person want to buy? 





A QUICK SUMMARY OF FACTS 


TOTAL CIRCULATION: READERSHIP BY SEX: 


185.000 62% men—38G% women 


GUARANTEED: 100.000 HOME-OWNERS: 58% 


READERS PER COPY: 2.6 
COLLEGE EDUCATED: 52% 


TOTAL MONTHLY AUDIENCE: 
1,000,000 plus LIFE INSURANCE 
OWNERS: 91% 
(Against a national average 
VEWSSTAND: 35% of 50%) 


A McGraw-Hill Publication 

















5. You don’t need special copy to intrigue the people 
who read SCIENCE Jllustrated. But you can feed them 
more facts about your product and keep them more interested 
than you can just a general type of audience. In short, if 
you're looking for sales, don’t overlook SCIENCE Illus- 
trated. Have you seen the latest issue? 





On Sale Now At All Newsetands—20f 





elence 


* tlustrated * 





CIRCULATION SOON OVER 500,00013 
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MEET US AT THE... 
NATIONAL HARDWARE SHOW 
October 15 to 18, 1947 


GRAND CENTRAL PALACE 
46 St. and Lexington Ave., N.Y.C. 


BOOTHS 
209 and 210 


IN 1» Cigale: 


MANUFACTURING CO. 
i170 DYCKMAN ST., NEW YORK 34, N.Y. 
Write for Illustrated Catalogue 
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Music Counter Hath Charms 





‘bright as that new refrigerator over 
there” or that a soft vocal is as 
‘smooth as one of the new Apex 
washers.” 

7. Keep a “bargain table” nearby. 
Everybody loves a bargain and Mr. 
Campbell utilizes this desire by dis- 
playing near the record counter, a long 
table containing items marked down 
from the original price. These items 
may be spaced at intervals among rec- 
ords which also have been marked 
down. This bargain table is one of 
the best stunts he has used, Mr. Camp- 
bell declares, and has always proved 
popular with buyers. 

8. Mail out literature on records. 
Most of the manufacturers furnish at- 
tractive booklets on new records and 
happenings in the recording field. The 
dealer who doesn’t use them is over- 
looking a good bet, Mr. Campbell says, 
since both grownups and youngsters 
read them. Such booklets give infor- 
mation on all the latest releases which 
families continually hear on their 
radios. 

Y. Advertise in community papers. 
(he advantages of this are obvious. It 
establishes the dealer as a member of 
the community, endeavoring to serve 
the residents of that community. It 
ilso creates good will with church 
members, Legion members, etc. 

10. Keep posted on the trend in rec- 
wds and music. “You'd be surprised 
it the number of times we are asked 
what song leads the hit parade,” Mr. 
(‘ampbell says. “We figure it’s our 
husiness to know the answer to such 
juestions. Mrs. Davies, our record 
counter specialist, makes it a point to 
tollow radio programs and current 
song hits. She’s rarely stumped on 
what’s new or who wrote it, and our 
customers have come to depend on 
her.” 

11. Suggest records to fit the cus 
tomers’ wants. A large number of rec- 
ord shoppers know the type of music 
they want but not the name of the 
number. A man who is a rabid fan for 
Johann Strauss disdainfully scorns the 
modern waltzes, even though there’s 
a similarity in rhythm. When a cus- 
tomer says, “I heard it on the radio— 
t's slow and dreamy-like”, you make 
a iriend of him if you work to give him 
what he wants, although it may be 
anything from “The Blue Danube” to 
“The Skaters Waltz.” 

12. If the youngsters want to dance, 
let them dance. Remember, says Mr. 
Campbell, that they’re 85 percent of 
your record buyers and by pleasing 
them, you reach their elders who do 
the appliance buying. 

13. Tie in with national advertising. 
When the movie “Song Of The South” 
opened in Homewood, Mr. Campbell 
promptly featured “Zippy-De-Do-Dah” 
and other tunes from the picture in 
his advertising and in his displays. The 
same was true in the case of “The Jol- 
son Story”, “Carnegie Hall” and with 
other pictures. He keeps an eve peeled 
for ads in the national magazines fea- 
turing new records and sets his dis- 
plays accordingly—in other words, he’s 
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right on the ball with the newest stuf 

14. Keep a waiting list. On hard 
to-get records, Mr. Campbell feels it 
just as important to keep a waiting 
list on them as it is for washers 
ranges. And when the records arriy: 
he calls the party and notifies the: 
They appreciate it and it make: 
vood future business. 

15. Try to fill special orders. ‘\h 
doesn’t add to your profits but it build 
good will. Mr. Campbell has hunte 
all over town for such old time record 
ings as “I’ll Take You Home Again 
Kathleen” and other collector’s items 
Filling orders of this kind, he claims 
usually leads to further sales in the 
appliance line, since people remembe: 
and appreciate the service rendered 

16. Be enthusiastic. It is Mr. Cany 
bell’s theory that lackadaisical sales 
men have done more to hurt business 
than any other factor. He strives t 
impress on his salesmen the importance: 
of cheerful service and interested co 
operation with the customer. 

Mr. Campbell’s 16 rules for conduc: 
ing a record counter were formulated 
in the lean delivery months since he 
opened his shop back in December 
1945. 

“At that time,” he recalls, “the only 
thing we could get to sell were Christ 
mas tree lights—and not many of thos 
Chosing records as our major sid 
line, we realized this merchandise 
could be made to stimulate the sale of 
appliances when appliances becam 
plentiful. We then set out to build 
record department with a reputation 
but always with the idea of bending it 
to our needs in selling major appl 
ances. We have succeeded to the ex 
tent that our record department toda 
is our star salesman.” 

Mr. Campbell’s modern store 
unique in his business community, 
that he is the only dealer in the sectior 
who handles records. His major af 
pliance lines are Philco, General El 
tric, Universal, Easv and Apex. Find 











“WE INTERRUPT THE PRESIDENT'’S SPEEC™ 
TO BRING YOU AN IMPORTANT COMME 
CIAL." 
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, why do all these Electrical Manufacturers 
advertise I he October Better Homes & Gardens? 
The answer's simple: BH&G creates cover-to-cover reader demand for its advertisers products 4 
All reading materiol deals with one theme better living in better homes. High spots of the . 
if October issue fOr electrical roducts are such sales-creating features OS “New Kitchens with ; 
le e ” 
. \deas for You” and “For a Smooth-Running Kitchen 
pIsHWASHERS LIGHTING & wiRING RANGES (Cont'd) qi ASHERSEIRONERS (C°"" ¢) 
—— Genero! Electric Burgess Batteries Norge Dexte! 
Hotpoint - eneral Electric Lightbulbs Presteline Easy 
Kaiser -eneral Electric Wiring Tapper Hotpoint 
Onan Power Plants Universal, electric Lounderall 
pisPOsAt units Universal, gos Moytes 
General Electric Radios Norge 
Hotpoint Admiral REFRIGERATORS Universo! 
Brunswick Coolerator Voss 
HOME FREEZERS Crosley Crosley SMALL APPLIANCES 
pe smagnovo® —_ = rons | 
eep reere atorol oover \rons | 
Genero! Electric — Philco Knapp-Monerch Food mixers 
setpole Strombers Carlson Servet rae Se eae 
poin lrons & rs | 
{ Mayted Lenitn Proctor Toasters | 
— ne 
——— Norge vacuum CLEANERS Quem Nichols Juicers 
‘+ — Filter-Quee" Serf Fans | 
. — KITCHENS rosley Hoover Seth Thomes Clocks 
Americo” Centro Electromastet Premie! Synbeom Food M xers 
Crosley Grand Royal Toastmaster Toasters | 
Guiberson Hotpoint jniversa! Universo! Coffee Makers \rons } 
Hotpoint Lindemann & Hoverson and Toasters 
St. Charles Magic Chef WASHERS & JRONERS yacuiator Coffee mokers 
Youngstow" Kitchens Maytes Ape* Vornado Fons 
by Mullin Monarch Bendix Westclox Clocks 
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ELECTRICAL 
_ APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADE MARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


Famous “Never-Boil” EMPIRE 
Electric PERCO-DRIP 


method of coffee-making ex- 
tracts only the desirable oils 
to produce clear, rich coffee 
of truly distinctive flavor. 
Starts percolating in 60 sec- 
onds. Attractive, modern 
design, polished seamless 
aluminum with cool ebonized 
handle, scratchproof feet, 
patented heavy-duty direct- 
heat immersion element and insulated valveless 
pump. In 9-cup size at present. 





EMPIRE 
PERCO-DRIP 


Electric Coffee-Maker 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding con- 
venience features. 
Handles two large 
bread slices, turns 
them by a flip of the 
door. Has large flat 
top for toast-warming. 
Extra large Nichrome 
heating element offers 
large heating area for 
Durable construction, black 
enameled base, scratchproof feet, large cool 
handles. A quality toaster at popular prices. 


uniform toasting. 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sportsmen, 
farmers, motorists — all who 
need handy, dependable, 
versatile night-lighting. 
Changes from wide-spread- 
ing floodlight to a powerful 
spot at a quick turn of the 
lens head. All-position pivot 
base turns the beam in any 
desired direction. 
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Self-Service Laundry 





firm through the “laundry department” 
as Barger terms it. 

Barger invested $100,000 in his 
plant, including the lot, building, 
equipment, shops employing four me- 
chanics, and a parking lot which can 
accommodate 20 automobiles. Self 
serve laundry customers find six Laun- 
derall Automatic washers available in 
the left of the laundry area, for which 
they pay 35 cents per load, and 18 novel 
Maytag setups, which include two con- 
ventional Maytag washers mounted 
side by side, with a single wringer in 
between, two laundry tubs, and an 
overhead plumbing system for hot and 
cold water in the tubs. Barger worked 
out this setup himself, using Maytag 
parts to construct the units, and finds 
his customers about evenly split be- 
tween the two. For the Maytag service, 
the laundry charges 60 cents per hour. 
One of the most striking innovations 
which he built in was a battery of three 
Huesbch commercial-laundry tumblers, 
which swiftly dry clothing if the cus- 
tomer wishes. These are installed in 
the right rear, and are charged for at 
the rate of one cent per minute, the 
customer checking in and out at a desk 
in the front of the laundry area. 


Laundry is Key 


Appliance promotion is keyed so 
closely to the laundry, that it is diffi- 
cult to see where one begins and the 
other leaves off. A large waiting room 
at the front, with four sofas and many 
chairs is likewise an appliance show- 
room, washing machines refrigerators, 
etc., being constantly demonstrated by 
two floor salesmen. Barger’s theory is 
that when a customer of the laundry 
becomes familiar with both conven- 
tional and automatic washing ma- 
chines, she is susceptible to the idea of 
ywning one herself; therefore, many 
sales have been made directly from the 
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laundry section. Likewise, customers 
for refrigerators, ranges and other 
appliances are frequently developed 
through conversation on washing ma. 
chines, whereupon the customer merely 
steps through a partition into the 
major appliance showroom. Home 
freezers are frequently sold to laundry 
customers, and the names of all laun- 
dry customers, with their potential 
appliance purchases, are on file in th 
sales office. 


No Lack of Prospects 


One outside man follows up these 
tips, armed with a long list of appli- 
ances, and relatively sure that the 
prospect is familiar with Barger’s 
With anywhere from 80 to 100 women 
per day coming in, the majority of 
them local housewives, it is easy to see 
that this organization will never suffer 
for lack of prospects. More salesmen 
will be added later, in the ratio of 
merchandise received, and will alter- 
nate between floor time and outside 
calls. Floor time in the store, with the 
constant stream of traffic is rich with 
possibilities, and salesmen will be on 
their toes to ferret out which customers 
are most likely to buy a washing ma 
chine first, then other appliances. 


Four Appliance Mechanics 


The service department is on a simi 
larly large scale, with four mechanics 
specializing in refrigerator repairs 
ranges, washing machines and raiios, 
plus small appliance work. Most of last 
year’s $80,000 volume came from laun- 
dry income and service profits, and the 
department is due to be enlarged more 
in the near future. Barger’s selling 
theory is simple—bring in the most 
logical appliance prospect with the 
laundry, demonstrate all home appli- 
ances when you have her confidence 
and follow up with a sale! End 














“THIS ELECTRIC BLANKET KEEPS DINNER WARM WHENEVER 
JOHN IS LATE FROM THE OFFICE" 
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WIREBOUNDS AFFORD GREATER PROTECTION 


The light weight, resilient construction of Wirebound Boxes and Crates 
offers safer, lower cost shipping that benefits the dealer, 

wholesaler and manufacturer alike. Wirebounds combine the strength 
of steel with thinner wood .. . a time-tested combination that 
withstands the shocks of rough handling in all phases of warehousing 
and shipping. This means lower shipping charges, reduced 

damage, and fewer losses of time and money on returned goods. 
Every Wirebound is specifically designed to meet the requirements 

of each product carried . . . whether it is heavy hardware, 

component parts, a product with enameled surfaces or 

constructed of thin sheet metal sections. Wirebounds are 

easier to handle, easier to unpack and can often be reused. 


Yes, if it's shipped Wirebound you can be sure it’s shipped right! 


Derlyewle aes 
BOXES & CRATES 





WIREBOUND BOX MANUFACTURERS ASSOCIATION 
ROOM 1826, BORLAND BUILDING, CHICAGO 3, ILLINOIS 
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Glass-House Dealer 





















































repair, but if it goes bad in six months 
we'll fix it again without charge.” 
Like most dealers today he is cau- 
is about trade-ins. “We accept 
1ose in fair condition,” he says, “but 
e customers can do better by selling 
them themselves. We pay $5 for a 
vasher in good condition, but we 
can’t pay any more. We explain to 
the customer that by the time we have 
taken in an old washer, removed and 
repaired the motor and junked the rest 
lon’t stand to make any profit, may 
n take a loss.” 
: Sales to Carl Roberts are the na- 
By wampum we mean more than just tural outcome of good service. When 











good profit - per - heater. his firm was smaller, his wife, Stella, 


used to hold the fort while he made 
Wampum is the extra dealer benefit from service calls. In one day of such 
calls he returned 14 separate times 


every D.W.W. sold . . . buyers become friends 


ith a “service” customer to each of 


long trouble - free service reminds them to take whom he sold a new refrigerator. 
; F \nd he didn’t tell them their old boxes 

their wampum to their D.W.W. dealer for couldn’t be repaired if they were still 
other merchandise they need. capable of giving satisfactory service. 


Now there are three stockholders in 
he corporation, himself, his wife, and 
er. His brother, Norman, acts 
general sales manager. 
salesmen work both inside and 
They take turns in going 
ppoveciion iter business. Each day one sales- 


in, armed with 10 or 15 names, 


Check D.W.W. today. 





\C 
orl \Qnal 


ikes calls on customers, ostensibly 
to check on the performance of previ- 
ly purchased appliances. The 
men average one or two sales on 


e field days, which Roberts calls 


nice response.” 
Part Salesmen Important 


He mself spends about half his 
raveling the routes of his four 
uutside parts salesmen. These sales- 
cover the country all the way 
New Jersey to Maine and Rob- 
regards them as important links 


} in his business. “Not enough parts 

” | dealers use outside salemen,” he main- 

D-W-WHITEHEAD Finest tains hey sit back and wait for 
ever see | the telephone to ring. They do busi- 

MANUFACTURING COMPANY ness, sure, but they could do a lot 
7 WEST INGHAM AVENUE TRENTON. NEW JERSEY I re il they'd Lo ifter the business.” 





He pays his outside salesmen a 
traight commission. They get seven 
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ENTRANCE to the basement service department is facilitated by freight elevator 
which opens directly on to one of the three streets which Roberts faces. 





percent on the first $500 worth of 


sales per month, eight percent on 
second $500, and so on up to 10 per 
cent. Regular appliance floor sale 


men get commissions starting at fiy 
percent for the first $500. While t 
demand for some appliances continu 
to exceed the supply he introduces 
idditional incentive by permitting 1 
who move some hard-to-sell item 
write an order for a _ refrigerat 
Sometimes he puts an extra bonus 
selling dead stock. In this way he 
has cleared out all of his off-bra: 
radios. His two best salesmen average 
ibout $75 a week 
Sell the Store 
\ casual survey of floor stock 

veals a wide variety of lines—fou 
lifferent makes of washers, four 





ranges, two of water heaters, four o 
refrigerators, five of sinks, eight 
freezers, seven of ironers. It is 
wonder, then, that Roberts put 
emphasis on selling the firm rath 
than a particular brand name. “We 
have to make the customers confide: 
yf us,” he says, “or we could nev: 
carry so much and so varied a sto 
And in these days of shortages, whe 
it is impossible to get enough of a1 
one line, volume requires variety.” 

Although the number of items 
many, Roberts insists that his salesmet 
be well trained. They all go to tl 
Bendix distributor and to the pow: 
company for instruction on washer 
water heaters and ranges. Night ses 
sions conducted by distributors ar 
frequent. All in all, the sales for 
is exposed to between eight and t 
training sessions per month, 

That still doesn’t satisfy Roberts 
Recently he had his own “myster: 
shoppers” come in and grade the sales 
men on courtesy and salesmanshy 
These professional shoppers visited th 
store about once a week for tw 
months. Then they reported thei 
| 


observations, giving a detailed opiniot 


on each salesman encountered. 
Right after Labor Day three out- 
side appliance salesmen will star 

(Continued on page 250) 
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More soaps of all kinds simmer in Cincy 
than any other place. Yet the suds and bubble 
industry accounts for only part of the 
Cincinnati market's heavy coin. The Cincinnati 

market is as appealing as a beauty bath. 


Member of the American Newspaper Advertising Network 


Owners and Operators of Radio Stations WKRC and WCTS 


HULBERT TAFT, President and Editor-in-Chief 
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‘“ Cincinnati makes a lot of soap. Everyone but 
little boys thinks that’s swell. For grimy little 
ears and lovely faces; for family washes and 
dainty laces—the world works up a pretty 
e big lather with soap from the Queen City. 














e Advertisers clean-up in the Cincinnati market by 

a — the Times-Star—their first choice in Cincinnati. 
oaring sales keep them very happy. Singing in 

your shower comes naturally when you remember this 

e inseparable pair . . . Cincinnati and the Times-Star. 





















TIMES-STAR 
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OIL BURNER 


BBA SCORES AGAIN 
WITH RECORD ECONOMY 


17 YEARS 


FOR 


17 DOLLARS 


(MAINTENANCE COST) 


HOtIs GeMIPtIEN 





Olo E. Nichols, vice president of Citizens 
Bank, Hebron, Indiana, has records of 17 
years of solid satisfaction, proving Wayne 
oil burners give better service longer at 
lower cost. New Model Wayne Thermatic 
Burners deliver even higher efficiency. More 
complete combustion with less excess air 
means higher COQ2 ratings for even greater 
economy. 


Vlew. WAYNE THERMATIC CONSTRUCTION: 
@ RIFLED FIRING HEAD @ AUTOMATIC IGNITION 
@ ADJUSTABLE ELECTRODES @ FACTORY ADJUSTED 

@ GREATER COMBUSTION EFFICIENCY DIFFUSER AIR PORT 
@ CONTROLLED AIR-OIL MIXTURE @ DUAL AIR-FLO 





EASILY ADJUSTED FOR PERFECT MIXTURE 


iy =< 


' I, Ke ff 


Water Filters & Gas 
Boilers Systems Heaters Softeners Burners 


Write for Details of the Wayne Partuershifs Plan 
THE WAYNE HOME EQUIPMENT CO., INC. 


Oil Gas-Oil-Coal Heating Water 
Burners Furnaces 





FORT WAYNE. INDIANA 
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| than general stores. 


| policy is also flexible. 
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Glass House Dealer 





hitting the road. These men will get 
a salary plus commission because, as 
Carl puts it, “it's tough to sell appli- 
ances from door to door.” He should 
know. 

“These fellows will have to work 
much harder than the parts salesmen,” 
“Up until now we haven’t 
had enough merchandise to make field 
men worth while. But the day has 
arrived when it’s necessary.” 


he says. 


Speciatization Important 


One of these three salesmen will 
specialize in radios, ironers and 
washers, a second in refrigerators 
and ranges, the third in sinks and 
cabinets. 

This specialization is the direct re- 
sult of Roberts’ observation that 
specialty stores do a better business 
“You've got to 
know the product you're selling,” he 
maintains. “And you can’t if you 
have too many items to sell.” 

Sometimes certain specialists take 
over on the sales floor. The men have 
worked out an elaborate system of 
distress signals which they employ if 
they think they are losing a sale. 
Upon such a signal a specialist in 
whatever product is being considered 
may summon the floundering sales- 
man to an imaginary phone call and 
take over himself, often saving the 
sale. 

Roberts is proud of his financing 
record. “We have had to repossess 
only three pieces of merchandise since 
1938,” he affirms. An unusual angle 
to his financing is the time payment 
plan for repairs. He claims that a 
new refrigerator unit at $99.45 is often 
too much for a customer to pay out 
in one bundle. By permitting the 
customer to pay for it gradually he 
feels that he saves many a service 
sale. Although all financing is done 
through the Commercial Credit Corp., 
customers pay their bills in the store, 
thus creating traffic and sales. 

He is also proud of his sink sales. 
“We've been doing a great job on 
sinks and cabinets,” he grins. “We 
sold over 200 sinks the first five months 
this year. We don't install them, 
either. We have a good plumber and 
good carpenter whom we recommend 
to cabinet and sink purchasers. It’s 
up to them to use them if they want 
to. If they do we don’t make any 
profit from the installation so it is a 
matter of indifference to use who the 
consumer employs.” 

As for available merchandise, Rob- 
erts received about 80 ranges, 250 
washers, and 269 refrigerators up 
through June. In 1946 he sold about 
250 refrigerators, 50 ranges, 300 
washers. He makes some effort to 
hold floor samples because he likes to 
have at least one of each make on the 
floor. The policy is variable, how- 
ever, depending upon how quickly he 
thinks he can get replacements for 
floor models. Similarly, his delivery 
If a customer 
purchases a couple of big ticket items, 
Roberts will bend over backwards to 
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make immediate delivery on the: 

Customers who walk into the store 
can see Hotpoint, Maytag, Norge 
and 3endix washers; Universal 
Norge, Presteline, and MHotpoin: 
ranges; Philco, Norge and Hotpoint 
refrigerators; Youngstown, American 
Tracy, Capitol, and Elgin = sinks 
Amana, Philco, Maytag, Pak-A-Way 


. Victor, Hotpoint, and Norge freezers 


Hotpoint, Thor, Bendix, Simplex 
Ironrite, Apex, and Maytag ironers 

The 3,500 square feet of display 
space doesn’t satisfy Roberts. He is 
jealous of the space that the office 
requires and plans to move it to the 
cellar. He also plans a model kitchen 
in the basement and feels that most 
kitchen selling will eventually be done 
there. Radio listening alcoves will also 
occupy basement space. All of these 
projections, if they are to be fulfilled 
mean that additional warehouse space 
must be found elsewhere. Probably 
installed by the time this article is 
read will be the new 47 by 18 foot 
neon Norge sign atop the building. 
Carl Roberts also plans to re-enter the 
oil heating business which gave his 
firm the engineering part of its name 

He plans on continuing to make 
friends and get business from his 
numerous club associations. He is 
treasurer of the Agawam Sportsmen's 
Club, an organization of 1,300 mem 
bers. He belongs in addition to the 
Chamber of Commerce and the East 
Long Meadow Rod and Gun Club. 
Not long ago he pitched in with other 
members of the Agawam Club to 
build a pheasant pen. Result: one 
water heater sold. 

Additional stimulus is provided by 
his monthly budget of $500 for adver- 
tising, but the chief reason why Rob- 
erts will continue to sell appliances 
is his statement that, “Things will 
soon be about right for me to go 
out on service calls niyself—and make 
more sales.” End 
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SKILLED PARTNER in Carl Robert's 
business is his attractive wife, Stella. She 
hires and fires—and is good at both— 
runs the business when Carl is out. 
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THE DOOR TO PROFITS 
FOR THE YEARS AHEAD 
WITH 


TELEVISION 


Farnsworth opens the door to profits for the vears ahead 
with its new 1948 line now being shown to dealers across 
the country. 









At the recent Chicago convention, distributors hailed 
the new line as Farnsworth’s greatest. They admired 
new Farnsworth style, tone and performance; applauded 
Farnsworth FM, and marvelled at the new Farnsworth 
Tone Clarifier — phonograph pick-up and control with 
a three-position switch which produces beautiful tone 
from old, new, and wide-range Vinylite records. 











This new line is now being presented to dealers who 
are ready to realize on the Farnsworth heritage of tele- 
vision. Two television models are included —a modern 
console, incorporating AM-FM, phonograph and television 
in one instrument and a table model, smallest on the 
market, with full size 10-inch flat-face direct-view tube. 
And when you see Farnsworth’s new line of phonograph- 
radios, you'll agree it truly represents musical perfection 
at modest cost —a line that assures full margin of profit 
to Farnsworth dealers. 













© The 1948 line is complete from bottom to top. Three compact 
table models . . . a smart portable . . . 3 AM console combinations 
++. 9 masterpieces in modern and period styling offering AM-FM 
and phonogra; hs . . . 2 television models, table and console. 






















































GK-111. AM-FM radio-phonograph with improved GT-051. Powerful 5-tube table model whose perform- Television Table Model. Only 16 inches wide! Small- 
automatic record-changer and Tone Clarifier. Period ance equals that of previous Farnsworth 6-tube sets. est on the market. Large, flat-face, direct-view tube- 
styling in rubbed mahogany. Sleek, ultra-modern. Handsome, airplane-ype dial. bright, clear pictures. Compact, modern. 


winsweorth 


Farnsworth Radio and Television Receivers and Transmitters + Aircraft Radio Equipment + Farnsworth Television Tubes +» Mobile Communico- 


tions and Traffic Control Systems for Rail and Highway + The Farnsworth Phonograph-Radio + The Capehart - The Panamuse by Capehart 
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Ad now—GCGeneral Electric ts realy Dream Store 
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| 

point where expansion is feasible, : 
| should expand.” Today, in addition to 
| the big store in Mobile, Delaney’s h 

| 


five other retail outlets in that city 





and branch stores in Birminghar 


| Montgomery, Jackson, Robertsdal 

+ r 4 Prichard and Chatom. In fact, last 

l=} | year when he opened his fifth branc! 
. 


| he adopted the service slogan “All 
Over Alabama.” His method of 
branching out is to survey a likely 
looking town, call on Chamber of 
Commerce and bank officials, select 
site and open up the store. 





Alger Hero 
You've gota Sleep-Happy Market Unlimited now. These theories of business building 


The first full line in the field means there’s a General Electric may impress themselves upon th 
Automatic Blanket for every sleeper in your area. reader as “all well and good, but where 


do you get the money to do such 
things?” Well, in Mr. Delaney’s case, 
he started with those dreams back 
when he was getting $12 a week. He 
saved enough money in a few years 
to open a filling station, continuing his 
work on the side as an appliance sales 
man. Then in 1942 he went into the 
appliance business on a major scale 
That’s his story in so many words—a 
real life plot for a Horatio Alger novel. 


Basic Principles 


“There has been no drastic depar- 
tures from the policy of business we set 
up when we first started out,” says 
Mr. Delaney. ‘I don’t think there ever 
will be—not as long as my present busi 
ness ideas are working out. And you 





might boil those business ideas down 

to four fundamentals—a good place for 
for people who sleep two in a hed Blanket for twin-bed sleepers people to shop, a versatile sales staff, 
but prefer different sleeping tem- advertising at the right time and in 
pease the right place, and expansion when- 
ever possible.” 


Phere = the famou-~ Single-Control 


lhere sanew Pwo-Control Blanket 
" 


Phere = the brand-new Vwin-Siz 
Blanket for one or two leepers mm 


full-size bres 


For Mr. Delaney, these fundamen 


tals have added up to a three million 

BIG BUSINESS ls If you want your full share ol this stCdeoll s business 1 Il ] ” Hi . é li; a 

; pre ‘ dollar business. is major appliance 

vou d better order plenty of General Electric Automatic lines are Kelvinator, Bendix, Mavtag. 

HEADING YOUR Way! renin Philco, Crosley and Blackstone. End 
meneame And see your General Electric Distributor about ihe 


complete, exciting display and sales-promotion program 
We BoTu the blanket season and the gift season right available for you. 


around the corner— full-color advertisements in Life. 





Appliance and Merchandise Dept.. General lleetrie Com 


| 
pany. Bridgeport 2. Conn. 


House Beautiful, Good Housekeeping, This Week. Time. and 


National Geographic are telling your customers about the 


wonders of Automatic Slee ping Comfort. 





Over half a million enthusiastic users of General Electric 


Blankets are singing their praises in an almost unheard-of 
manner More General Ele tric Blankets have been sold 
than all competitors put together 


FIRST— with the Automatic Blanket 


FIRST— with the 2-Control Blanket 


bor the last two seasons, produc tion of General blectric 


Blankets has lagged behind demand. Production is way FIRST— with the ‘Twin-Size Blanket 


uy this Vear hast de mand is shvroc keting 


FIRST—with a Complete Automatic Blanket 


ly, Avtemalla Barhelt - 
\ 7.5) 


FIRST—IN CONSUMER DEMAND 
Covering SLEEP-HAPPY America 


{pproved l'nderwrit 


~ 








Laboratories, Ini 


GENERAI E] E "| USED TO TEACH APPLIANCE MERCHANDIS- 
ING, BUT THEN | DECIDED TO GO 


INTO 
BUSINESS!"’ 
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FIRST Portable electric dryer ae 
to retail PROFITABLY at 
only 


3] 395 a; 


COMPLETE WITH STAND 






she 


SS Se 


Beautifully boxed— 


Every package a il O65 


display in itself M™ "“Lecreic onve® 


W 





7 


j | Y Drying Hands 


or Hair 


/) Useful 65 Different ways... 
suionm  Utdtant appeal te AU Homemakers 


Refrigerator 


It's Amazing how many practical, everyday _ tached to the wall for convenient position- 
uses there are for this compact, beautifully ing of Dryer. Completely chrome-plated. 
designed new RACE 65 Portable Electric Plug in at any outlet, runs on 110-120 volt 
Dryer! Flick one of the convenient switches AC or DC current. 

and a torrent of hot or cold air is released Unique RACE 65 Container is a selling 
—directed anywhere as easily as pointing feature in itself... makes a useful knitting 
a finger. Base is removable, or can be at- or sewing box with cord handle. 






nh ere Dealer A ; ; ; 
as Wikergency furnished. Write or wire today for illustrated 


Fan, Vaporizer 





folder and dealer discount. 
Body Dryer 
CINE UNIVERSAL ws 
/ RA MOTOR CO. 1637 Goold st. ROO 
\\ we wa Manufacturers of Electrical Applionces Since 1913 
\s ELECTRIC ELECTRIC ELECTRIC ELECTRIC 
MOTORS RAZORS DRYERS CLIPPERS 
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Become the Leading Dealer 


of SPACE HEATERS 
IN YOUR COMMUNITY 


by Selling this 
Leading Line... 


SILENT SIOUX 


Yes, Silent Sioux dealers are leading space heater dealers in 
their communities. These dealers know the value of the years 
of satisfactory service behind every Silent Sioux Space Heater, 
for Silent Sioux is one of the pioneers in oil heating devices. 
They know that only the best in oil heating engineering goes 
into the production of these heaters. They know the value of the 
well-known Silent Sioux Trademark. All these factors, plus 
modern attractive heating units priced right for every need, mean 
sales leadership for Silent Sioux dealers. 


















The Complete Line . . For Every Need 


Here are the Two Best-Sellers on Today's Market 






MODEL PF—3046. A small heater for 
the small home or apartment. This 
heater was designed specifically to 








meet the demand and need of the larg- 
est home market of the day, the small 
home. Scientifically designed for both 
circulation and radiation, occupying 
the minimum of floor space. Provides 
perfect heat distribution at low operat- 
ing cost. The perfect heater to meet the 


great demand for a small heater. 


Model PF-3046 


MODEL PF—5S046. A circulating 








heater equipped with our famous 


Triplex Burner. 





The heating capa- 
city is sufficient for a 4 to 6 room 
house, and due to the excellent cir- 
culating ability will comfortably 
heat the larger home. Beautifully 
designed and well-proportioned to 
take its place in any home. 


Mode! PF-5046 


Write today for a copy of our portfolio showing 
the complete Silent Sioux Line. We will send 
the name of your distributor and other infor- 
mation concerning this profitable line. 
SILENT SIOUX OIL BURNER CORPORATION, 
ORANGE CITY, IOWA. 


Scleut Stour 


PIONEERS IN GOOD HEATING 
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Utility Merchandising 





major appliances that have not yet 
Leen accepted by the public. We be- 
heve that there will result greater 
mutual benefits to the entire electric 
industry. These benefits in turn will 
contribute to the electric standard of 
living for the people of our community. 
The City will promote and sell this 
equipment to replace coal, wood, oil 
and gas installations. The Depart- 
ment will not seek the electric range 
replacement market. Emphasis will 
be placed on electric water heating, for 
this is a field of load building that has 
the greatest potential values to an elec- 
tric utility. Our sales personnel will 
be salaried employees under Civil 
Service. They will stvess the utiliza- 
tion of electricity for every known use 
in the home and business. Their ef- 
forts and objectives will be directly 
beneficial to the entire industry .. .” 


Symbol of Selling 


Another utility company, Georgia 
Power Co. in Atlanta, sees no point 
in changing its present selling policy. 

“The Georgia Power Co. is going 
to remain in the merchandising busi- 
ness,” said C. A. Collier, vice-presi- 
dent. “We believe in cooperating with 
dealers in every possible way. We 
give them advertising help, home serv- 
ice assistance, etc. But we are not 
going to give up our own sales efforts, 
because appliance merchandising is a 
symbol of our entire company sales 
and service effort. Let me explain: 

“Appliances are the only tangible 
evidence of a utility’s sales efforts—of 
the reasons they are in business. Tan- 
gible, that is, to the entire organization. 
The auditing department, engineering, 
control, meter, service and other divi- 
sional employees realize we are a sell- 
ing organization because of our 
appliance merchandising activity. The 
sale of energy is an intangible thing 
—the sale of lamps, or refrigerators 
or washers or ranges is something 
that can be grasped. And it is because 
of the sale of those tangible appliances 
that our own employees, in every de- 
partment, realize that we are supplying 
an essential commodity—the energy 
that runs industry, transportation and 
homes, 

“Many utility companies are relax- 
ing or abandoning their merchandising 
efforts just now because they feel they 
haven’t sufficient capacity to supply 
the extra demand, or because appliance 
shortages make it seem unnecessary. 
Sut this is a temporary situation which 
time and materials will alleviate. In 
the meantime, if we relax our sales 
efforts, or our customer service, we 
are laying up trouble for ourselves in 
the days ahead.” 

On the West Coast the trend to 
staying out of merchandising is prob- 
ably more pronounced than in the East. 
Pre-war, many companies laid plans 
for gradual withdrawal of their own 
sales forces, while increasing their 
dealer development and promotion 
plans. A. E. “Doc” Holloway of the 
San Diego Gas & Electric Co. summed 
up a fairly general attitude this way: 

“San Diego Gas & Electric has been 
both in and out of appliance merchan- 
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dising twice. We went out for the 
second time when the war started. We 
are still out and would like to stay out, 
But we have made it clear to our deal- 
ers, through the agency of the Bureau 
of Radio and Electrical Appliances, 
that if they prove incapable of doing an 
intelligent, aggressive selling job—if 
they get into price-cutting, loose dis- 
counts, sloppy merchandising, etc.— 
that we will be forced to come back 
into the picture as a stabilizing factor. 
We have a fine cooperative spirit here 
and I am sure the dealers really believe 
us when we say we would prefer to 
stay out of the merchandising picture.” 

The Los Angeles Bureau of Power 
& Light is an example of another mu- 
nicipally-operated utility that believes 
in a non-merchandising policy. The 
company serves the vast, sprawling 
Los Angeles area with electricity only, 
in competition with the Southern Cali- 
fornia Gas Co. The area is split into 
six sections with a dealer coordinator 
for each and, under the energetic di- 
rection of R. H. Cockfield and Howard 
Burdick, no stone is left unturned to 
aid dealers in making sales and build- 
ing load. 

Southern California Edison Co., on 
the other hand, ran their own mer- 
chandising activity year in and year 
out until 1942, when appliance produc- 
tion stopped. 

“For post-war we figured the dealers 
needed the business,” said Henry Rice, 
commercial vice-president, “and, from 
a public relations angle, would resent 
our competition—especially as we 
would probably have received a larger 
allocation of appliances due to our pre- 
war sales record. In the meantime, 
we have found that our load, instead 
of decreasing at the end of the war, 
actually increased. Add to that the fact 
that there are now some 1,900 dealers 
serving this territory, compared to 600 
before the war, and you will realize 
why we are not planning on going 
back into merchandising at the pres- 
ent time. However, we are not going 
to slacken up our promotional efforts. 
Water heaters are now in plentiful 
supply and we are under way on a 
drive to sell 3,750 units—all through 
dealers.” 

Portland General Electric Co. which 
nestles nearby the majestic bulk of 
Mount Hood in Oregon, is another 
conservative utility company that de- 
cided to retire from the merchandising 
field before the guns of war began to 
bark. 

“We went out of the business in 
1938,” said A. C. McMicken, the raw- 
boned, genial Scot who directs their 
sales activities, “And we don’t plan to 
go back in. The time has passed for 
utility promotion or sale of electric 
ranges and water heaters in this area. 
We have one of the highest saturation 
records in the country which means 
that the dealers can sell all they can 
get.” 

Belief that the dealers can do the 
job is also voiced by J. H. Taylor, 
customer services manager of the B. C. 
Electric Ry. Co. in Vancouver. He 
points out, however, that the dealers— 

(Continued on page 256) 
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er ... New features — new beauty — new ease in cooking! Here 
are the finest, the most sales-appealing ranges that Glenwood 
ud has ever built. Built to be sold by salesmen who know how to 


sell the best. Built to be bought by women w ho want the best. 


e » We're pre-selling 
your customers 
with local advertising 


where your customers are!—in leading 





daily newspapers and in Woman’s Day Magazine. 
We're backing you up 
with the finest sales 
material you ever had! | 


Big, attention-dominating window and floor 








displays, self-selling range tags, newspaper mats, consumer 
folders, radio transcriptions, signs, and other selling aids. 


BULT 1o(Gp)) soon 


Available for manufactured, 
LP and natural gas 
Glenwood Range Co., Taunton, Mass. 











| 


SELL THE BEST — SELL 
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MODERN .... 


It opens up a 
new market 








AUTOMATIC 
ELECTRIC WATER HEATER 


% Holds 5 gallons. %& When 2 to 3 quarts are . 
x At 170° F. this means withdrawn, current 
12 to 15 gallons of goes on automatically «+ 


usable hot water when bringing temperature 


tempered with cold Op. ° 
water. % Only 22” high. " 


Yes ... it's a little fellow ... but it does a mighty big job 

. and there’s a whale of a market for it. In fact, more 
than 7,000 have been sold in the past few months. It's a 
natural for such places as: 


SUMMER COTTAGES SERVICE STATION WASH ROOMS 
DOCTORS’ AND DENTISTS’ OFFICES TRAILERS 
SMALL LUNCH ROOMS BEAUTY AND BARBER SHOPS 
DAIRY BARNS GARAGES 


And, remember .. . these are places where you never: would 
sell a large water heater. It's a new market... and a profitable 
one. 


Modern Automatic Electric Water Heaters are quality built 
throughout . .. heavy gauge steel electrically welded ... 
2” rock wool insulation .. . dependable automatic thermostat 
control . . . handsome white Dulux enamel finish. Easily 
connected to water pipes ... plugs into any 110-120 volt 
electrical outlet. Can be supplied with junction wiring box 
(U. L. Approved) if desired. 


More than 225 jobbers handle Modern Water Equipment. If 
yours can’t supply you, send us his name. 


We'll send _— details. visi | I) ( } | IE | } | } 






AS THE 
; NAME IMPLIES 
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Comes Winter, and this HOWARD 
is a handy and éffective circulating 


ing principle. Circulates warm or , 
cold air withour drafts in an ever- 
widening circle for uniform temper: 
ature throughout the room. Heating 
“element can, beturned on instantly 
for cold day comfort. 

Order your stock of HOWARD 
Combination Heater and Air Circu- 
lator TODAY from your distributor 
—for steady sales volume and profits. 


LIST 


24°? PLUS TAX 


Exclusive Sales Representatives — 


THE HERBERT CO. 


188 WEST RANDOLPH STREET 
CHICAGO I, ILL 


and when’ hol summer 
days arrive, a flick of the switch con 
verts it into a cooling “no draft* fan 
DOUBLE value to your customers! 


You'll sell the HOWARD twelve 
months of the year because it is ob- 
vious high value at any season . 
pone yong appliance for both cold 
and warm comfort in the home! 


heater 


Smartly pers noiseless in Op- 
eration, easily carried, the HOWARD 


iS unique in its scientific air circulat- 


HOWARD INDUSTRIES 


Inc. 





WManufactaurers 


CHICAGO 4, ILLINOIS 
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Utility Merchandising 





especially in the initial stages of such 
a program—nust have guidance and 
help from the utility. Load can be 
added at the desired rate, maintained 
through promotion, and all 
by working through dealers, he said. 


at less cost 


Views From the East 


While the trend on the West Coast 
would appear to be away from utility 
merchandising, what of the East? 
Again, we would say the trend is 
firmly in that direction. 

At Commonwealth Edison Co., in 
Chicago, a company noted for its long 
history of appliance merchandising on 
a company official said that 
the question of utility merchandising 
should be answered in accordance with 
local conditions. He added that, “I 
doubt that any utility desires to con- 
duct such operations when they feel 
reasonably confident that a satisfac- 
tory load-building job can be done by 
dealers.” 

“In Chicago,” he said, “we feel after 
consultation with dealers that at the 
moment we should actively push di- 
rect sales of those major load-building 
appliances which have less than 25 
percent saturation. We feel that we 
can be particularly useful to the deal- 
ers in this field of merchandising dur- 
ing the introduction period which is 
costly to all. We will not actively mer- 
chandise appliances that have passed a 
25 percent saturation, simply display- 
ing typical lines in our stores and tak- 
ing walk-in orders. 

“We foresee new appliances appear- 
ing from time to time which will re- 
quire our promotion as well as other 
appliances reaching a 25 percent sat- 
uration and passing over to dealers 
for their major promotion. 

“We are continually adding to and 


a big scale, 


strengthening our cooperation with 
dealers, hoping to hasten the time 
when they can profitably carry the 


major portion of the load-building re- 
sponsibility.” 


Certainly, a trend would seem to be 


CONTINUED FROM PAGE 254 = 





indicated in this particular 

“Going out of merchandising 
one of the smartest things West P: 
Power Co. ever did,” says P. 4 
Powers, vice-president of that W 
ern Pennsylvania company. He is s 
onded in this view by Harry Restofs' 
sales promotion manager, who point 
out that Pennsylvania is a good ex- 
ample of the trend towards non-me: 
chandising. 

“The time was,” says 
“When all of the ‘big five’ companies 
merchandised directly. Pennsylvania 
Electric Co. was the first to discon- 
tinue, West Penn quit the end of 1939 
Duquesne Light Co. (Pittsburgh) sev- 
eral years later, but prior to the war 
and a year or two ago Pennsylvania 
Power & Light Co. announced that 
its post-war plan was to remain out 
of merchandising if dealers did a sati: 
factory job. Of the ‘big five’ in Penn- 
sylvania, that leaves only the Philadel- 
phia Electric Co. in the merchandising 
corner.” 

Restofski’s view is that electric com 
panies are discontinuing merchandis 
ing because: 


Restofsk 


|. Dealer pressure against utility merchan- 
dising has grown. Dealers feel that utility 
competition is unfair, and they are much 
more vocal about it. They can bolster their 
arguments by pointing to the many electric 
companies that no longer think direct mer- 
chandising is necessary. Electric companies 
have become more conscious of the impor- 
tance of good dealer relations and of the 
fact that, even though they themselves do 
merchandise, the great bulk of electric ap- 
pliances and equipment will still be sold by 
dealers, and that cooperation with them is 
necessary. 

2. The electric companies no longer think 
it is necessary to merchandise in order to 
build load at a satisfactory rate and at a 
reasonable cost. This is true largely because 
of the great improvement in dealer distri- 
bution. Dealer coverage has constantly im- 
proved and there are now many strong 
dealers bringing to the electrical appliance 
field the same aggressive advertising and 
selling that have made their businesses suc- 
cessful in other fields. 


“Since 
1938,” 


quitting merchandising in 
Restofski pointed out, “we are 




















FLOFLO 
LECTAIC WATE 
HEATER Co 
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} ng load at somewhat better than 
t itional rate. Our sales costs ap- 
to be below average. We enjoy 
trade relations . . . We avoid all 
of internal headaches due to mer- 
ndising, and we believe our non- 
handising policy has resulted in 
roved customer relations. We now 
d the multitude of customer com- 
nts that are bound to come if ap- 
nces are not delivered as promptly 
the purchasers expect, if appliance 
vice is not up to the customer’s 
wishes, and if collection pressure has 
be applied . . . Every present indi- 
tion is that electric company mer- 
indising is definitely on the way 
out, and more rapidly than most peo- 
realize . . . In the future, electric 
npanies will depend upon dealers to 
do the merchandising job, and will 
themselves engage in aggressive dealer 
development and customer education 
rograms which will emphasize the 
good promotional markets. 

Philadelphia Electric Co., lone large 
Pennsylvania utility still merchandis- 
ing, could not be reached for extended 
comment, but it would be pertinent to 
point out that, while still engaged in 
direct selling, the company has gone 
to considerable lengths to provide 
dealers with every sales help possible. 
Among their recent innovations, for 
instance, was the inauguration of a 
“Television Matinee”, designed to pro- 
vide dealers with afternoon television 
programs and make it possible for 
them to demonstrate sets in the day- 
time, when normal television broad- 
casting is at a standstill. This is the 
type of promotional effort which only 
utility companies with their financial 
resources can undertake when it comes 
to pioneering a relatively new device. 

Con Edison's “Bargain Package" 

In New York City, Consolidated 
Edison Co. serves some 2,600,000 
domestic customers—by far the largest 
in the country. E. F. Jeffe, vice-presi- 
dent, was responsible for inaugurating 
a new type of utility participation in 
appliance merchandising which, at the 
same time, leaves them out of direct 
selling. The plan, in effect since be- 
fore the war, is built around a group 
of cooperating dealers, who sign a 
contract with the company to engage 
in various promotions undertaken. 
The electric company buys and dis- 
plays merchandise, takes orders which 
are assigned to dealers in the cus- 
tomer’s locality and, in return, has an 
agreement with the cooperating deal- 
ers that they stock and display the 
same merchandise in their own stores. 
The company, in effect, acts as sales, 
advertising and promotional agents 
for the dealers. It was under this type 
of arrangement that the famous “Bar- 
gain Package”—involving the simul- 
taneous sale of two or three different 
small appliances in a single package— 
campaigns were undertaken. 

All in all, with no attempt to load 
the dice one way or the other, it would 
seem that there is a definite trend on 
the part of utilities to abandon their 
once potent role as mass merchandis- 
ers of electric appliances. We will 
have more evidence of this trend, per- 
haps, when the annual statistical issue 
in January polls most of the utility 
companies in the country for the latest 
count of the “ins” and “outs.” End 





























TRAYWELL 48 DDI 


Popular Paragon 48 inch sink unit complete 
with colorful formica top, 2-door steel under- 
sink cabinet. faucet and strainer PLUS Good 


Housekeeping approved Kaiser Dishwasher. 


Retail price $270.00 





ROYAL 66 DD! 


Famous Paragon 66 inch sink unit complete with 
colorful formica top, 3-drawer steel undersink cabinet, 
faucet and strainer PLUS Good Housekeeping ap- 


proved Kaiser Dishwasher. 


Retail price $320.00 


* 
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ragon Utilities Corp. 
i 50 VAN DAM STREET | 
Y. 







@ the new 1948 line now! Featur- 
ing the KAISER non-electric jet 
propelled dishwasher combined 
with the super deluxe PARAGON 
sinks. This combination, daring in 
design—practical in operation and 
the lowest price in the industry, is 


a big money maker for you. 


REAP THE PROFITS! 


Be the first to feature this customer 
catching combination in your com- 


munity. Rush your order in today. 


PARAGON UTILITIES CORP. 
50 Van Dam Street, Brooklyn 22, N. Y 


Ship via 


ROYAL 66 DD! 


Quantity Quantity 
Nome 
Address 
City Zone 
Diab tens Seeneeeteeeeeseeeeeeeoeeoennnae 














F.O.B. your Warehouse, Brooklyn, N. Y., the following 


TRAYWELL 48 DD! 
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SERVE ICE CUBES a Ia carte! 
Use One "Jiffy Cube” Or a Trayful 


@ In individual UNBREAKABLE cups made of Polyethylene 
plastic, ice cubes can be made that actually “pop-out” at 
finger pressure. Ice will not stick to plastic— thus no 
water or levers necessary. No ice is wasted 
Jiffy Cube” ice trays come in two sizes designed to fit all refrigerators. 


love the ease with which you can serve ice. Individual 


use one cube or a trayful. 
You'll 
“Jiffy Dessert Molds” 


-for frozen desserts and salads are also available and fit standard 


‘Jiffy Cube” ice tray. “Jiffy Cube” makes a perfect Christmas Gift. 
"A" Tray—12 Cups—$1.95 
“B" Tray— 8 Cups—S$1.49 
Individual Cups—1 Doz. $1.00 


“Jiffy Dessert Molds"—6 cups $1.00 
Pat. & Pats. 


Plastray 


Sek 2 tek 7 Baron, | 





Pending 


822-EM FISHER BLDG. _* 


Y 


__ DETROIT 2, MICHIGAN 





HOT WATER 


AT A PRICE WITHIN REACH OF ALL 


SMALL HOMES TOURIST CABINS 
SUMMER RESORTS DAIRY BARNS 


4 YMA YW 


U7 FULLY AUTOMATIC 


—- 


Vl Ne ee 


= BY UNDERWRITERS 


SIX OR TWELVE GALLONS 


— 


AUTOMATIC ELECTRIC 





HIPUT DIVISION 


RONAN & KUNZL, Inc. 
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THE MAJOR APPLIANCE DISPLAY at TECCO features elements of the com- 


plete electric kitchens it promotes. 


Sales manager Jack Bates, left, gives a 


“pitch” 


on the deepwell cooker, later will show this prospect how it works in the operating 


range in the demonstration kitchen. 


Appliance Dealer ON THE AIR 





iving these people think favorably of 
ECCO as a result of having a pleas- 
nt evening or winning small prizes on 
the show. Sales result because people 
to join a radio program will 
come back to the store because they 
yw know where it is located, know 
Then, of course, 


who came 


how easy it is to park. 


there are the sales resulting from the 
broadcast which crea interest among 
the thousands who hear it on Satur- 
iys, who take the advice of the com- 
ils and go to TECCO for their 
ippliance needs 

Essential part of the TECCO House 
Party, and major drawing card, are 
the prizes and gifts. While TECCO 
spends up to $15 maximum on each 
program for prizes and gifts, the total 
mount presented each Friday night 
is well above that in value. Through 
KVSM, Rexford and Van Bergen en- 
list the cooperation of nearby, local, 
peting merchant From the 
by bakery romes a ancy cake 
the local ice-creamery several 
zen ice cream bars, from the theatre 
ticl ym the restaurants free 
h donor receives a “plug” 

eg presented 


Promoting the Program 


Both TECCO and KVSM knew that 

h an audience-participation ps 
gram must be promoted, partic 
during the first few weeks 
automatically 
Friday night. 


WF ad 
before the 
renews itself 

To do this, two 
edia were used, local newspaper ad- 
vertising and a series of 
KVSM. On Thursday and Friday 
week, eight spot announce- 
ments invite people from the Peninsula 
to come to TECCO on Friday night 
for the House Party. 

The selection of Friday night at 8 
o’clock for the staging of the program 
at TECCO’s store, and the picking of 
11 o’clock Saturday morning for the 
broadcast over KVSM, was not acci- 
dental. Even the decision to tape-rec- 
ord the program for later broadcast 
was thought out with purpose, because 
it would have been simple to broadcast 


audience 


everyv 
* Spi its’? over 


each 


OCTOBER 1, 
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TECCO - store 
remote trans 
All these factors were figured 
as carefully as any part of TECCO’ 
advertising and promotion campaigns 

When to hold the House Party? In 
the morning, women would be in thei: 
homes and accustomed to listening t 
this type of program. But few women 
and practically no men could take 
morning time to visit the TECCO 
store to take part in the program. I: 
the evening, then? Women and men, 


directly from the 
through the station’s 


mitter. 


even full appliance-buying families 
would have the time to take part i 
the program. But who would liste: 


to the broadcast of a local radio show 
at a time when all the popular nationa 
programs were coming over the net- 
works? 

The solution was a recorded pro 
gram. Arrangements were made with 
KVSM to hold the TECCO House 
Party at 8 o’clock in the evening, the 

ost tavorable time to get a large au- 
small city. Outside the 
rECCO, the station’s engi- 
neering car with a Brush magnetic re- 
corder, transcribes the program for 
presentation at 11 a.m. Saturday, the 
most favorable time to get a home 
audience for this type of show. 


lience n 1 


Cost of the Program 


Rexford and Van Bergen had to pay 
more for an elaborate program like 
the House Party than they would have 
had to pay for a simpler show, but they 
figured that the dual objectives—build- 
ing floor traffic, and advertising ma- 
jor appliances—warranted the extra 
cost. Whereas the TECCO House 
Party costs $125 a week, including the 
gifts that the store supplies, other re- 
tailers are using the same radio sta- 
tion to promote other products at less 
cost. The San Mateo Appliance Co. 
successfully uses two 5-minute news- 
casts a day, at $7.50 each, plus a 15- 
minute recorded music program at $25 
a day. But the marketing problem of 
E. M. Smith at San Mateo Appliance 
is different. That store is located with 
the heavy street traffic in the center of 
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San Mateo, and one of the major items 
ted over the radio is the large 
r | department. So it is with 
i t’s of San Carlos, whose mini- 
cost program of classical music 
ge: ves adequately to promote the large 
rd department. Music programs, 
serve to promote radio and service 
Ross Radio. But for TECCO, the 
tion of an audience-participation 
w required the services of addi- 
il members of the KVSM staff— 
sent each Friday night are program 
‘ctor Clint Price; assistant pro- 
‘er Marrianne Chamberlain; master 
ceremonies, Bob Bruce, and his as- 
tant, Aaron Edwards; plus engineer 
|| Watson. This runs the cost of the 
ECCO House Party to more than 
00 instead of what would be approx- 
imately $50 for a half hour show using 
KVSM’s record library. 


Big Audience 


Ato 


For this expenditure, Rexford and 
Van Bergen get nearly 500 people on 
‘ir appliance floor each Friday night, 
nd each Saturday their program 
reaches 52,000 radio homes with 220,- 
000 potential listening audience. And 
the best indication of what Rexford 
ind Van Bergen think of the TECCO 
House Party as promotion for their 
appliance store is the new 13-week 
sontract which they have signed to 
‘arry the program through the sum- 
mer months. 

The reason for the TECCO House 


Party is an ultra-modern electrical ap- 
pliance store which was opened last 
December. Owned by Rexford and 
Van Bergen, it is a natural outgrowth 
of their electrical contracting business, 
The Electrical Construction Co., whose 
initials were taken to create the word 
TECCO. The store has a 55-foot 
frontage on the highway, full-glass 
storefront opening the displays to 
passersby. Of the 6000 feet of floor 
space, one half is allocated to appliance 
displays. The rear of the showroom, 
visible from the door and providing a 
back drop for the other displays, is a 
complete General Electric kitchen 
laundry which serves both as a selling 


ind a demonstration area. 


Arrangement 


Near the front door, bordering the 
route to each department, are traffic 
appliances on tiered display tables. 
Console radios line one sidewall, en- 
closed overhead by a false-ceiling on 
which TECCO displays its large line 
of residential lighting fixtures. Small 
radios have a 10 by 12 foot alcove with 
soundproof walls. Featured at TECCO, 
and promoted over their weekly radio 
House Party, are the full G-E, Philco 
and Universal lines, Proctor, Sun- 
beam, Westinghouse, Knapp-Monarch, 
and Manning Bowman traffic appli- 
ances, as well as G-E, Philco, Emer- 
son and Hoffman radios, Nutone 
chimes, Cory coffeemakers and Sun 
Kraft Lamps. End 





FOR BETTER LIGHT! FOR SUPERIOR PERFORMANCE! 
FOR BEAUTY!...IT’S THE FEATURE OF THE YEAR! 





Circlite’s Newest Creation! 
No. 64 TWO-LITE CIRCLINE CEILING FIXTURE 


It's modern!’ It’s distinctive! It’s different than any Circline Fixture featured to date 


Architects and interior decorators agree that for soft, cool light this unit can’t be beat. 
Sturdy steel construction, white baked enamel, smartly trimmed with chrome strips. Can 
be used as surface mount or drop, using stems and canopies. E.T.L. and U.L. approved com- 


ponent parts used throughout. G. E. lamps. Fixtures and lamp units individually packed. 


Overall size 282" long, 124%" wide. Weight 17 pounds. Also available in $2995 


single, multiple and recessed units. Immediate delivery LIST 


Sold exclusively through recognized wholesale electrical jobbers and 
distributors. Prices F.O.B. factory. 


“Pat. Pending 


$33°5 is 


Complete with 
Lamp. Plus F.E.T. 


CIRCLITE CORP 
- 4 sd 


118 South Clinton Street ° 
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Chicago, 6, Illinois 
(The Former Circle Lighting Industries Co.) 
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Hit The Buyers Market... 
with ; 
A Perfect “Postwar” Product 


@ The buyers’ market is here... NOT just around the corner 
... but HERE. Your product must be good. “Dressed-up” 
appliances won't do. 

What are YOU going to do about it? Make a better prod- 
uct... areal post-war product... of course. 

You can do it... just as many other makers of electrical 


appliances are now doing . . . by application of the 


L.G. S. sprinc cLutcH 


L. G. S. Spring Clutches are compact . . . only three basic 
moving parts. They allow instant disengagement or engage- 
ment with minimum effort... even under full load. If there’s 
a clutch in your product, better use economical, efficient 
L.G. S. 

These clutches are especially adaptable to automatic wash- 
ing machine transmissions. 


Write today ... send along your specifications . . . to 


THE SPECIALISTS IN CLUTCH ENGINEERING 





L.G.S. SPRING CLUTCH CORPORATION 


DIVISION OF 
CURTISS-WRIGHT CORPORATION 
HOLT "OAD AT FARNSWORTH e¢ INDIANAPOLIS 6, INDIANA 
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ELECTRIC HEATER NO. 514 


This profitable and exceptionally popular seller is made 


of finest quality 24-gauge iron, finished in 
enamel, walnut or white. Excellent 
Approved by Underwriters Laboratories. 
element guaranteed against burnout for five 
tive design. Easy to clean. 
high, 14” wide, 6” 
$7.50 west of Denver. 


All Armstrong Heaters are pre-war quality and priced 


right. PROMPT SHIPMENT. Order from your jobber. 
ARMSTRONG PRODUCTS CORP. 
Quality Electrical Appliances since 1899 
Dept. EM, 


BUY OF THE YEAR 


heating capacity. 
Patented nichrome 


AC or DC 1320 watts. 15” 
deep. Weighs 612 lbs. 


Huntington 12, W. Va. 


FAST 
SELLER 


Model 616, 
Heats by 
radiation and 
circulation. Approved by Un- 
derwriters Lab Patented 
nichrome element guaranteed 
against burnout for five years 
Chrome plated reflector AC 
or DC. $14.25. $14.95 west 








of Denver 


rich porcelain 


years. Attrac- 


$6.95 retail. 








For the first time— 


A PROVED 
PRICED FOR 


Cut-away view of Silent 


Breeze ““H.M 





Fan Package (installed) 


@ The SILENT Breeze “H.M.’ 


VENTI- 
LATING FAN PACKAGE combines all the 


performance-proved features of Silent 
Breeze construction with a sensationally 
low original cost paves the way for 


far faster turnover and volume sales! 


Compact “pancake” design makes instal- 
lation easy, even in small homes. Requires 
only 24” clearance between roof and attic 


floor. Inexpensive to install; needs no 


anchoring. Unit, shipped complete, in- 
cludes horizontally mounted Silent Breeze 
fan of special design, new type suction 


chamber, automatic ceiling shutter and 
THE MODERN VENTILATING FAN FOR 
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VENTILATING “PACKAGE: 


VOLUME SALES! 


at slight extra charge—automatic time 


switch. 24”, 30” and 36” sizes. Write for 
complete information on the new Silent 


“H.M.” 


ing profit-making possibilities. 


Breeze Fan Package and its amaz- 


HOLCOMB & HOKE MFG. CO., INC. 
1549 Van Buren Street «+ 


Indianapolis 7, Indiana 


Slit PB Deege 


VENTILATING FANS 


* 





HOME + BUSINESS + INDUSTRY 

















kitchens and for selling single units. 


A MODEL KITCHEN on the dealer's floor is essential both for the sale of complete 
He placed his in this position as a backdrop for 


Union Furniture’s temporary appliance showroom. 





Personal Service Sells 
of each job. Whether he has under- 
taken to contract for the installation, 


or if that work is being done as a 
irate contract, he feels that it is 
art of his service to the customer to 
that there is no costly time wasted 
iving craitsmen while 
getting work ready for them 
First the carpenter, then 
then the electrician, then 
again for the finishing— 
their work has to flow smoothly to 
keep within the estimates, and this will 
ean that the dealer that 
the appliances and other equipment, 
arrive on the job in 


waiting 
others are 
to continue. 
thie plumber, 


carpenter 


must see 


uch as cabinets, 
time. 
It makes the customer feel better to 
iow that you are supervising the 
says. And do this 
beginning, showing up the 
job is to begin and then mak- 
occasional check during the 
advises. Let the cus- 
tomer know that she is free to call you 
time if she feels that the 
ogress of the work or the direction 
which it is taking, does not seem 
ght. When the dealer is on the job 
he must watch for the little details 
that add up to a perfect job and 
satisfied customer. For example, says 
Greenberg, sinks are only 22 
the dishwasher is 
wide, so it must be ar- 
ranged to have the new sink top or 
working top extend over to make a 
“Watch out to see that the 
plumber puts in a union and a shut-off 
alve where the piping goes into the 
dishwasher,” he recommends. “Then 
the unit can be serviced or removed 
thout cutting off all the water in 
ie house.” 


job, | ireenberg 

om the 
lay the 
ng an 


progress, he 


it iny 


some 
wide while 
25 inches 


inches 


neat job. 


t 


Service After the Installation 
More 


tomer 


personal service to the cus- 
begins the moment the crafts- 
men have picked up their tools and 
left. It starts with a thorough demon- 
stration of the range, dishwasher and 
disposal, according to Greenberg, who 
always arranges to be at the custom- 
er’s house, or to have a competent 
demonstrator there, the day the job is 
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Kitchens 





completed. It is important to empha 
size the limitations as well as to reiter 
ate the advantages of the appliances 
they have just installed. “They 
should know that the dishwasher and 
he disposal. are not entirely noiseless 
as much as they should be told again 
all that these modern appliances will 
do in convenience, economy and 
health preservation. After the demor 
stration, we tell our customers that, 
regardless of what they ‘think’ is 
wrong with the appliances, they should 
call us immediately and explain over 
the ‘phone. For the first thirty days 
we promise them that following such 
a call we will have a service man out 
to their home in the afternoon, if the 
call comes in the morning, or during 
the following morning if the call comes 
to us in the afternoon. If it is an 
emergency, we will send a man right 
away. 

“We've never cried to the distribu 
tor about service,” Greenberg con 
tinued, have gone out 
and found out what the matter was 
ourselves. Not only has it been part 
personal service to the cus 
but it has been part of ou 
education in the selling and installing 
of complete kitchens. As a result, now 
we are able to diagnose most of the 
complaints from what the custome: 
tells us over the phone. We are able 
to give the service man definite in 
structions before he leaves. And i 
some as a result of this clos« 
watch of previous installations, we 
have been able to improve our kit- 
chen design and methods of installing 
on future jobs.” 


“because we 


ot our 
tomer, 


cases, 


Selling For New Construction 


Greenberg has been talking pri- 
marily about selling complete kitchens 
for the remodeling of homes already 
built, because his primary market is 
predominantly of this type. But 
through the branch stores of the Union 
chain he is getting started on sales 
plans that will push the complete kit- 
chen idea to the builders of homes. 
Soon each of the Union stores will 
have a complete kitchen installation 
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ne 


1g 
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we 








as men trained in the tech- 

f planning, selling and servicing 

te kitchens. 

the stores the basic market during 


“In most of these 


xt few years will be the people 

re building new homes,” Green- 
says, “but we intend to go on 

g personal service to the cus- 

the basis of our selling. It will 

only that much of the personal 
before and during the installa- 

will be given through coopera- 
vith the architect and the building 
ontractor. Complete kitchens are 
vely new to both the architects 
the builders and we have found 
they appreciate the help we can 
them through designs, specifica- 
ind layout data, and the advice 
able to offer on the little details 

ome up during the framing of 
kitchen and during installation.” 
Regarding the complete 
hen equipment to the large, or 
eculative, builder, Greenberg states: 
the dealers don't get busy and 
tiate the sale of kitchen units to the 
then 
manufacturers can’t be blamed 
going directly to the contractor. 


sales of 


ilders of new tracts of homes, 


dealer has the edge in these sales 

iuuse he can service what he sells 
| he can guarantee user satisfaction. 
certain factors 
these large 

tilders that don’t exist in selling to 
There is the matter of 


’f course, there are 


volved in selling to 


ndividuals. 


ounts, a very touchy subject in 
industry, and just what type of 
wilder and how large an order is 


ntitled to a discount. Then there are 

laws of the various states regard- 
ng what can and what cannot be in- 
uded in the mortgage contract, and 
hat the dealers position will be in 


se Of repossession or replacement.” 


Developing Prospects 


Adian Greenberg’s success- 
selling kitchens is a 
orough knowledge of kitchen design 
nd complete familiarity with the Hot- 
oint line that he handles, plus a regu- 


Behind 
methods of 


promotion, advertis- 
ng and personal contact that develops 


campaign of 


rospects. 
with the individual 
ppliances that go into the kitchen is 


‘Familiarity 


not enough,” he says Che dealer has 


to read the booklets and the sales 
courses developed by the manufacturer 
of the line of kitchens. He has to 
be familiar with the three or four 
basic types of kitchens and how to 
adapt them to 


The relation of the food receiving or 


various size spaces. 
storage center, the food preparation 
center and the serving center are im- 
portant. He has to know the dimen- 
sions of cabinets and appliances. And 
then all this information has to be 
organized in his mind so that he can 
refer to it quickly. 

“A model kitchen in the 
essential. And don't 
tractor put this in while you are out 
of town or otherwise occupied. Fol- 
low every detail of the construction 
and assembly—you will learn much 
that will help you in designing and 
supervising complete kitchens for your 
customers. Then put this kitchen to 
use. If possible, depending on the 
size of your community and the loca- 
tion of your store, arrange to have 
the kitchen serve as a cooking school 
under the auspices of the local utility, 
women’s organizations, or handled by 
your own staff. Make your salesmen 
use it when selling single appliances. 
The important thing is to put as many 
people as possible into a_ position 
where they are exposed to the model 
kitchen. And there is where you will 
need advertising and promotion. At 
Union Furniture’s main store on San 
Francisco’s Market Street, we use two 
media—newspaper advertising and 
\ recent advertise- 
morning San Francisco 
newspaper brought 237 letters during 


store 1s 


have a_ con- 


window displays. 
ment in a 


the following four days, each letter r¢ 
questing the Hotpoint illustrated 
booklet on kitchens. With 
these booklets I send a personalized 
letter which stresses the theme “Design 
for Better Kitchen Living’ and which 
ends with ‘Feel free to telephone or 
correspond with the writer and we 
shall be pleased to answer your ques- 
tions and assist in the planning and 
preparation of your kitchen’. That 
is the first personal touch, the first in 
1 long chain of personal service that 
we have found so valuable in selling 
complete kitchens.” End 


each of 











CARE TO TAKE A LOOK AT YOURSELF IN THE MIRROR WITH IT? 
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A New Smash Hit for Holiday Selling .. . 


Electric CHRISTMAS TREE TURNER 


NOW your customers can enjoy 
the Spectacular Beauty of their 
Lighted Tree in MOTION! 





Revolves Three Times a 
Minute . . . Adjustable to 
almost any size tree 


ERE’S something new under the Christmas Tree ... for the home, 

or any place where Christmas is festive. The KASSON Turner not 

only makes the tree go ‘round and ‘round .. . it has a built-in two 
way receptacle for the tree lights! Sturdy, all-metal, it’s adjustable to 
almost any tree and will easily turn a fifteen footer —in fact, it is designed 
to carry up to 200 lbs. The holder is waterproof, so that the tree may 
be watered and kept fresh all through the holiday season. The powerful 
little A. C. motor is a self starter, and built to iast for years. 


The KASSON Electric Christmas Tree Turner packs tremendous promotional 
appeal. DISPLAY IT AND SELL IT! Let it turn a full-size tree with lights twin- 
kling, in the department and in your windows. Watch the traffic . . . and 
the profitable sales! Write or wire us NOW for literature, price, and 
discount information. Immediate Delivery. 


GENERAL DIE AND STAMPING COMPANY 
263 MOTT STREET ° NEW YORK 12, N. Y. 











3 y, 





BLOCK APPLIANCE DAMAGE 
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PADDED PROTECTION 
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Tackle the problem of protecting refrigerators, ranges and other major appliances successfully 


ag daetds Mite Aitetris Malye 


with Slingabouts. Score high in customer satisfaction and low in penalties for damage claims 
with these winning points. 


1. Safe, sure protection. Slingabouts thickly padded, flannel lined canvas jacket 
safeguards mirror finishes from stains, dents, and damage by sudden shocks 

2. Easy, efficient handling. Strong web sling simplifies safe lifting and moving 
through narrow doors, stairways and halls. 

3. Clean, quick unpacking. No litter. Just unfasten the sling, slip off the Sling 
about and it's ready for repeated use. For long run protection use coupon today 


porn nnn 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


! 

1 Send Slingabout prices for model F --—— make-———=- 
' Refrigerator 
Neme . wa mmo ewe oe em owe | Radio 

| Check Range 

j Address --— -—-—~ — ~~ —~— — — Appliance ) Washer 

1 Other 
ee en — State — — — (Please Specify 
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‘NO CLOSED! 


Chere’s no reason to wait until next summer rolls around 


to make these dependable cooling appliances available. 


Many people are planning now to build or remodel their 


homes before next spring. 


in engineered cooling comfort 


dow fans. 


They ll want to have the best 
Bar-Brook attic and win- 
And remember, clubs and oflices are year- 


round markets for dependable, economical ventilation 


equipment, 


The installation of attic fans is an approved FHA home 


improvement. 


Homeowners may have as long as three 


years to pay, ard in seme cases the first payment may 


be deferred until spring. 


for vou! 











Contact your nearest 
distributor. or write 
Brook Manufacturing Company 
for details of Bar-Brook dealer- 
ships. It will mean cooling profits 


SS 
FANS ATTIC FANS 


Bar-Brook 
to the Bar- 








BAR-BROOK MFG. CO., INC. 


Termerly Shreveport Engineering Company 


1553 Texas Avenue 


. Shreveport, La, U.S.A 








“WE BLUSH 


WITH PRIDE’”’ 





AT UNSOLICITED 
FAN MAIL LIKE THIS... 





GILL ELECTRIC STOVE 
















YVONNE 
DE CARLO 


SLAVE GiRt 
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® Nationally Advertised 
® Stainless Steel Top 

@ Aluminum Sides 

© Cast Aluminum Griddle 


@ Broiler-Oven bakes, roasts, broils, 
toasts, frys 


@ Adjustable Heat Control 


@ Needs no special wiring 


110-120 volts — 200-1650 watts 
Model G-175 AC. Underwriters 
Laboratories Approved. Stove 
with cast aluminum griddle, 
drip pan and grill: LIST $39.95. 
Also DC and small Broiler-Oven 
models available. 


GILL ELECTRIC MFG. CORP. 
200 Citrus Ave., Redlands, Calif. 


Quelity Electrical Products Since 1920 















































TABLE MODEL RADIOS are available in abundance at American Furniture. 






A Furniture Man Looks Ahead 





situation must learn how to make 
trades profitable in order to break 
even. This envisages an adequate serv- 
ice department and a method of han- 
lling used stuff. 

Third, Ted thinks there is going to 
be considerable juggling in connections 
before it will settle down. Lines that 
ire sold through plumbers will prob- 
ibly lose their retail outlets, he thinks. 
Chere will probably be considerable 
price juggling until a level is hit that 
the public considers realistic. For ex- 
unple, American thinks the radio pub- 

feels that today’s radio prices are 
igh. Furthermore, American con- 


siders 


0h 
the factories did a lousy job in 
radio inspection in 1946-47, that the 
yroduct must be licked into shape bet 
r than it has been, The radio picture 
s still running around like quicksilver. 
ror example, table models today are 


te 


recoming drug store items, They may 
it of the specialty store field 
a “‘— P 


iltogether, and be sold like impulse 
erchandise all over town. 


Competition No Worry 


In his view of future competition, 
Mr. Hlulbrouok dues not think that the 


CONTINUED FROM PAGE 5! 





department store looms formidably 
He believes that after the first flurry 
the department store is going to cease 
to be interested in appliances. The 
operation is too different from its cus- 
tomary method of working, he thinks. 

Furthermore, as a former Montgom 
ery Ward man, he does not believe 
that the chain stores will continue to 
carry name brands in stock. “They 
like to throw their weight around with 
private labels too well,” he comments 

He sees the volume of appliance 
business as slipping away from the big 
downtown stores to the outlying 
branches. This will continue, he thinks, 
except on radio. 

“Last year, and the year before,” 
says Manager Holbrook, “a lot of deal- 
ers made 15 percent profit on their 
business. They don’t realize that in 
normal times 4 to 5 percent is a darned 
good average. We are sliding back to 
that picture. and I think that realis- 
tically priced lines, well advertised, and 
demonstrated by experts, are going to 
keeping up Amer- 
ican’s volune—and as you know, it 1s 
one of the leading appliance retail out- 


” 


be the answer for 




















YOU ARE LOOKING at a line of ranges, with Leonard models in the foreground. 


Water heaters are to the rear. 
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I: Takes All Kinds 





<s at the inscriptions on cards or 
s his drink. The medicine and drug 
iter displays the latest models in 
is, just as the ordinary corner drug 
Among the statues and 

-a-brac, lamps and desk lights 
nd perfectly. And the gleam of the 
ewelry counter is enhanced at inter- 
bright razors or 


re does. 


ils with electric 
ny new toasters. 
Mr. Blankenship is willing to take 
ilmost any sideline which will bring 
traffic into the store. At one time, he 
yen contracted with the local offices of 
Western Union to install a branch 
fice in the store to serve the large 
iburban district in which his shop is 
located. Space problems caused him 
to drop this office, he says, but even 
today he maintains a telephone directly 
to the main Western Union office so 
that his customers may send telegrams 
directly. And in many instances cus- 
tomers came in to send a wire and 
stayed to buy electrical equipment. 


Changes Windows Frequently 


The windows of the store, located in 
a busy suburban shopping district, re- 
quire special attention in a store of this 
type, according to Mr. Blankenship. 
He changes them at least once and 
sometimes twice each week, featuring 
appliances always. 


CONTINUED FROM PAGE 53 





Through the adoption of a simple 
sales policy, Mr. Blankenship has man- 
aged to keep the seven salesmen he em- 
ploys (in adjition to his wife and 
daughter) on their collective toes. In- 
stead of staging “sales” or advertising 
cut prices on slow moving goods, he 
gives such cuts to the salesman as 
bonuses, in addition to 
their regular salaries. 


premiums or 
The system has 
proved highly effective in cutting down 
sluggish merchandise. 

“My lines are Universal, 
Norge, Bendix, Philco and RCA,” says 
Mr. Blankenship. “And it is_ this 
equipment only which we advertise. In 
the newspapers and on the radio we 
have never yet advertised any of the 
sidelines—they don’t need it. We use 
them as silent aids in helping us sell 
electrical appliances, which is our main 
business of course.” 

Mr. Blankenship realizes that many 
a dealer will disagree with him in plac- 


major 


ing such emphasis on sidelines but he 
has a ready argument for such dis- 
agreement. He firmly believes in the 
principle that the more traffic brought 
in, the more appliances sold and he 
firmly believes he has found the right 
sidelines which appeal to his particu- 
lar community—and as long as his cash 
registers are ringing, who can say he’s 
wrong ? End 





WHATDAYUMEAN 





“COINOP >” 





To retailers ‘‘Coinop’’ means PROFITS. These ingenious new 
Electric Plugs sell themselves fast from the bright counter card 
supplied ... and ring up plenty of repeat sales. 


To your customers, ‘“‘Coinop” means this: 


1. Insert the bared wires. 


2. Turn the slot with a coin. 





ELECTRIC PLUGS 


ONE-TWO ... THAT'S ALL YOU DO! 


The EASIEST, QUICKEST, SAFEST ELECTRIC PLUG ON 
THE MARKET... Approved by Underwriters’ Labora- 
tories. Patent pending. 


Ask Your Jobber For ‘‘Coinop"’ Electric Plugs. 
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W/uite * WeRRILL * JONES Go. 





Im 


403 West Baltimore Street 





. Detroit 2, Michigan = 
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instant hot water... 
instant sales... 


» THERMOJET 


THE ONLY 100% AUTOMATIC 
FAUCET WATER HEATER 

















FAUCET WATER HEATER 





Bee: 
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Every home-owner will “go” for the new streamlined 
THERMOJET. Easy to use, easy to sell, THERMOJET is 
truly a merchandising miracle. 

Fully insulated, fully guaranteed for one year—THER- 
MOJET can be installed by any member of the family. 
THERMOJET fits any standard faucet—simply slip it on 
and plug into electric outlet. Red signal light goes on. Turn 
faucet handle which acts as a switch—hot water flows in- 
stantly. There is no waste of current or hard-to-get fuel. 

Every home in your community represents an instant sale. 
Cash in on the biggest profit-making household appliance 
ever produced. Take advantage of our national consumer 
advertising campaign reaching 15,000,000 American homes 
every month. 

Order now for September and early Fall delivery. 

THERMOJET works on AC current only. Meets all safety 


and durability standards. 


Available FREE for store promotion—appealing counter 
and window displays, mats and booklets. 




















Patented U. S. Patent Office 


THERMO ELECTRIC CORP. OF AMERICA 


55 WEST 42nd STREET, NEW YORK 18, NEW YORK 
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No. 89 
%" Drill 


$2995 il 


tools o 


lighter, 





"Stripped for action" without 
excess bulk, weight or meaningless ex- 
tras, SpeedWay Blue Line Tools are 
handier and lower priced than other 

f equal performance on everyday work. 


Each is a completely engineered tool with its 








special 
= speed 
No. 209 r 
i “ 
say Back 
$1295 impr 


times 


strate. 







Grinder oft 


*14°° No. 69 4" Dril 
$41°° 


Bench Grinder has 3 


prewar model, a new |-piece 
aluminum case with cast-in 
wheel guards and tool rests. 
Ask your dealer to demon- 


Write for Circulars 


ly wound motor. Each has the correct 
for its capacity and operation. Each 


is built to give years of service. 


in production, the 


oved SpeedWay ‘ow 





the power of the 
> 
; | 


Nee 
No. 229 


Orit Stand 


Dr 
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SPEEDWAY MANUFACTURING CO. 


1827 S. S2nd AVENUE e CICERO, IL 
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1317 WILLOW STREET 
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APPLIANCE TRUCK 


EN built 
Appliance 


in features of the Eas- 
Iruck guarantee easy 
g—long life—appliance protection. 
For instance, the entire 
weight of the load rests 
onthe wheels, which slide 
back to carry the load at 
the touch of the foot 
pedal. Curved tubular 
handles make it 
slide the 
down stairs, into and out 
of the delivery truck. The 
heater, 


easy to 


load up and 


water range, re- 
frigerator or other appli- 
ance is cinched onto the 
truck by a double ratchet. 
Rubber 


bars, uprights and wheel 


covered cross 


nuts give protection. 
Write today for literature 
showing all Il Easload 
advantages — features 
which make it so popular 
among appliance e dealers 
the country over. 

Priced $48.50 f{.0.b. Los Angeles 
W eight 64 lbs Capacity $00 lbs 


T EQUIPMENT & 
SUPPLY CO. 


LOS ANGELES 13, CALIFORNIA 























THE ICE!" 








SET IT DOWN ANYWHERE, STAND BACK AND GAZE CRITICALLY AT IT. 
THE PLACE WILL OFFER ADVICE ON WHERE TO PUT 
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EVERY DAME IN 
IT, AND THERE!—YOU'VE BROKEN 








Emphasizing Appliances 





wide commendation within the indus 
ry and requests have been received 
rom as far away as New York and 


(Chicago for details. 
he initial introduction to selling 
is of course followed up by a serious 
combining general 
principles with detailed product talks 
hy representatives from the principal 
inufacturers. 


urse of selling, 


Hale's believes in carrying a full 
of appliances, including all the 

ijor lines. This gives the customer 
the impression that she has come to 
ieadquarters. She has full oppor- 
tunity to look at all makes right on 


range 


spot—no excuse to leave for the 
surpose of shopping to find what is 
vailable elsewhere. Once her deci- 


ion is made, she does not experience 
loubts on seeing some other line in 


inother store—she knows she _ has 
ide her selection with all facts 
lhe Te her 


lhe equipment is displayed in such 


vay that she sees all makes side 

ide and is guided in her compari- 
ns by labels which list the outstand- 

features of each make. These are 
sunted in frames on the wall along 
or rigidly attached 
Hale’s is the movable 
often shifted in order 


tter to display the equipment and 


1 


tne appliances, 
Not for 


n which is too 


is not returned. Of special 
rest is the system of showing 
liary equipment right alongside 
ippliance. Vacuum cleaners, for 
nce, each have a small stall to 

lves, with all parts mounted 
the wall beside them and special 


tures listed on the price tag mounted 


part of the display. This not only 
g es the salesmen and makes his 
ntroduction of these points easier, 
ut it also helps the “shopper”, who 
IS pertinent information  whil 
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looking about, if all salesmen happen 


to be busy. 
Complete Visibility 


The items in the store are arranged 
in such a 
front and 
practically 


way, with lower objects in 
items behind, that 
everything is visible from 


higher 


the front. The attractive windows, 
with slanting glass which breaks 
reflections, seem to penetrate to the 


rear of the store. 

\ll major appliances are hooked up 
-some 48 ranges and 44 refrigerators 
ready for demonstration as the custo- 
expresses interest. While the 
talks, the prospect herself 
may turn the switch or open a door 
Ranges 
and laundry equipment are displayed 
at the basement level. Washers have 
both water and electrical connections, 


mer 
salesman 


to see how the light goes on. 


so each may be put through its cycle. 
lroners are ready for use and custo- 
mers are encouraged to sit down and 
Skirts and other 
for test- 
ing either in the washers or ironers. 


try any of them out. 


clothing items are available 


In addition to the complete range dis- 


play around the walls and backed 
against center islands, there are three 
model] kitchens, with all details com- 
plete 

The Sacramento store has a fea- 
ture, which is to be repeated in the 
thers as soon as building permits are 


ivailable, in the form of an auditorium, 


with a small stage on which kitchen 
and laundry demonstrations can be 
given Manufacturers are to be 


encouraged to give demonstrations of 
store and it 


is expected that a full time home cono 


their equipment in the 


mist will be employed, as soon as con- 


ditions warrant. 
located at the rear of 
(Continued on next page) 


Records are 
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= MODE the main door, with listening rooms 
AIR-FL wey behind, supplemented by a listening 
bar, where customers may stand to 
AUTOMATIC SHUTTER try out a group of items with personal 
WEATHER-SEALED listening phones. Listening booths 
are segregated and labeled “Classical” 
and “Popular”, so that customers in 
these divergent fields need not asso- 
ciate with one another. Albums are 
displayed on open racks forming aisles 
through which the customer must pass 
to reach the record counter. 
Curves are used in table and counter 
displays, so designed as to lead the 





Trig tea kettle 

















Stainless Sreel 
Mixing Bow! 
































customer gently from one to another, 

making access to the rear of the store 

appear easy. Curves leading to the seavd oben 
entrance of the stairway invite the Yes, there’s a way to start 


customer to try the downstairs section folks right out on wonderful 
cooking results with every 
range th it leaves your floor 
(and it will also make many 
new friends until ranges 
are again readily available). 
Offer your customers famous 


as well, while abundant modern light- 





FRONT VIEW--CLOSED ing everywhere makes all portions ot 
both floors appear equally inviting. 


It Leads the Field Desks are located in each of the 


main departments where the salesman 


N In Features! and customer may sit in comfort face 








There is every reason why you to face while credit details and closing DeLuxe waterless cookware 
should use AIR-FLO shutters on your steps are worked out by West Bend. It cooks fast- 
| jobs. New heavy reinforcement : , aod er... preserves more health- 
Go incvers, eases quiet epevution —— wi Sere 90 ot wii ful food elements . . . and Coffee Ur 
and perfect counterbalance, prevents Major radio cabinets are displayed pe a pe a uses LESS fuel. There are 
rattling. Aluminum louvers open in listening booths along the side wall, sah, 5 aeaes aaah many other DeLuxe acces- 


fully. permitting capacity fan opera- 
tion. Deep shroud protects shutter 
from high winds. Tie-rod, brackets 


where the customer may consider a Oven roaster and 10 sories, too ~— all tops in qual- 


: . overed skillet ; oT) > 7 tre 
major purchase in the most favorable ' ity and designed for better 

















and bearings inside frame, not ex- surroundings. These are fully air con- and easier living. 
— posed to weather. Special finish re- ditioned and made comfortable in There is an electrical distributor serving your territory ne 
Se ee ory every way. [able models are on with West Bend DeLuxe ware—write us for his name. 
the manatee AIR-FLO mg se shelves and tables at the front of the 
Den store. Frequently t these are sold with- W & S T 4 ie N D 
' ee can out a demonstration.. Or if the cus _ (Zz 
° tomer desires” to hear their operating A 
sate icgtinast || utter rrubtny “may ie le CEE Ce 
red ' demonstrated by carrying them to one 
in coed of the booths which happens to be ’ 
c te WUEND THE CATALOG MESS! 
om ELECTRICAL The Sacramento store is distinctive See 


VS, because of its 240 foot frontage of © Neat from the customer's side! User has 

: windows and the fact that the entire “a catalog data at correct reading angle 
iks MAN U FACTU RER 1 } . ; ’ , 1 a ra ~* with both hands free. Binding in 1-inch 
he display 1s on one level, all or it visible J sections permits instant pick-out and 








e from the two streets on which the po semapaet eg Daa wire — - NOW! 
Paar f Ts, i . F place, cannot slide. To change sheets, 
up store Ironts. With its second story you handle only | section; section Cotaleg Mi Holders 
rs DO YOUR PRODUCTS used for warelx Using it comprises instantly removed and instantly 
° BRON < .f or ee as replaced. Order additional sections 
'O- sail the seven seas? — J j. it. floor pace, making it as your needs demand 
he what is said to be the largest store 


olf FOREIGN FITTINGS levoted exclusively to electrical appli- 
on ances anywhere in the c y ) 


country. John 


es Make Them More Hassfielk li inager of the San Fran 


cisco store 


Acceptable hej 


is a specialty system throughout, 
is. based on successiul experience in the 
1 


























e past, and now idvanced one step 
% CAT. +2064 farther to keep in step with modern 
id CONTINENTAL equipment and methods of merchan 
or ADAPTER dising End 
i ' 
t- Save Time, Temper, Money! 
Ss. * Do you use loose leaf data in buying, selling, speci- 
5. The ACTION Display-Way fying? Then you need EVER READY. Every cat- 
4 To Boost Your Sales! alog sheet is instantly available and in place. No 
delay, no annoyance, ‘ao chance to mislay any sheets 
€ p KASSON | or to miss related sheets and items. Each section \ 
Re holds one inch of punched sheets. Each section stays »S \ 
Oo 0:S O in place, yet is removed or replaced instantly. . —- 4 
Remove any single section for page replacement al — 
i CAT +2063 ELECTRIC TURNTABLES without disturbing the balance of the whole set. a a ce oil C 
. Pe. A TURNS EVER READY is lifetime built, handsome. Tens A. Open Section 6. Replace sheet, 
e CONTINEN TAL THREE of thousands in use. Order yours today! close section C. Repiace section 
., CAP TIMES A | aeetgpetepctpntgenp ages <o—ntgpetyraiarataandpatnasmatycaetpaiendptyerinr airetaantyr righ etna hated 
n MINUTE g ORDER TODAY! ALL SHIPMENTS EXPRESS 4 
e ° , i Geneva Mfg. Co., 421 Stevens St, Geneva, lil. | 
: BrVtes ; Gentlemen. Please ship me 
‘ ; RI - —_ a oow-Ne. 12 EVER READY Holder. 15 wid Company +] 
7 4 \ ! ‘ nterest im your displays 12 nad ‘ hit turdy st 
f C D WwW D Cc tivating thes vith ROTO-SHO | aid eda tele mace corel po 4 
t e ° It d powerful selling job at low r | tions. With wings ond 2 section: $5.65 Ea ° 1 
; i steel snonilied th 18” table 2 
El MH nd oon tive build-up f Pan s are avail . : ate. ee ae ae ' 
; ectric Co. Inc. ble too. For 110 Volts A.C. Your whol ' vitadion ae 1 
| er om pt 1 for im :- ‘ diate - de ro | Add’l Sections, $ City ° State P 
er vi , 4 Twrite us (é) ] r 
' 70-17 83rd STREET conte asm beliteat BAR NOTE: Check Koloma Ring Binder 3.post 0 i 
GENERAL DIE AND STAMPING COMPANY 0 1 
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Opens Up New Markets 


> | | 


Fi 


OFFICES 


iW 


awyer 


ists, | 
Stores, dent tential sales 


nants, tarms all pe 





Complete, Ready-to- Use 


Model JMR consists of 
a packaged Master and 
Remote, including tubes 
and 50 feet of cable. Lat : 
est design! Top quality 
Low priced! Simple to 
install. Easy to operate 


$39.95 - 
me tine of V 


dd $% West of Rockies Equipment. 

: tor! For immediate aor literature or other 
Distribu directty to | Fo rmation write directty to fee 
detivery write tery. DEPT. P. 

factory. 


417 Welt AC oF OC @ 
wer 
2.5 watts of pe 
4 in, PM Alnico V Speaker. 


Volume control with on-off 


switen 
Separate press- 
Remote station 

talk switeh 
attractive cas 

housing, Hamm 


to-taik switeh. 
has press-te- 
t alumiae® 


ertone Anish. 


AILABLE . . A complete 
L. Approved tf F 








MARK SIMPSON MANUFACTURING CO.., Inc 


32-28 49th Street, Long Island City 3, N.Y 


here’s how to 


| STEP UP SALES! 


S 





AUTOMATIC ELECTRIC HEATER CO., INC. 


Offices and Factory « Pottstown, Pa. 
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our customers how SEPCO Elec- 


Heaters keep hot water 


ready for instant use 24 hours a day 
With Sepco there’s plenty of hot water 
for baths, dishes, baby clothes, laundry 
and over a hundred daily home uses 
SEPCO Electric Water Heaters are de- 
for 


long, trouble-free service 


with these 4 exclusive features 
Sepco HEATING UNIT 

Sepco THERMOSTAT 

Sepco DIFFUSER 

Sepco FIBERGLAS INSULATION 


AUTOMATIC 
ELECTRIC 
WATER HEATERS 





} cooking 





Fine Art of 
Attracting Crowds 


ire of electrical appliances is being 
presented and “Breakfast Time Cook- 
ing,” is another feature. “Simple Meals 
ind Snacks,” “How to Look Your 
Best,” “Pastries and Desserts,” “En- 
tertaining at Home,” and “Cakes and 
Cookies,” are things devised as being 
best suited to catch the juvenile fancy. 

And anybody will bet you a dollar 
that those kids want to do all their 
electric ranges in the 
svelte kitchen and will probably go 
home and give the old folks no peace 
until they get one. 

For the desire of parents to give 
their daughter the good background. 
so they can “make a good marriage,” 
is a very real selling urge. In Wil- 
mette, Ill., one family is spending 


on 


| around $1,500 a year to belong to a 
country club just for the benefit of the 


| undoubtedly will enable many a small | 


daughters. They purchased a high 
priced residence to help show their 
daughters off in. All over the country 
fathers are putty in the hands of their 
16-year-old offspring, and the Com- 
monwealth Edison Co. is about as silly 
as a fox in its strategy. 

Steadily an appreciation is arising 
that it is less expensive to sell groups 
of people under the guise of entertain- 
ment. Hotpoint, Inc., has a film that 


| town dealer to invite in his rural pros- 


pects to a free movie and eventually sell 


them a bill of goods. At the Mackinac | 


Washer 
and Troner Manufacturers Association 
it was proposed that 1 percent of the 


conference of the American 


| members’ output be set aside for allo- 


cation to schools, where the younger 
generation, in group formation, could 
learn to wash on the latest equipment. 
\lready a book on home laundering, 


| written by that Generalissimo of the 


association’s publicity, William Shaw, | 


} 


is heing handed out hv the hundred | 


| thousands to the schools with the idea 
| of enabling the younger generation to 


| off with big dividends. 


understand and enjoy the new home 
laundry properly. 

Education, plus free cookies, lends 
itself to the dealer’s setup, puts him in 
touch with the right people. That space 
set aside for class room activities pavs 


End 








TAGE—YOU CAN AFFORD IT 


THIS MODEL HAS ONE DEFINITE ADVAN- 


OCTOBER I, 


CONTINUED FROM PAGE SS | 


| 
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HOWARD'S 
DUPLEX 


RECEPTRON 


H-924 








ONE 
PIECE 
SAFETY 








WORLD’S EASIEST 
TO INSTALL 


1, One piece. Lifetime quality. 

2. Extra heavy double wiping contacts. 
. Face plate 3 times usual strength. 

. Protected against shorts. 

5. Shielded from dust and dirt. 

6. Listed by underwriters. 

7. Unconditionally guaranteed for life. 


a> w 


Available at Jobbers—everywhere 


HOWARD MFG. CO. 
COUNCIL BLUFFS, IOWA 





the Service line 


« CORDS ... CORD SETS 


specified by top manufacturers of 









LAMPS 
RADIOS 





IRONS 
FANS 


PORTABLE TOOLS 


VACUUM CLEANERS 
REFRIGERATORS 
RANGES WASHERS 
HEATERS MIXERS 


A full line of Flexible Cords for the 
repair and service industry, obtain- 
able through jobbers and distributors. 








CORNISH WIRE CO., iw 





13 Park Row + New York City, 7 


1947—ELECTRICAL MERCHANDISING 


| 
| 


ae lly 


4 
4 
: 
§] 





\\- 
| ii 











12 


The * 
duty 
of tl 
line 

diffe 
trail 
for 

epe 
tra 
cat 
or 1 
cata 


Th 


ki 


_— 





We 
tor 














Acca a SI tc hel sascha 


—_——ae 





IE 
CE 
ETY 


cts. 


5 | 








ees 








UNDISPLAYED RATE: 


$1.50 per line or fraction per 
insertion—minimum $6.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO BUY 


Parts, Services & Accessories 


column—4 columns—48 inches 


DISPLAYED RATE: 


$14.00 per inch per insertion. 
Contract rates on request. (An 
advertising inch is %'° on one 


to a page.) 














ARMATURES and 


No extra charges. 
required. 


126 S. 2ND ST. 





FIELDS REWOUND 
for VACUUM CLEANERS and SMALL MOTORS 


Our price includes commutators when 
Prices start at $2.80. 
coast for quality and service. 


SEND FOR FREE CATALOG 
Yes, we ship to Alaska, Canada and Hawaii. 


Known from coast to 


BELTS, BAGS, BRUSHES, ETC., FOR ALL VACUUM CLEANERS 


PENN APPLIANCE DISTRIBUTORS, INC. 


HARRISBURG, PA. 














HOMAS TRUCK of Keckuk 





The “General” is Thomas’ heavy 
duty Industrial Trailer... one 
of the leaders in the Thomas 
line that includes hundreds of 
different 2 and 4-wheel trucks, 
trailers, casters and wheels 
for every purpose. Write for 
special 
trailer 
catalog 
or general 
catalog MC, 


Thomas Truck & Caster Co. 
4756 Mississippi River, Keokuk, lowa 
















OIL BURNER PARTS 


We spec alize in a complete line of parts 
for all makes of space oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 








High ' Prompt 
Quality SMITH Ss Service 
x Machine & Vacuum Cleaner Parts & 

Supplies for All Makes 


Save Money—Increase Profits—Place One Order— 
One Transportation Cost—One Dependable 
Source of Supply 


Write for FREE Catalog 
The C. W. SMITH CO. 





*) WASHING MACHINE PARTS ¥ 





REPLACEMENT PARTS FOR ALL MAKES 
BOSS ¢ GAINADAY « LAUNDRY QUEEN 
SUNNYSUDS * WOODROW, Etc. 


Agitators V-Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Crease 


Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


3650 


EAST 
CLEVELAND Ss, 


93rd STREET 


OHIO 











WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE (CO. 


10 Federal Street 


PITTSBURGH 12 PENNA. 

















“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type "STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 




















1313 W. Randolph St. Chicago, 7, tl. 





SPECIALTIES 





Electrical Mangle Roll Pads and Covers 


Vacuum Cleaner Bags, Ironing Boards Pads 


and Covers, washing and ironer covers. Ohio 


Textile Specialty Co., W. 54th, Cleveland, O 


WHERE TO BUY 
Electric Sewing Machine Kits. 
nvert old sewing machines to modern elec- 
6. Easily done with our kits and instruc- 
ns. Ray's Service Box 802, Marion, Ind. 








A Good Habit 


This “Where to Buy” Sec- 
tion supplements other ad- 


vertising in this magazine. . 


It’s a good habit to check 


this page-—every issue. 











ARMATURE WINDING 
Specialists in Vac Armature Work Since 1927 
QUALITY NEEDS NO ADVERTISING 
MOST TYPES $2.10, others $2.45 to $3.25 
WHY pay a flat rate for comms and shafts 
needed on less than 40% of your jobs? 


WE CHARGE ONLY WHEN NECESSARY 


ELECTRIC SWEEPER SERVICE COMPANY 
2034 EUCLID AVE. - CLEVELAND 15.0HIO 














CHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIC HEATING ELEMENTS. 
simple anyone can make repairs in your broken 
or burnt-out electrical appliances—irons, toas 
ers, stoves & etc. Guaranteed nothing like it 
From our mines to your appliances. $1.00 per 
package. $7.50 per doz. Stick form 25c. $2.00 
per doz. 

CHANITE SALES COMPANY 
914 South Main Fort Worth 4, Texas 


MOST COMPLETE LINE OF 


e y v@NATIONALLY KNOWN 


SY RENEW REBUILT 
PVA CUUM 
“~CLEANERS 


In America! 


Se IMMEDIATE DELIVERY! 
ONE YEAR GUARANTEE 


* We buy your old trade-in 
cleaners. Send for price list NOW|! 









= 4 








* We rebuild your old trade- ”ary 
in cleaners like new! 
2ie% 
* We've been Vacuum ef 
Cleaner specialists since 1916. a Ta 


OS 
NEW LOW PRICES ra 
EE illus- 


Write today for a 
trated Cleaner 
Catalogs! Com 











One of the FRANTZ PARTS JOBBERS 


WRINGER ROLLS AND 
WASHER PARTS FOR ALL 


MAKES 
GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 





RE-NEW ——. 





9591 Grand River Avenue © Detroit 4, Michigan + 














WASHING MACHINE PARTS 


"For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 








WASHING MACHINE 
FLEXIBLE COUPLINGS 





The machined brass bushing F-L-O-A-T-S 


One piece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque 
insulates between shafts. 


Available now in: 1'4" to 9 lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 








ONE 
TRUCK 
for 


ALL 


HANDLING 


USES! 


ALL 
PURPOSE 
APPLIANCE 
TRUCK 


Furnished and 
improved since 1931 


Fully Rubber 
Upholstered 
Used as 2 or 
4 wheel truck 
Fully descriptive folder 
sent on Request. 


Price with 8" Rubber 
Wheels $30.78 


ORANGEVILLE MFG. CO. 


Manufacturers — 
Complete Line of (exes ~ 
Atele) Bai iia ©) 


Orangeville 


<0) (Col. Co.) 


Penna 


~~ 





Our 132 - page 
FREE 2... °° FREE 
Washing Machine & Vacuum Cleaner Parts. 


Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Wi. 
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The Cover... 





. the vacuum cleaner with 
its many useful attachments has 
eliminated house cleaning on a 
seasonal basis. Even the com- 
pletely carpeted staircase advo- 
cated by many interior decora- 
tors today presents no problem to 
the housewife who has a good 
vacuum cleaner and a complete 
cet of attachments. 


Kodachrome by Dave Rosenfeld 








Try a ‘Dutch Auction’ 
To Reduce Stock Swiftly 


This 
Challenge 


\VING trouble with inventory 

I | reduction Well, try a “Dutch 
\uctior clever merchandising 
tunt whicl any appliance retailers 
ve found will move out unwanted 
tocks rapidly at a good profit level 


i lot of valuable 


1 iddition to reating 


wublicity for the tore 
For a “Dutch Auction”, the dealer 
will need a large display window, a 


tock of from 15 to 50 items which h« 


wants to clear out of the inventory 


ind plenty of prominently-lettered 
price cards to be attached to every 
tem in the display. The more colortul 
the display can be ade, the better 
with streamer colored signs 


| 
Rally 

idditional prop 
Au tio! 


cartoons, et i 


The basic idea of the Dutc 


to show a large collection of ind 
vidually priced ite: on which t 
rice 1s automatically reduced 
tain percentage every day until sold 
isually 10%, but equally as | rhe 
vith 5%, 20% such figure 

sign should be placed « 

ndow or in the enter ot the displ 
\ innounce Dutcl \uction ! 
Wat Our W indo ver ) 
Prices on Every It Will Be Reduced 
LO% Here’s Your Chance to Sn 

Some Real Barg 
Plain Price Tags 
Each item should be marked with 


price tag plainly discernible throug] 


the window glass, which is replaced 
every day the item remains on sal 
with new price tag 10% lower. 


to make columnar 
price tags with a series of seven prices, 
each 10% top to bottom, 


\ simpler idea 
low eT, 


tron 
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Merchandising Stunt 
That Few Can 


Is a 
Resist 


king it eas) ross off the top 
rice daily, so that the customer can 


asy to 


plainly see the reduction made 
On the first day, the merchandise 
on sale at list price. On the sec 


mcd the price is dropped 10% and so 


on until the price reaches a set mini- 


dealer 
cost 


the 
above 


ur ‘ stablished by 
lly 


nined by 


usu- 
deter- 


dealer con- 


percentage 
what profit the 
lowe st he in 


iders the iccept. 


Sales Challenge 


(Almost any item fits in Dutch Au 
tion promotion, and the way custon 
rs are stimulated to buy is incredibk 
iccording to buyers who have experi- 
nented with this clever stunt. Peopl 
ittracted by the display will vacillat 
back and forth between 
and the 
which urges them to 


the desire to 


uy now own item and the 


‘bargain sense” 
vait one more day and hope that no 
body else will buy the item. Usually 


the former will win out, and the cus 
tomer will buy at once, fearful that 
omebody will beat them to it if they 
vait over long. It is seldom that any 

1 well-run Dutch Auction pro 
otion will hit rock bottom price be- 
sold, be« 


ensational nature of the display brings 


ter if 


fore it ause invariably the 


omeone ho wants each item shown. 


\ln Ost 


slow-moving 
can be stimulated in this 
vay, and the showy idea attracts many 
people to the store. 
effective than mere straight markdown 
or close out selling, this type of sale 
s a challenge to the customer which 
eans that both dealer and customer 
in have a lot of fun! 


iny type ot 


handise 


Far more 


Ort 





INTERNATIONAL COVERAGE BY 


ELECTRICAL 


Vol. 78 


Publication Office, 99-129 North Broadway, —, N. Y. 
Editorial i ° 


and Business Office, 330 W. 42nd St., New 


@ W. W. MacDONALD, Consulting Radio Editor @ TOM 
Editor, 520 N. Michigan Ave, || @ 
Chicago @ CLOTILDE GRUNSKY, San Francisco Editor, (8 Post. St. 
EMERSON. Associate Editor Pacific States, 6B Post St. 


York & New England @ R. 
PHILLIPS, Cleveland, 15 @ F. P. COYLE, Philadelphia, 2 @© DONAL 
Los Angeles, |4 
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Tie-In-Business 


picture. 


Glass-House Dealer 


Springfield, Mass. 
Personal Service . . . Sells Kitchens . 


Francisco. 


Conversion to Selling 


market by selling more appliances and air-conditioning. 


Appliance Dealer on the Air 


program at the right time. 
Eliminating Customer Complaints 


in appliance use. 


A Case for Dealers’ Sales Report 


both utility and dealer. 
Dream Store 


station into one of the largest appliance shops in the state. 


Music Counter Hath Charms 


Furniture Man Looks Ahead 


ing in competitive days ahead. 


It Takes All Kinds 


ing appliances. 


Attracting Crowds 


the like in bringing customers to a store. 


Servicing Rittenhouse Chimes 
One of a series on servicing electrical appialnces 


Washer Trade-In Allowances 


for washer trade-in allowances. 


Self-Service Laundry. 


service laundry. 


Emphasizing Appliances 


Francisco, Sacramento and San Jose. 


News 


Electrical Appliance News — New Products 





A McGRAW-HILL PUBLICATION 
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No. 7 
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©. HANSON, 


RALPH MAULTSBY, Atlanta, 3 @ T. H. CARMODY, San Francisco, 4 


By L. E. Moffatt | 
Utility Merchandising .. . Is It On the Way Out? Laurence Wray 36 


Appliance and capacity shortages plus the rise in dealer cooperative 
movement are causing many utilities to re-examine the merchandising 


- By Robert W. Armstrong 38 
A store with three sides in plate glass is featured by C. J. Roberts Co., 


says Adrian Greenberg, sales manager, Union Furniture Co., San 


42 


Kuhr Bros., Savannah, Ga., have extensive plans for tapping peacetime 


By Howard J. Emerson 44 
TECCO, appliance dealer in San Mateo, Calif., proves that local radio 
station programs will build traffic and appliance sales with the right 


M. R. Gatz, manager, Furchgott's, Jacksonville, Fla., found the answer 
to customer complaints to be intensive demonstration and instruction 


By Clotilde Grunsky 47 
Washington Water Power compiled a record book from their dealer's 
confidential reports which provides a valuable index on market for 


48 


E. E. Delaney, Mobile, Ala., built his business from a small filling 


16 tried and true ways to make sale of records increase the sale of 
appliances for owners of Consolidated Appliances, Homewood, Ala. 


5! 


Ted Holbrook, American Furniture Co., Denver, sees sakedown com- 


By A. B. Windham 52 
Jack's Appliance Co., Pensacola, Fla., sells amost everything, includ- 


55 


Interesting ways to overcome bad locations, local superstitutions and 


56 


By Tom F. Blackburn 58 
Ray Jones, Denver, suggests that old OPA schedules form a basis 


Barger’s West Palm Beach, Fla., sell appliances and run a self- 


Hale Bros., San Francisco, opens separate appliance shops in San 


113 
135 










































THE EAST 
By Robert W. Armstrong 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from 


FLECTRICAL MERCHANDISING'S Regional Editors 





THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 
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The same situation obtains in towns 
like J inesville, Wis vhere there is 
pre-war pouncing on a prospect it 
e raise in evell t interest Keep 
ing a prospect list, running over cards 
lling up old owners whose appli 


Nn out is almost 
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1 i] liat field d 
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t ile it a |x ik B ! ona 
ving boom business Even the 
ine lasn't fazed Jacksonville 
inn Houst claims is usual tha 
Fexas would lead the world in selling 
it could get the equipment to sell 
But such grand scale optimisn 
must be qualified by several factors 
I e secondary cities of the Soutl 
s as Monte \la., Maco 
(aa S] reveport, La.. and Jacksor 


Miss many dealers 


pessimists 


have 
outlook In 


still empty 


shelves and a 


many Cases it 1s hard to see how they 
stay in business and if the 12 major 
Southern cities were excepted, th 
appliance business down here indeed 
ould be in a bad Way 
[his situation lends some creden 
to the gripe of dealers in smaller cities 
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couldn't afford su t 
profit or high-selling-cost goods uw 
they had a full supply of refrigerat 
ind wash s to carry the ve ea 
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Demand-Supply Tug-O-War 
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s that so long as CANADIAN REPRESENTATIVES of Apex Rotarex Corp. met recently in Toronto 


to get a look at some of the Apex cleaner's best features. 


Prusnick 


Ltd.; Frank S. Ryan, advertising manager, Apex; | 


Price 


asst 


Left to right: John 


Apex; R. D. Sutherland, asst. general sales manager of Rogers Majestic, 


sales manager 


D. Willis 


and C. D. Thomas, educational director, Apex. 


Rogers; Charles E. 
Apex; W. T. Burnham, general sales manager, Rogers; 





Price 


Resistance—Myth or 


Monster? 
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Scheduled Meetings 


ELECTRICAL PROGRESS EXHIBIT 

Bellevue-Stratford Hotel, Philadel- 
phia, Pa. 

October 22-24 

Mfrs. Div., Electrical Assn. of Phila- 
delphia 


2ND INT. LIGHTING 
EXPOSITION & CONFERENCE 
Natl. Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, Ill. 
November 3-7 


MIDWEST ELECTRICAL 
EXPOSITION 
City Auditorium, Omaha, Neb. 
November 3-8 


1. R. E. FALL MEETING 
Sheraton Hotel, Rochester, N. Y. 
November 17-19 


ELECTRICAL & HOME 
APPLIANCE SHOW 
Federal Bldg., San Diego, Calif. 
December 2-7 
Bureau of Radio & Electrical Appli- 
ances of San Diego County 


CHICAGO JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

January 5-17 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 
int. Amphitheatre, Chicago, Ill. 
January 15-22 
A. W. Buddenberg, Executive Sec'y., 
Lisk-Savory Corp., Chicago 











Launderall Launches 
3 Months Sales Contest 


Based i plan originated by Colen 
Inc., New York distributing 
| I lacobs ( 2, Manulat 
he l 1underall washing ma 
stituted a nationwide sales 
st beginning October 16 and end- 


g January 15 wit rizes ranging 
! iT to a piat li id 
tri ind four new Cars. 

C1 ea t, Ed ird A. 

ector ) | i 111CE€ vision 

We think is ca ign the 


+ 


ymmatic washi 
Launderall sales are pointing 
1 new peaks without such stimu- 
¢ already have proof that sales 
will be tremendously boosted 
September factory sales will ex- 
eed 10,000 Launderalls and for Octo- 
ir orders call for more than 12,000 

i nes 
T 


lealer salesmen will be awarded 800 


s during the contest period for 
machine sold. Each 800 points 


vorth $6, which may be accumulated 

salesman to make a choice of 

indise prizes. Dealers who pur- 

50) machines accumulatively dur 

g ¢ mtest qualify for a two weeks 

l-expenses-paid vacation 
r. Ash each trip 


“00 plus $50 for pocket monev. 


According 
| be worth 
! 
sale salesmen with the highest 
sales against quota for the 
mth period in each of four dis 
groups will get automobiles. 
of us know,” said Mr. Ash, 
the primary objective for the fac- 


+t 


ts distributors and dealers is to 
uunderall to the retail consumer 
e need is always present to use 

very sales tool, old and new, in creat 

g and maintaining the sales efforts of 


and their salesmen 


80 exhibitors will display tl 


in lighting with hundreds of new ligh 


airports, sports fields, and other 


drawing boards 18 


Huerkamp said, and will 


10,000 expected to attend; noted 
speakers will cover all phases 
of lighting; 80 exhibitors listed. 


IGHTING men, architects, indus 
| 4 trial and commercial and school 


executives 10,000 stron 


2 are expected 
0 attend the 2nd International Light 


ng Exposition and Conference from 


November 3 to 7 at the Stevens Hotel 


t 


in Chicago, Ill, promises E. C. Huer- 
kamp, chairman. H« 


announced that 


ie latest 


ng units tor tactories, offices. scl )] 


service stations, streets and 1g 


mercial applications. Hundreds of the 


developments were only on the 


I I », Mr 


at the exposition tor the first time 
Entries in the industrial and com 
mercial lighting contest will be dis- 


1 , , 
plaved throug phot 


ig l tographs in a spe- 
ial exhibition 


\ vard 


mstallations, the displays re 


resent, according to Mr. Huerkamp, 

the best efforts of the leading practi- 

tioners of modern illumination among 
l 


architects, electrical contractors, elec- 


trical wholesalers and utility lighting 
specialists 
Four Days of Education 
he conference part of the five -day 
neeting, sponsored by the Industrial 


1 Commercial Lighting Equipment 
Section of the National Electrical 
includes four days of in- 
structional lectures. On Monday, No- 
vember 4, Rudolph W. Staud, presi- 





presides over 
speeches by George Whitwell, vice- 
nt of the Philadelphia Electric 
). G. Mitchell, president of 


1 


| 
i 
Sylvania Electric Products, Inc. 


Under the uirmanship of Merill 
Skinner, sales director for the Union 


Electric Co. of Missouri, the Wednes- 














HOW TO SELL MORE vacuum cleaners was discussed by Vernon E. Vining 
(center), Westinghouse merchandising consultant, before a group of the Vacuum 
Cleaner Mfrs. Assn., represented in the picture by C. G. Frantz (left), Apex 
president and secretary-treasurer of VCMA, and Bret C. Neece, Landers, Frary 
and Clark vice-president and association president. 


Just because the vacuum cleaner in- 
dustry has in 1947 already exceeded 
the 1946 record volume of 2,289,441 
cleaners sold in 1946 is no reason for 
the manufacturers to rest on their dust 
bags, Vernon E. (Sam) Vining, mer- 
chandising consultant for Westing 
house and invited speaker at a recent 
meeting of VCMA, told the associa 
tion 


“This is no time to start clever new 


campaigns,” he said. “Pick out the old 
sure-hre ones and put them to work 
again 


“For the next two vears there is 
going to be the damnedest scramble 


for salesmen the United States has 


ever seen and yet, tragically, there 
never has been such indifference to 
the field of opportunity ... Men now- 


lays want to be bookkeepers, clerks, 


da 
truck drivers, lawyers, doctors, to run 
beer gardens, to do anything but sell. 
We must teach that selling is fun. 
Selling is fun, having fun helping the 
other fellow have fun buying some- 
thing from you.” 

Cardinal selling principles empha- 


sized by Mr. Vining were: 


mind not on the merchandise or the 


“Keep your 


commission, but on the custome v. and 


Never waste time working on a tough 
pect, leave him to your competi- 
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New Products Will Take Spotlight 
At 2nd Int. Lighting Exposition 


lay program of Industry Plans for 
Lighting Promotion includes addresses 
by J. S. Schuchert, manager of com 
mercial sales for the Duquesne Light 
ing Co., Mr. Huerkamp, and I. E. 
layler, vice-president of LE.S 
Charles G. Pyle, managing director 
f NEWA, will wield the gavel over 
the Thursday sessions on “How the 
Electrical Wholesaler Can Increase 
His Lighting Sales.” Speakers include 
O. Fred Rost, editor of Electrical 
Wholesaling: H. P. Litchfield, assist 
tant general sales manager of Graybar 
Electric: J. M. McKibbin, assistant 
to the vice-president of Westinghous« 
and E. L. Fife, pre sident of Fife Elec 


tru Supply Co 





Ihe electrical contra tor is discussed 
is the key man in the lighting plan 
luring Friday's sessions under the 
chairmanship of William T. Stuart 
editor of Electrical Construction and 
Maintenance 

At the Wednesday, November 5, 
evening banquet, Dr. Gerald Wendt 
editorial director of Science Illustrated, 
will speak on “The Challenge of S« 
ence to the Lighting Industry.” 

Appointed as chairman of the pro- 
ram for the conterence is W P. 


g 
Lowell, Jr 


Producers in FM, too, 
Balcom Tells FM Assn. 


Production of FM radio receivers 
in 1947 will in all probability attain 
the 2,000,000 units predicted by the 
Radio Mfrs. Assn. despite the decline 
in production during the summer va- 
cation period, Max F. Balcom, presi- 
dent of RMA, told members of the 
FM Association last month in point- 
ing out that FM manufacturers have 
an equal stake with broadcasters in 
the development of a large audience 
of FM listeners. 

The FM Association, meeting at the 
Roosevelt Hotel in New York, heard 
Mr. Balcom support the producers’ 
side of the development struggle 
He declared that the manufacturers 
have invested millions of dollars in 
FM and have incurred heavy losses 
in developing receivers. Those pro- 
ducers have made more than 700,000 
FM-AM receivers since the war, he 
said, and the rate of production is ex- 
pected to increase sharply during the 
remainder of 1947 because of the 
development of lower-priced models. 
Approximately 18 percent of all con- 
soles turned out by RMA members 
in 1946 had FM, while in the first 
half of 1947 consoles with FM rose 
to 40 percent. FM table models in- 
creased from 15,723 in 1946 to 68,259 
in the first half this year, he added, 
and despite a general decline in July 
production the number of FM_ table 
models manufactured in this one 
month almost equalled the total 
put of FM table models last vea 

Despite the fact that it will take 
several years to build up an FM audi- 


ence comparable to that enioved by 


out- 


\M, Mr. Balcom said, the FM market 
offers, along with television, the most 
promising radio market for some time 
to ome because it provides i new 
radio service and requires a new 
radio product 
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Philadelphia Electrical Assn. 
Opens Kitchen, Laundry Center 


Fall campaign includes home wiring, 


Certified Lamp, range, gift promotions 


SIMPLIFICATION of a radio circuit is revealed by this picture of the works of one 
of Cosmo Electronic Corp's. new radios. The firm, located at 675 Hudson St., New 
York City, plans to market five table models, ranging in price from $19.95 to $39.95. 
Eliminated are condensers and resistors, the equivalents are built into the tube 


containers 





IN CONTRAST to the usual maze of wires and gadgets, this picture of the bottom 
of a Cosmo model, trade-named Compo, shows the simplicity of the set. M. Michaels, 
head of the firm, claims that all parts are replaceable at $!.25 and that even the 
Sets will be sold with full 


most inexperienced owner can make all repairs himself 
set of spare tubes 
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\ ( tite Lal Cal algI 
I sing te better home 
g; a lighting show, November 
8-20; an aggressive six-week promo- 
\ P tion ot electric ranges and water heat- 
iging direc- s, beginning November 1; a direct 
t ] \. Morrison as t most mail campaign to support air condition 
J g an October lan campaign; a 
vea es eri e lectures n the ftunda- 
de tria ils ar application of illumina 
heid ct I vit the per thon; the 10th annual Electrical Pro- 
¢ t Wit na Laundry ress Exhibit Oct. 22-24: and, be 
Plat t i floor ginning November 15, the “Electrical 
t l g | llowed Gailts wr Christ is” « ampaign 
| Kite! ind Laundry Planning 





Center, heart of the fall promotions, 
is being supported by the local utility, 
he association, and manufacturer and 
distributor The project has 
been tentatively scheduled to run for 
14 months, may stay two or three 
years if public interest warrants. Five 
model kitchens have been erected— 
uit are not permanent displays. In 
‘tation, each of the contributing dis- 
tributors will be responsible for the 
isplays, including the Kitchen of the 
Month, the Philadelphian, 
I Master, and DeLuxe kitch 
s. By changing these displays every 
me or two months, says Mr. Morrison, 


members 


Efficiency, 


l 
Wwitcnet 


the activity hopes to induce consumers 
to return to the exhibits again and 
In addition to the 


kitchens the exhibit 


complete 


again 


ontains 13 basic 


Philco Corp. Reveals Teleset 


kitchen centers which 
centers, food preservation cer 


leature wor 


preparation center, and cleansing , 
ter. The laundry displays incliide hg 
automatic and conventional ashe 
ironers and clothes driers. Allicd pr 
ucts, such as wall and floor cover; 
and paints, are also displaye 

The planning center has been staf. 
by trained advisers who are capably 
says Mr. Morrison, of working oy 
the home owners’ kitchen or laundp 
needs right on the spot. 

Cooperation of local dealet in ¢ 
promotion was obtained throu 
series of dinner meetings from S 
29 to Oct. 3 at which dealers were 
troduced to the objectives of the ca; 
paign and taken on preliminary trip 


through the displays. 





Plans to Chicago Retailers ste, 


Full Warehouse Will 
Insure Quick Delivery 


Heightened activity on television is 

. led to take lace in Chicago this 
iut 1 t tiie ming of Philco 
the Windy City picture with a 

er and tongs campaign. James 

M. Otter, gene | sales manager, told 
( rs at a dinner Sept. 10, 
varehouse had been filled with 

re vers and everything was ready to 
iuse first impressions are last- 


‘ ynpany is interested in see- 





omes when 


installation 


( il | prope 
i ervic 
It was pointed out that television 
ffered a highly rofitable unit of sale, 
in there vas littl chance of pri e 
vars as it takes a great deal of money 


for manufacturers to get into the busi- 
ness Chicago is one of 11 markets 
that will get a chance to build the 


ittern of selling that Philco is eager 


to s(t 
Two Stations Will Broadcast 
Certain laces in Chicago are not 
suitable for television on account of 


taulty reception and deliveries will not 

nade het r, the local sta- 
tion WDKB is gearing up its capacity, 
| WGN 


elevision in Chicago by the 


e. Howeve 


and radio station vill be broad 





Sret of tha weds 
ion was called to the fact that 
ithode ray tube today has nearly a 
loing away with oval images 


This is due to the standardization 

ected at a meeting at Corning, 
. % when all television manufac- 
t eed m steps that would 


lume production 


Shown in Chicago was the model 

ua 1 is a 15x20 in picture 

ted through a lens on a steel 

et ich is brilliant even in a 

mally lighted room sjoth RCA 

il (; eral Electri have been li- 

’ i to use t screen system which 

‘ elope y Philco engineers 

| large screen model, No. 2500, will 

for $795 with an $85 installation 

Other sets to go to Chicago dealers 
tah! e lal 


lel which is priced at 
‘ installation, a console 
it $449.50 pius a $50 installation, and 
model ($700) 
een given a list as yet. 
lames H. Carmine, vice president in 


l 
$395, plus a $45 


i small 7-in. screen 


} 


is not 


OCTOBER 15, 
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Westi 


ia exami: 

arge of merchandising, told Merck 
th levision sets wer ° 

group that 11.000 televi ion W f with | 

rroduced in June, according to tef Roanc 


<MA report. Tuning has been sin JR. 
fied to two controls. Because so n ; 
of a television unit is similar to rad 

it contains 23 tubes and 3 rectifiers- 
it was felt that there 


trade cannot learn to prop 
Ve 


was no reas 
vhy t ie 
erly install and service sets. Joe 
been pla ed in Chi igo t 


train men on selling them, and 


Loy as 


ire going on on the service angle 
ording to Edward A. Orth, 
managet of the Chicago 


*hileo Distributors, Inc. 


N. Y. Fan Campaign Blows B compet 
Up $66,000 Worth of Sales 


rt 


In the 12 months preceding the the W 
l 15 sales campaign of i 
Consolidated Edison Co. of New Y 
only 300 Rex Cole Air Cir 


baugh’:s 
market 


were sold, but during the two and some ! 
half months period when the Cir pening 
was sold bv the utilitv’s Cooperati Merch: 
\pplian e Dealers for $33.50 (list pr Mor: 
$45.95), 18.709 units, or $626,751. will be 
worth, were purchased by consume 


At the end of the campaign the app 
ince returned to its former price 
“Final results were considerably 
yond those estimated at the initiat! 
of the campaign,” rejoiced Ephri 
F. Jetfe, Consolidated’s vice-preside: 
in charge of “The manuf 

turer-distributor and the Coop: 


sales. 








Appliance Dealers benefited t g ance | 
introduction of this appliance i guided 
volume which could not have beet mvey 
complished otherwise in a compara! The 
period of time.” itl 
The campaign was not only notal I 
for its financial success, but al: arty 
marked Consolidated Edison’s retu trainin 
to its pre-war prat tice of merchan sale 
ing “bargain packages.” refres 


Plicote Shows Fire Resistant tor sa 
Paint to 52 Distributors ‘it 


Plicote, Inc., Pittsburgh mar 


turers of paint products handled 7 

many appliance distributors, re 

conducted a national distributors 

meeting at the Lake Shore Athlet Sub 

Club in Chicago. The 52 attend w, - 

distributors witnessed a demonstrat Vesti 

of Plicote Fire Stop, the com Z 
g up 


new fire resistant paint. 
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SEE, IT'S HERMETICALLY SEALED, says E. J. Hegarty, sales training manager, 
Westinghouse Electric Appliance Division, to southern distributor salesmen as they 
examine the unit of a Westinghouse refrigerator during one of the Appliance 


Merchandising Clinics held at the Mansfield, O., plant. 


The salesmen, affiliated 


with the Westinghouse Electric Supply Co., are, left to right: W. A. Johnson, 
Roanoke; K. L. Hosley, Atlanta; G. B. Lovejoy, Jacksonville; C. E. Spaduzzi, Miami; 
J. R. Barnes, Raleigh; and George Hancock, Norfolk. 


- More Competition Seen by Ashbaugh 
“» : At Westinghouse Merchandising Clinic 


Distributor Salesmen Hear Executives 
Start Off 6-Day Indoctrination Course 


Next vear will bring an increasingly 
petitive market in the electrical 
business, according to J. H 

augh, vice-president in charge ot 
Westinghouse Electric Appliance 
Divisi Mansfield, Ohio. Mr. Ash- 


augh’s description of the coming 
arke as given for the benefit of 
ie 55 distributor salesmen at the 


ening session of a six-day Appliance 


ng Clinic. 





lances for salesmen to sell 
ill be forthcoming as soon as the 
ipply of sheet metal improves, Mr. 
Ashbaugh declared. With an ample 


1 


ympetitive market will be a 





Also heard by the distributor sales- 
en were T. J. Newcomb, sales man- 
ager, and Vernon E. (Sam) Vining, 
merchandising consultant, who dis- 
cussed distribution and product accept- 
e before the group started on a 
guided factory tour of the 21 miles of 

nveyor lines in the Mansfield plant 
[he factory tour is a featured part 
liance Merchandising Clinic, 
1 has been set up by Ek J. Heg- 

rt Westinghouse 
manager, to 


» appliance business and 


appliance e sales 


introduce new 





perienced men on appliance 

es During the remaining 

s of 1947 and the early part of 

48, some 300 Westinghouse distribu 

ilesmen will be put through the 

in groups of 55 or 60, in prepara- 
' 


for the expected mpetitive 


W hat It Covers 


bject matter of the Clinic in 
s: indoctrination of the 
Westinghouse and the appliance busi- 
coverage policies and plans point- 
ng up the value of a Westinghouse full 


historv of 
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line franchise and explaining Westing- 
house distribution methods; setting up 
dealers with retailer identification, dis- 
| r + , ry] Lev ] ] , 
play, finance plans, kitchen and laundry 
planning, service organization and 
sal 


esman training; operating with re 


I 
] ar 


tailers in national and cooperative ad 


vertising, and in planning local promo- 
tion ; product sales training in which all 
Westinghouse appliances are explained 


yy factory engineers and _ sales 
Managers 

The basis for the Clinic was the nee 
of distributor salesmen and executives 
for information in order to do the 
jobs. Pre-tested with a group from the 
division’s field organization and on 
made up of distributor executives, it 
was set up in its present form. It in- 
cludes lectures, discussion sessions and 
a little homework, and winds up with 
a graduation banquet on the final 
might at which each man is given a 
diploma certifying he attended the 


sé ssions. 


Nash-Kelvinator Forms 
Plastics Division 


Kelvinator refrigerators will soon 
contain plastic parts manufactured by 
the new plastics division of Nash-Kel- 
vinator Corp., formation of which was 
recently announced by R. A. DeVlieg, 
vice-president in charge of 
turing. 





manufac- 


The company has been experiment- 
ing with plastics for 
Mr. DeVlieg said, and recently con- 
verted an existing plant in Milwaukee 
to handle this phase of its operation. 
W. F. Poupard, in cl 
plastics program since early 1946, will 
supervise the Milwaukee activity. A. E. 
Karus is factory superintendent 


st veral years, 


iarge of the firm’s 


1947 





Convention Speakers 


Describe Future Plans 


The goal could be expressed in six 
figures—1,000,000. 

Having sold its first million auto- 
matic washers since September 27, 
1937, Bendix Home Appliances, Inc., 
at its 10th anniversary celebration was 
on the road to increasing consumer 
ownership of automatics from 8.6 per- 
cent to a figure closer to the 91.4 per- 
cent enjoyed by conventional washers. 
Distributors who attended the August 
convention in South Bend, Ind., heard 
Harlow K. Lyons, director of dis- 
tribution and market research, declare 
that heavy post-war sales have moved 
Bendix into fifth place among the 
nation’s washer makers and that 90 
percent of all automatics in use are 
Bendix 

Counted as a major factor by 17 
percent of the purchasers in selecting 
a Bendix washer, said Mr. Lyons 
was the company’s extensive advertis 
ing. A major factor, too, in encourag- 
ing salespeople would be a recently 
announced $1,000,000 sales contest. 


Big Output, Ads and Sales 


Speakers made nine announcements 
eight of which might well insure the 
achievement of the second million sales 
Judson Sayre, president, asserted, first, 
that “the company’s leadership . . 
can be perpetuated by continued appli 
cation of the principles that made 
possible the production and sales of a 


million radically new type washers it 


less than 10 years.” 


Helen Kendall, household equip- 
ment editor of Good Housekeeping, 
pointed out significantly that con 


sumer resistance to automatic wash- 








Ace to Dun & Bradstreet, so 
great is Consumer acceptance be come 
hat 56 percent of washer buyers will 


get an automat 

art Roberts, director of adver- 
declared that Bendix will spend 
$1,000,000 this year for advertising in 


Stew 


tising, 





ational mz ines and newspapers 
will contribute $5,000,000 more for 
advertising between now 
and December 31. 

The year’s output of washers will 
total 650,000, W. F. Linville, general 


cooperative 


eRe LL 


Bendix Distributors Prepare to 
Sell Second Million Washers 





sales manager, told the 450 distributor 
representatives, with 200,000 units ex- 


pected to be sold between August 1 


and December 13. 

During the next 12 months the 
company will turn out 100,000 gas 
dryers and 50,000 electric dryers, with 
a retail value of $34,000,000, said L. F. 
Worth, manager of the dryer division 

N. D. Craighead, manager of the 
ironer division, unveiled the company’s 
newest product, a standard model 
ironer, sales of which will be stimu- 
lated by the training of 15,000 retail 
salespeople to give demonstrations. 

Last stimulus to the drive on Ben- 
dix’ second million was the announce- 
ment by A. C. Olander, director of 
sales training, that the company has 
embarked on a four months’ campaign 
to give “grass roots” sales training to 
the 20,000 retail sales people of the 
automatic washer 

Recognition for their important part 
in the success of Bendix was given 
by Mr. Sayre to seven executives 
whose influence will equally help 
achievement of the second million. He 
pointed with pride to Harry L. Spen- 
cer, vice-president in charge of man- 
ufacturing; Wallace F 
president and director of engineering; 
W. J. vice-president and 
treasurer; M. R. Denison, director of 
purchases; H. A. Jewell, purchasing 
agent; and Virgil Rice, director of 
product planning 

Last of all, Mr. Sayre blessed other 
automatic washers, said, “We frankly 
recognize that competition is the life 
of the trade,” but did not neglect to 
add that Bendix’ prices are $40 to $90 
lower than those of competitors 


Oliver, vice- 


Reuscher, 


Tip-Toe Iron Plugged 
In Ladies Home Journal 


All issues of the Ladies Home Jour 
nal, beginning with the December is- 
sue, will carry four-color, full-page ad- 
vertisements for the Tip Toe Iron, a 
produc t of the Yale & Towne Mig Co 
which was introduced in test markets 
during the summer 

Full-page newspaper ads will be 
used in cities where large scale retail 
distribution outlets are being opened 
for the twin-soled iron. Trade paper 
advertising will supplement the pages 
in the consumer press 








DISTRIBUTOR PIONEERS of the original Bendix automatic washer posed with both 


it and its 1,000,000th descendant at a recent national convention of distributors in 


South Bend. 


Judson Sayre, president of the company, stands at the left of the 


washer on the giant hand and W. F. Linville, general sales manager, (with coat) is 


at the right. 
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WHILE WE DELAY— 


Russia Drives for the Atlantie 


N THE STRUGGLE to keep western Europe 
west of the Iron Curtain it is later than 
you think. Unless the United States quickly 

mobilizes its own and other nations’ resources, 
World War II will be lost as World War I was 
lost — by no economic follow-through. 


Millions of people in western Europe, living in 
cold homes or no homes at all, face another winter 
of near starvation. Some countries are absolutely 
without dollars to buy abroad the food and fuel 
they need for survival. Others slide toward that 
desperate state. 

In this welter of misery Russia grasps for do- 
minion over all Europe. Everywhere, as cold and 
hunger deepen and as men begin to doubt Amer- 
ica’s determination to help, Russia turns on the 
pressure. In France the Communists drive to over- 
throw the Government. In Italy they do likewise. 
In Greece Russia kills the United Nations investi- 
gating commission. In Trieste Tito elbows us out 
of the way. In Germany and Austria the Soviet 
commanders alternately stymie and flout the Allied 


governments, 


FACED WITH this bloodless attack, the leaders 
of western Europe and of the United States 
have not covered themselves with glory. 


Look, for example, at what the sixteen Euro- 
pean countries participating in the Paris meetings 
on the Marshall “plan” first proposed to the 
United States as a catalog of their needs. In the 
main it was simply an adding up-to $30 billion 

-of what the various countries thought they 
needed to keep going in the same old way at the 
same old stands. There was no real start on plans 
for the mutual aid by European states which is 
the essence of a successful recovery program... 
no real start on plans to knock down the barriers 
which divide European trade into hopelessly in- 
adequate little pockets...no real plans to clean 
up currencies which deteriorate so fast nobody 
wants to work for them. In fact no plans to make 
people want to work. 

Meanwhile, what have our leaders offered? Not 
much more than one fine commencement speech by 


General Marshall, outlining a good idea, and a couple 
of carloads of statistics, with more to come. 

Not even a beginning has been made on the 
most crucial part of any European aid program — 
that of explaining to the American people what 
their part must be and why. It is true that not all 
the reports of all the statistical committees have 
been completed. They never will be. But it is also 
true that the broad outlines of what the United 
States must do to save Europe are already clear. 
And it is not simply to provide more dollars, al- 
though $12 to $16 billion more— the cost of 6 or 8 
weeks fighting in World War II-~- may be required. 

A far more basic requirement is leadership which 
will lift Europe out of the slough of despair and get 
recovery rolling. Without that leadership~ more 
billions for Europe will buy us nothing but more 
bitterness and remorse on both sides of the Atlantic. 


WHAT ARE the ingredients of that leadership? 
Here are a few: 


1. A bi-partisan program for European 
recovery. 


It should be so thoroughly understood and 
so overwhelmingly supported by both parties 
that playing politics with it will be like selling 
military secrets to the enemy. 

Truman and Vandenberg have failed mis- 
erably to develop and explain a complete pro- 
gram--one in which Europe and America can 
have full confidence. Nor have Taft and Dewey 
and other candidates for high office pledged 
that politics will stop at our shoreline. These 
men must speak out. To date Herbert Hoover 
alone has had the courage and vision to state 
a program. 


2. A mobilization of American food supplies. 


We must assure people at home and abroad 
that our crops, cut down by drought and 
heat, will be stretched to cover minimum 
European needs (with whatever help we can 
muster from other nations) without forcing 
still higher food prices here. 


Some food experts are comfortably con- 
fident that the stretching can be done. But 
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meatless and wheatless days, higher extrac- 
tion of flour from wheat and similar volun- 
tary conservation moves would make it surer. 
And they would demonstrate that a free 
country can mobilize itself to meet a very 
serious crisis. 


3. An understanding that relief is one problem 
and recovery another. 


Both problems must be solved. Relief emer- 
gencies must be met, some of them at once. 
But they must not black out the longer task 
of recovery. Italy illustrates the point. Italy, 
particularly the south, is flat broke. Help is 
needed right now to keep people from dying 
in the streets. But we must eventually do 
more than keep the Italian people alive. We 
must help them get back to useful work so 
that they can stand on their own feet. 


4. A steady insistence on results— which means 
that Europe must find a way to make its people 
want to work. 


In the U.S.S.R. they have a way to get 
things done. It is to liquidate those who do 
not work. In the U.S.A. we have a way to 
get things done. It is to create incentives to 
make people want to work. Western Europe, 
notably France and Britain, has fallen be- 
tween two stools. It has socialized away the 
incentives, and it does not yet, thank heaven, 
enslave the laggards. We should make it crys- 
tal clear that we have no designs on the na- 
tional “sovereignty” of others. But we should 
make it equally clear that we insist that those 
countries which receive our aid work hard 
enough to get results. To this end continued 
aid should be on an installment plan, each 
installment conditional on getting results. 
Otherwise more billions can easily disappear 
down the drain. 


5. Insistence on all-out self-aid by European 
countries. 


That is the constructive core of the Mar- 
shall idea--to help Europe to help itself. In 
his brilliant “Report on Germany” and how 
to get it “off the backs of the American tax- 
payer,” Lewis H. Brown, Johns-Manville 
Chairman, shows how the export of only 10 
million tons of coal a year from Britain to 
western Europe would speed industrial re- 
covery of the Ruhr immeasurably. There are 
countless other cases where effort in one 
European country—or a group of countries 


—will break a big industrial bottleneck in 
another. We should insist that everything pos- 
sible be done to see they are broken. 


6. An agreement with Britain and France giv- 
ing us authority in western Germany equal to 
our responsibility. 


Britain is shifting to us most of the financial 
burden she has been carrying in the German 
occupation. Less directly we shall also be car- 
rying much of the French occupation load too. 
We must have authority in the economic field 
commensurate with our responsibilities. Other- 
wise the management of western Germany 
can poison Anglo-American and Anglo-French 
relations in addition to wasting resources 
we could use to promote general European 
recovery. 


It is truly said in the scriptures that the Lord 
loveth a cheerful giver. But it is not recorded any- 
where that anyone, including the recipient, loves 
a soft-headed giver. Hence as a capstone any pro- 
gram of aid for Europe should have machinery 
assuring that only what is needed is sent; that 
what is sent does the job for which it is sent; and 
that arrangements are made for the recipients to 
pay back whatever they can. 


THE AMERICAN PEOPLE should be told 
clearly by their leaders that there is no assur- 
ance that the best possible program of eco- 
nomic aid for Europe will do the job. The time 
is very late. 


In France and Italy, as our help falters, the Com- 
munists right now are provoking strikes which will 
make the people’s suffering more acute. They hope, 
of course, to overthrow the governments in both 
those countries and to seize control. If Communist 
dictatorships are clamped on France and Italy this 
fall, Russia and her satellites will have advanced 
to the Atlantic. The Iron Curtain will have moved 
500 miles west — toward us. 

Americans should be clearly told, therefore, that 
not to undertake an immediate program for the 
recovery of Europe is to bring closer the greatest 
possible national disaster— World War III. 





President, McGraw-Hill Publishing Company, Inc. 
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United Front on Adequate Wiring 
Needed by Industry, Newcomb Urges 


Head of National Adequate Wiring Bureau 
calls inadequate wiring biggest obstacle to 


continued expansion of appliance market 


pif t ring wi viring in industry-wide, united 
be * n eliminating t _ | be aced by 
limitat t t t bl 


Credit Store Competition 
Seen As Reg. 'W"' Ends 


The end of Regulation “W” on No- 
ll give a fillip to the type 

tore which prefers to sell on credit, 
according to Harry F. Bennetts, ex- 
ive manager of the Electric Asso- 
ciation of Kansas City. This is com- 
petition that dealers haven't seen in 
a number of vears. 

Lifting of the government curbs is 
going to call for more capital than a 
number of small dealers now possess. 
Ending of one-third down, 15 months 
to pay, points out that the time is here 
1 dealer to make some kind 
irrangements with his bank or 


for the smal 











LSE 

leclares Mr. Bennetts, the 
ippliance business should get a $2 
million shot in the arm this autumn 
because World War II veterans are 
cashing their terminal leave bonds. 
Veterans receive an average of $200, 
with some bonds running as high as 
$900, and this blanket of cash should 
give the appliance dealer a substantial 
oup of down payments on his mer- 
chandise, regardless of what Regula- 
tion “W” does. With Europe running 
out of U. S. dollars and Brazil and 
Mexico tightening up on imports, Mr. 
sennetts feels that the time of over 
on in the United States 
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One Strong Pull 
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| Stromberg is aiming at an increase 


m possibilities, despite the phe- 
nenal success of the latter in cities 
vhere video programs are broadcast 
C. J. Hunt, manager of television 
ind radio sales, pointed out that the 
line had been designed to conform 
with an increasing public preference 
small compact table and floor 
model cabinets and for modern cabinet 
ippearance, 

The two video sets shown have ten 
inch tubes. One of the models pro- 
vides an AM and FM receiver as well 
as an automatic record changer and is 
available in a modern cabinet in two 
finishes. 

Similar meetings have been held in 
Atlanta, Chicago, and Los Angeles. 





“ NEW YORK DISTRIBUTORS who attended the recent two-day sales meeting in 
New York saw Dr. Ray H. Manson (left), president of Stromberg-Carlson, and Lloyd 
L. Spencer, vice-president and general sales manager, present the company's first 
post-war television set. It has a ten inch tube, AM, FM, and an automatic record 


Promotion Premiere 























































































































RADIO DEALERS will display the» 
and other posters during National Radi 
Week, October 26 to November |. Bety 
Rodes sits pretty to emphasize the pro 






motion. 











Collins Wins McGraw 
Contractors Medal 


J. Walter Collins, secretary of t : 
Electrical Contractors Assn 
ago, Ill., has been pre i 
sented with the James H. McGr 
Award Contractors Medal yr 1947 

Mr. Collins received the award 


( inds of W T. Stuart itor 





/ rical Construction and Maw 
nance, at a banquet during tl 
meeting ~ the National Electri 
. 
‘ 


Contractors Assn. on September I 
San Francisco 

He was cited for warning the ele 
trical contracting industry against t 
langers of accepting the “labor-onl 
type of contracts and for substitutir 
“installation-only” as a term whi 
more clearly defined the nature of t 
operation under such contract pr 


cedure. 
Fought “Labor-Only’ Contracts 


“Mr. Collins initiated and 
sut extensive original research 
e costs of ‘installation-only’ « 
tracts.” read the citation. “With t 
cooperation of many elec trical contr 
tors he brought together a wealt! 
accurate and compelling data to s 

port his conviction that it was possil 
to demonstrate clearly and conv! 
ingly how ‘installation-only’ contract 
are uneconomical and costly to bot 
the contractor and the buver. 
“Through extensive correspon 
through articles in the industry press 
through presentations at  industr 
meetings, and through personal cor 
tact with electrical men in all part 
of the country, Mr. Collins shared t 
results of his work together wit 
counsel and help in its application t 
individual situations freely and wit 
out thought of acclaim or personal re 
ward.’ 


One of Four 


The Contractors Award is o 
four medals presented each v« 
encourage constructive thinking 
the advancement of the electrica 
dustry. Each award consists 
bronze medal and a purse of $1( 
given for contributions of meri 
the wholesaling, manufacturing an 
contracting branches of the indust! 
and for cooperation within the int 
try. 
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COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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ARKANSAS 
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CALIFORNIA 
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\ al i itive s 
4 ator i € 
Wester: Mi Ma San 
Francis H yperat 
t 1] t tate ta 
tive in Seat Salt Lake ( \ and 
Los Angele M I t 
t represe N Ss i | is 
AgENCy I Ar Sal HOUSEWIVES who attended the recent Ohio State Fair found the lronrite 
Francisco area demonstration just as interesting and more worthwhile than the midway. Demonstra- 
lack McLen in, formerly manager tions conducted by C. O. Tracy, general manager of the Appliance Distributing 
the Zenith division of Sues, Young Co., Columbus, Miss Garnet Thomas, lronrite, and Mrs. Ruth Schucker, of the 
* Brown, | Los Angeles, has 1 distributing firm, attracted many of the 400,000 fair visitors. 
signed to 1 part A it J « 
>a ck i A atior » be 
} is La i D it s, |r 
il start ith Fada 
i Hea ire at 1890 W 
Wa ‘ | \ ‘ 
DELAWARE 
\ i 
id in W nanufacturing orp., local Philco distributors, to 220 
Cra i i ‘ ) i iters and water franchised dealers. Speakers included 
ate mak WW i rm Hy and He rbert Schiele, Artophone president ; 
t I Vela i Ss ( took a up John M. Otter, Philco general sales 
é 5 laryla ‘ und it manager, and James H. Carmine, 
v i } i Bu ( T: t Philco vice president in charge of 
ma orn t \ * " t to the D merchandising 
t unt M " The new address of the Kansas City 
It iy plane t Maytag branch will soon be 1230 
GEORGIA i ge D Burlington Ave., where construction 
| e ( ng completed on a $100,000 build- 
t] Pea ( 1 its g. The office will serve the Kansas 
; A “~ In when tv area, Missouri, Kansas, Oklahoma 
Anan ae INDIANA . irthern Arkansas 
: “ M. NEW YORK 
G t } W. Walter, Inc., 37-08 North- 
ot Boulevard, Long Island City, 
it f 
+ 1) 
H 
ILLINOIS MARYLAND 
M ay Yeomar former ret Clark | Adair has “ 
les manag Motorola, Inc., in Morris F. Taylor Co. as a sales engi- 
armas territos ss hee eer to cover North and South Caro- 
erati as the Yeomans Distributing lina and Georgia, according to an an- 


incement from Mr. Taylor’s head- 
uarters in Silver Spring. Mr. Adair 
Kling-Mueller, who 
transferred to Birmingham, 
\la., to cover that state as well as 
Mississippi and Tennessee 


Co., handling Motorola products in the 


eeds Eugene 





MASSACHUSETTS 
Faste ( 620 Memorial 
Drive, Cambridge, has been appointed 
” the caste Massachu 
iréa the | Mig ( 
r. E. Dela ¢ [racy president 
MINNESOTA 
P Mi >, Na | N | i | 
ope 1 an office in M olis in the 
gn building, t veaded | 
] L. Miles 
Pe at rding to il H 
a aan William MISSOURI 
mt t general ues 1 - 
ager Philco television was introduced in 
I aint some of its the St. Louis area recently by Philco 
re pron t ents with the pro- Corp. executives and the Artophone 
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J. E. GALLAGHER 


N. Y., has announced the appointment 
of James E. Gallagher as special rep- 
resentative, in charge of market sur- 
veying and dealer relations. 

Colen-Gruhn, Inc., 387 Fourth Ave., 
New York City, has been appointed 
exclusive distributor for Tracy stain- 
less steel kitchen sinks in the metro- 
politan New York area. 

The recently organized wholesale 
firm of Forem Distributors, Inc., Buf- 
falo, recently held an open house for 
dealers, The firm handles Farnsworth, 
Wilcox-Gay, Voss and Pelco Freezall 
products, and Continental records. It 
was set up by William F., Charles V. 
and Robert Munschauer, and Frank 
McCarthy. 


OCTOBER 15, 








Gross Distributors, Inc., 570 Lex. 
ington Ave., New York City, hav~ bee 
named exclusive distributors fcr the 
new Lewyt vacuum cleaner the 
metropolitan area and northern Ney 
Jersey. 


OHIO 


The Miami valley Distributins ¢ 
of Dayton has established a branch in 
Columbus with John M. Fleming a 
manager. The firm, temporarily lo 
cated at 791 Chesterfield Road in 
Columbus, distributes heating eq: S 
ment and electrical appliances. 

F. O. Carpenter & Son, Inc., 207 N 
Fourth St., Columbus, was host to 1) 
dealers at a private showing of the 
1948 Farnsworth radio line. The firm 
has appointed Ned Bartram as north- 
ern Ohio district manager. 


OREGON 


Earl R. Meissner, president and 
manager of United Radio Supply, Inc, 
W. Burnside St. and Ninth Ave., has 
announced the appointment of Peyton 
Reid as sales manager. Mr. Reid has 
been on both the manufacturing and 
jobbing end of the business. 


PENNSYLVANIA 


New distributor for Motorola pro- 
ducts, according to William H. Kelley 
the firms general sales manager, is 
Electric Products, Inc., 5929-31 Baum 
Blvd., Pittsburgh 

E. A. Hamburg, president of Ham- 
burg Brothers, Pittsburgh wholesalers, 


Ip- 
F 





E. A. HAMBURG 


announces expansion of the firm 11 
conjunction with the purchase of prop- 
erty at 1800 Adams St. At present the 
building is being used as headquarters 
for the RCA Victor record division, 
but it will be utilized as a warehouse 
later. 


TENNESSEE 


McDonald Brothers, Philco distribu- 
tors of Memphis, have concluded a 
series of dealer training meetings in 
Memphis and outlying areas. At the 
first meeting, in Jackson, Brent 
Oberer, territory representative, intro- 
duced the Philco line. Other meetings 
were held in Jonesboro, Arkansas, and 
Grenada, Mississippi, along with two 
gatherings in Memphis; and other 
speakers were Gene McIntyre, Leo 
Norman, Vic Neef and Dan Hamner, 
all of McDonald. John L. McDonald, 
sales manager, handled all the meetings 
and discussed the fall advertising cam- 
paign. 


TEXAS 


Dempsey Berryhill, branch manager 
of Peaslee-Gaulbert Corp. in San A 
tonio, announces that the firm recent'y 
held open house for its dealers at tie 
new building and warehouse at 1324 S. 
Flores St. 


1947—ELECTRICAL MERCHANDISING 











Apt 
The ole 
he new 
rl . 
in ( 
(,ra ( 
1s 
\ ‘ 
the Kir 
Santa 
geles 
pany < 
whi h 


am, 
recent 
Alm 
ennin 


store | 





ELE 





























f | 


DEALER DOINGS 





ARKANSAS 


have moved!” announces the 

Apt ice Sales Co. of Little Rock. 

The old address—801 W. Markham; 
the new—1017 W. Seventh St. 

I Western Auto Associate Store 

irksville has been bought by 

Grady Coleman from Bert and Colum- 

is Bolin. 


CALIFORNIA 


\ new store has been opened by 
the Kinningham Appliance Co. at 11408 
Santa Monica Blvd., West Los An- 
geles. The new location gives the com- 
pany 2150 sq. ft. of floor space, of 
which 400 comprises a mezzanine. The 
store is managed by Frank Kinning- 
am, who took over following the 
recent death of his father 

Almost the same minute that Bud 
ennings opened his new Western's 
store in El Cajon for the first time, 
is wife gave birth to a son and heir. 
th offspring are doing nicely 


FLORIDA 


est Williams, already the owner 
1 plumbing and electric store in 
ton, has opened another in Chief- 
This one will be managed | 
Frank Adair 
In a spirit of fraternization, Frank 
Smith, General Electric company 
ler in Jacksonville, went over to 
lahassee to attend the formal open 
g of the new Southern Electric Co 
At 11 am. he 
1 J. M. Feinberg, the owner, and 


y 


on Calhoun St 


t¢ veris] ly engaged in trying to 
lete arrangements for the four 


lock opening hour. Mr. Smith 
1 to help fix up displays, then 

ntarily worked until after ten 
k helping to receive visitors 


3.000 of them 


GEORGIA 


stores, Ine ’ has succeeded Ed 

t at 40 Peachtree St., N.W., 
ta, with a full line of well-known 
neces, along with other items. The 
features an unconditional one 


fuarantee m all radios 
IDAHO 


\. L. Young, who has been in the 
lware and furniture business in Po- 
itello for many years, has purchased 
the Rogers Hardware and Furniture 
0. of Preston, and will continue the 


Full Flower 





store’s appliance department. Hotpoint, 
Norge and Bendix are three of the 
store’s franchises 


ILLINOIS 


The B & H Appliance Store—“B” 
for C. E. Bowles and “H” for Henry 
Hilderbrand—is the result of a merger 
of the former’s appliance store and the 
latter’s hatchery, which also features 
appliances. The Emden appliance firm 
is located in a newly opened showroom 
north of the hatchery. 


KANSAS 


Mr. and Mrs. T. E. Hindman have 
sold their Haven Furniture and Ap 
pliance store at Hutchinson to Robert 
D. Cantwell, owner of the funeral 
home there. Mr. Cantwell is going to 
make an effort to combine the two 
businesses. The Hindmans are retiring 
from business for the present 

Winchell Colglazier has resigned the 
post he has held for the past year as 
manager of the Humburg Hardwart 
store, appliance retailers at 403 Broad 
way, Larned. Miss Margaret Hum 


burg has taken over the reins 


MISSOURI 
The first of a series of four exclu 
sively television stores in St. Louis has 
been opened at 3557 Arsenal St. Wil- 
liam and Frank Cohen, owners of the 
National Radio Laboratories at 3149 
Locust St., are proprietors of the sl 
NEBRASKA 
\ deal is be g by 
Keith DeLashmutt of Burwell has et 
ed the applial musiness He is 
take , ( \\ \ ’ i ¢ ( 
Elgis 
NEW YORK 
\ recent opening was the affair 
eld by the Royal Electric Appliance 
Co. for its enlarged and remodeled 
store at 10 E. Main St., Falconer. Mor 
floor space, a connecting warehous« 


and a new supply department are fea- 
tures. 

A new unit has been opened at 324 
Columbia St., Utica, by Capitol Auto 
Stores. A complete line of appliances 
is carried at the completely remodeled 
and redecorated store. Morey Comins, 


former manager of the Rome unit, has 


taken over at Utica 
J. V. Cassetta has been elected vice 








PROVO'S NEWEST appliance store is A. L. Duckett Sales and Service Co., whose 


display room gets a display here. The Utah firm is owned by Art. L. Duckett, and 
the appliance department is managed by Jack Duckett, his brother. 
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TWO CALIFORNIA STORES fea- 
tured Howard radios recently. Above 
is the display featured by the Mission 
Bay Home Appliance Co. of Pacific 
Beach in its display at the San Diego 
County Fair. The other photo shows 


Ray V. Poston, salesman, and Lisle’ 


Richardson, owner of the newly 
opened Richardson's Radio & Appli- 
ance Store, Bakersfield, looking over 
one of Howard's latest models. 


president and general manager of the 
J. C. Pierce Stores, Inc., operating a 
hain of appliance stores in central 
New York. 
\ complete appliance line is featured 
he new unit opened by the Star 
Vacuum Stores at 546 S. Salina St., 


Svracus¢ 


|. M. Winer, president of Dynami 
Electronics-New York, Inc., announces 
the opening of the chain’s fourth retail 
at 875 Avenue of the America 

it 3lst St., main and lower floors. The 

nain floor will contain radios, phono- 
iphs, records, television and small 
ances | lower floo1 l be d 

led int t salons id mo 

i CONSOLE televisio 4 1 major 
appliances. The store’s Cust Craft 
Department will specialize custon 

uilt television and radio-phonograph 


NORTH CAROLINA 


The enlarged and modernized store 
of the Swanger Electric Co. has been 
pened at 181-183 Broadway, Asheville, 
featuring ligthing fixtures, along witl 


other lines. 
OHIO 


The Record Shop has opened new 
quarters at 3917 Market St. in Youngs- 
town, in a modernistically designed 
building with large picture windows 
Che basement is equipped for servicing 


OREGON 


One of the oldest appliance and hard 
ware concerns in Rainier changed 
hands recently when Joe and Bernard 
Oliva purchased the store from Fred 
Tucker, who has owned and operated 
the business for the past 35 years 

An expansion program by Weisfield 
and Goldberg, appliance and jewelry 
concern in Portland, has provided sep 
arate space on the second floor of the 
Wilcox Bldg. for an appliance and rec- 
ord department. 

Mr. and Mrs. Howard Bennett of 
Portland have purchased the appliance 


re of Mr. and Mrs, Mayer in Cor- 
SOUTH CAROLINA 
Summerville Electric, Inc., has been 


purchased by Dorchester Supply, Inc., 
according to Frank Wilder and Walter 





Allen, owners of the former. Dor 
chester is moving from its Richardson 
\ve. location to Summerville Electric's 
property on Main St. in Summerville 

TENNESSEE 

Clembro A ppliance Co., 618 Broad 
St., Chattanooga, las changed its 
name to Standard Appliance Lo Ih 

UTAH 


In American Fork, a new electrical 
Mays W 
(Anderson, This is the second appli- 
ance store for the Anderson Electric 
Co., the other being in Springville 
(7. M. Moss, Jr., will manager the 
American Fork store 


WASHINGTON 


store has been opened by 


\ radio and appliance repair de part- 
ment has been added by the Thayer 
Heating and Appliance Co., Auburn. 
Floyd Self will be in charge 

A store front of Polaroid glass is a 
feature of the new appliance store 
opened by Jack’s Radio and Appliance, 
Anacortes. 

Ralph Ecker, formerly manager of 
the Skamania County Public Utilities 
District, has purchased the Empire 
Electric Store in Pasco and is planning 
a complete redecoration. 

W. T. Hamilton has sold his elec- 
trical supply store at Waitsburg, 
Wash., to W. E. LaMay and Edward 
Bachtold of Walla Walla. He had 


operated the firm for 18 years. 
WISCONSIN 


William H. Tesch Co., Milwaukee, 
has expanded its appliance and radio 
business by opening a new store at 
2229 West National Ave. Ray Tesch 
and John J. Schupp are the owners. 
The original store at South 16th St., 
was gutted by fire last winter, has 


) 
since been rebuilt. 
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BLACKSTONE Ironer 
Blackstone Corp., Jamestown, N. Y. 
Device Model 3N abinet ironer 








Selling Features Deluxe rotary-type 
ironer features 26 in. roll in specially 
lesigned utility cabinet; scientitically 
lesigned for “straight-] 
with minimum eftort; rat 
shoe, double thermostats, switches 
for motor and elements, fingertip and 
adjustable knee trols 1 
pivotal hinge permits Util 
to swing easily t ] 1 
giving 2 additional r} riaces 


without moving machi 
White Supernamel ca t finis 


Electrical Merchandising, Oct. 15, 1947 
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G-E Sunlamp 


General Electric Co 
Bridgeport 2, Conn. 


Sunlan 
iway um t 

s ’ ecatur | ¢ ' ‘ . 
imp off ( 
x posure 4 i ici 
to hed ra ; + ght ] 
bed when I 1S¢ nnger-t i 
tion permits it to be swung up over 





bed; employs war-developed G-E 
RS sunlamp bulb to deliver ultra 

violet energy: bonderized a ; 

goosen at ft ays to be 
adjusted to any angle; wire guard 
protects bulb; finger-tip manipula- 
tion of lamp secured by means of a 
swivel joint and counter-balancing 


Electrical Merchandising, Oct. 15, 1947 





THERM-O-JUG 


Electrical Industries Inc., 
44 Summer Ave., Newark 4, N. J. 
} Electric thermos bottle 
{ 7 Features srings a full pint of 
water to a boil in a jiffy, shuts off 
automatically and keeps liquid a few 




















elOW boiling indefinitely 
igs into any 110 volt a outlet; 
eta bl 6 tt cord ribbed 
aluminum with black plastic base and 
a washable woven plastic heat-proof 
grip; inner container aluminated to 
retain clean inside surface 


e a 
trical Merchandising, Oct. 15, 1947. 


v 
TELECHRON Clocks 
Telechron Inc., Ashland, Mass. 
lels: “Glamour” and “Airlux”. 
elling Features Glamour, a new 
occasional clock in ebony plastic 
< gold bezel, hands, numerals 


isé¢ 
and dots and 4 large numerals for 





North, South East and West hours 
of 12, 6, 3 and 9; standard, self- 
starting synchronous motor. 

New Aijirlux now available in 
hand-rubbed brown mahogany case; 
equipped with bell-alarm; 5 in. high 
63 in. wide, 3% in. deep; 34 in. dial 
of metal with brown grained ma- 
hogany background and gold alarm 
lots. Telechron motor. 


Electrical Merchandising, Oct. 15, 1947. 
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Selling Feature gf 





VICTRON Fan-Heater 


Victor Electric Products Inc., 

2950 Robertson Ave., Cincinnati 9, O. 
Victron fan-heater No. H- 
1357. 
| Tilting device per- 
mits direction of air flow to anv 
angle over 180 deg. arc—up, down or 
straight ahead: weighs less than 5 
Ibs.; quiet motor, 2800 rpm; 1320 
4-blade watt unit; fan diam. 5 in.; 
housing diam. 8 in. can be used on 
floor, table or easily fastened to wall ; 
Victron-green finish with cadmium 
plated fittings; a.c. only 


Electrical Merchandising, Oct. 15, 1947. 











G-E Dishwashers 


General Electric Co., 
Bridgeport 2, Conn. 

Models: DE-748 electric sink model ; 
BE-748 free-standing model and AE- 
748 drop-in model. 

Selling Features: New water inlet 
complies with latest plumbing codes ; 
redesigned operating control assem- 
bly utilizes new switch handle and 
improved construction for more posi- 








tive action; remote control on drop- 
in model simplified to facilitate cus- 
tom-built installations; improved 
accessibility to interior of cabinet 








OCTOBER 15, 
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model for storage and servicing: 
redesigned cover support on 
opening model allows install 
under wall cabinets without rep! 
standard parts; new faucet asse: 
simplified installation and provid 
for addition of a spray attachmem 
without disturbing original installa 
tion: work surface on new models 
includes a 4th hole to provide for 
spray attachments or a 3rd water 
supply when desired 


Electrical Merchandising, Oct. 15, 1947 
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TRILMONT Dryer 
Attachment 


Trilmont Products Co., 
24th & Walnut Sts., Philadelphia 3, Po. 
Device: Collapsible rack dryer for 
use with Trilmont heater 

Selling Features: Provides 42 it 
clothesline space for indoor drying 

can also be set up separately in bat 

tub or other convenient spot; the 
1948 Trilmont heater is equippe 

with a new Trilmont safety switcl 

a heavy-duty cord switch with tell 
tale glow-light—a tiny neon lamp 
built into switch that shines when 
heater is “on”; cord switch also ob- 
tainable separately for use on other 
applian es. 

lectrical Merchandising, Oct. 15, 1947. 





~ 





RACE Dryer 
Racine Universal Motor Co., Racine, Wis. 
Device: 
Selling Features: 


Race 65 electric dryer. 
Supplies hot or 





cold air at flick of either of 2 con- 
venient switches ; a.c.-d.c. motor, said 
to have 65 uses in home such as dry- 
ing hair, nail polish; or attached to 
bathroom wall used as hand dryer; 
2 plated screws furnished for tus 
purpose; chrome plated; 64 in. long, 


7} in. high. 
Electrical Merchandising, Oct. 15, 1947 













































“SELLS ON SIGHT!” 


NEW ‘'Pin-Up’’ Fluorescent 
Decorative Lighting Fixtures 


water UNITE-A-LITE is made-to-order for today’s merchandising! 
1947 It opens a whole field of volume sales . . . offers substantial 
profit possibilities . . . best of all, answers the customers’ 
search for outstanding VALUE! 
x *k * 
a 


Imagine! These revolutionary fluorescent “decorator” light- 


ing fixtures can be hung like pictures . . . plugged-in like 
lamps . . . used singly or in continuous rows . . . moved 
wherever needed . . . permanently mounted . . . All without 


new electric outlets. What a natural for home-improvement 

promotions! No wonder smart dealers everywhere are so 

enthusiastic. National advertising is building UNITE-A-LITE 

business for you by telling the exciting story to America’s 
Pa Millions in the SATURDAY EVENING POST, BETTER 
ian HOMES AND GARDENS, GOOD HOUSEKEEPING, 
2 ft HOUSE BEAUTIFUL. 


s the “Carry Home... Plug-in Anywhere” 
epee PACKAGED like appliances. Can be installed in scores of different 


ways; vertically or horizontally . . . singly, or in line or lines . . . direct, 
indirect, or semi-direct . . . ready made cove lighting. Connector and 
othe starter box for turning corners. Only one cord needed —no new out- 
1947 lets! SIX different, beautifully-styled shields and reflectors, all to fit 
the same base units. (Easy to order, to stock and to SELL!) Big display 
board helps sales. 


NOT ONLY FOR HOMES... . Sells also to stores, offices, factories, 
hotels, schools . . . everywhere GOOD lighting is needed, at modest 
cost. Backed by Moe-Bridges 25 years of leadership in the lighting 
field. Be IN from the start!—Call your Moe-Bridges distributor TODAY, 
or write or wire us for full details. Address Dept. 110, MOE-BRIDGES 


Fe i. 
Corporation, Sheboygan, Wisconsin. Pe, | 
*Reg. Trademark; Pats Pending “Py . nae 


Six beautifully-styled shields and f 
"reflectors in glass, plastic and metal. 
"24-inch and 48-inch lengths. Ends plug 
into each other to make continuous 
rows. The modern, “exclusive” touch to 
-up the finest homes, offices, et 
Ak da ee Seiten : 


“AS ADVERTISED IN THE SATURDAY EVENING POST” 
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RCA VICTOR Television Set eel ype tag sary Be 
Redio Corp. of America, RCA Victor Div tull ra mm ind automat 
Conde MS jun i: Westinghous« 
inbow-tone FM for noise-free re 
M #8 PTR telev ception; phono position provided on 
ind switch for use with a record 
I a 15 i ipped with 2. built-u 
300 ire intenna; operates on AC at 105 to 
amberts in brightness; also includes 120 volts: 540-1600 kes for AM 
tandard, FM a rt ive 1d ind 88-108 mx for FM 
Golden Throat tone systen te tri VW erchandising, Oct. 15, 1947 
vis ind and the ra Eve Wit 
ness picture synchronizer; simplified 7 
tuning TOV | | ry the all 13 il 
i nat 4 ti t 2 i 
{t vide i at 4 ig 
d i y amn! i 
ig ite reque 
hi i i ind \ }] 
tub g ‘ / 
<n the 
t RCA i 














d cont t in ARVIN Radio 





VJ 15. 1947 No /litt-Sparks Industries Inc. 
Columbus, Ind. 

v \rvin 182 TFM tal 
\f ) selenium rectifier fot 
\M ar FM; 2 

| ? EM 
947 

v 








Lge Leto J a 
RECORDIO Console 


W or-Gay Corp Cherlotte. Mich 





= = os 
Es chaos 
Ty 
2442 a2 
Tig , nea STEWART-WARNER Consoles 
kM init whe é Stewort-Warner Corp. 
‘ i valanced, 4-po 1826 Diversey Pkway, Chicago 14, III. 
, t farge recor lodels Interpreter, Symphonic, and 
" i t wi " ‘ Vi adio 1 es 
et of tra 
’ , ‘oT res \ vlel teatu 
17 . — OA? 1 i e re] auction ol 
Mer ng, Oct. 15, 1947 . nic sound and a “shadow 
lial recessed i ab s to ne 
v + VE l ibility rf y 
I iyers andl 10-12 i Oo 
1() records, or 10 of both 





WESTINGHOUSE Radio 


Home Radio Div. Westinghouse Electric 
Corp., Sunbury, Pa 
H-161 AM-FM table rad 


liur i 





uined by edge 
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NEW RADIO PRODUCTS 


ry 





intermixed, shut off automatically 
ind feature electro-hush reproducet 
which eliminates needle noise; auto 
matically retracts needle point if 
dropped or pushed down on record 

Interpreter, 5-tube-plus-rectifier 
superhet, a.c.; 540-1725 ke tuning 
range; available in natural or blond 
mahogany cabinet 

Symphonic, 18th Century ma 
iogany cabinet, 5-tube-plus-rectifie: 
New Minstrel, contemporary design 
in walnut featuring a center panel 
slide-out record changer. 
ectrical Merchandising, Oct. 15, 1947 


v 


Y, 





G-E Clock Radios 


Receiver Div. General Electric Co. 
Electronics Park, Syracuse, N. Y. 


§ Nos. 60 and 62 


ures No. 60 is in rose 


lasti No 62 in W te 1 i 
ircuits of both are identical 
+-tube is rectifier; built 
i t antenna 4-in Ah 
. ! c nage aker le 
rina iS a vedroor 
to awaken sleepers to musi 
ye used in eve room in house 
i it tunecti multaneoush 
i i adi 
MV lising, Oct. 15, 1947 
v 
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BENDIX F.M. Radio-Phono 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore 4, Md. 


Vodels Nos. 1217D and 1217B 
radio-phono consoles with FM. 

ling Features: Both models receive 
standard, shortwave and FM bands 
and automatically play 10-12 or 
12-10 in. records; 8-button auto 
matic tuning; jewel pilot light ir 
base of cabinet: 12 in. concert 





speaker ; swing-a-door brings record 
ayer forward at convenient level 
r loadit reveals big record 





wage compartment; dual tone 
control—separate controls for 
treble and bass; super-signal an- 
tenna; built-in FM antenna; clear- 
crystal tone reproducer Model 
1217D equipped with 13 tubes and 
rectifier and “Hush-O-Matic, which 
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gives beauty of records without the 







scratch; mahogany cabinet 
Model 1217B equipped with 1} a 
tubes and rectifier : 18th Century ing 
mahogany cabinet 5 
Electrical Merchandising, Oct. 15, 1947 lat 
\ { 


FREED-EISEMANN Console Ele 


Freed Radio Corp., 
200 Hudson St., New York 13, N. Y 


Device: “The Modern” No. 39, AM- 
FM radio-phono console, 

Selling Features: Incorporates a 21- 
tube radio section with a separate 
power supply with undistorted out- 
put of 20 watts, a co-axial speaker 
system, high-fidelity tonal range of 
30—15,000 cycles; Garrard inter 











Ker ( 1 changer plays 10 
}2 ia 5 iny sequence 
i 4 “ i is yvhere 
| vaila he eo 
i l i cabinet 
t \t shog y Vv 
in blonde and brown mahogany 
lectrical Merchandising, Oct. 15, 1947 
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REGAL Portable Radio 


Regal Electronics Corp., 603 W. 130th St. 





7:7... ¥ 
Device Model 747 3-way portable 
elling Features: Operates on a.c.- 
ic. and battery; 44 p.m. speak 


4-tubes plus selenium rectifier; uses 
standard batteries—5 “A”s—1"B” 
4 in. wide, 5 in. high, 8 in. long MA 
weighs 53 Ibs. aluminum ca 
choice of 8 different colors. 
Electrical Merchandising, Oct. 15, 194 





BENDIX Farm Radio 


Bendix Radio Div., Bendix Aviation Cort 
Baltimore 4, Md. 





Device: Model 416A battery rad 

Selling Features: 4-tubes; standa 
broadcast on long-life battery pac 
\lnico heavy core speaker; wal: 
cabinet holds battery. 

Electrical Merchandising, Oct. 15, 194 
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TELECHRON Musalarm 
Telechron Inc., Ashland, Mass. 


radio-clock 


\ radio, clock and 


Devi Musalarm 


Se Features: 


n il alarm to waken sleeper to 
a 10 program ot his own choos 
r double insurance the alarm 
s a second time 10 minutes 
later than the original time set: 5 
superhet including a_ built-in 
ierial; Alnico 5 speaker and 

\ fawn colored plasti cast 
Ele 11 Merchandising, Oct. 15, 1947 

















DICTOGRAPH 
intercommunicator 


Dictograph Products Inc. 
580 Fifth Ave., New York City 


/¢ B c uty 1 
nunicating system, 
5 Wur Ma 
a 2-3-4 t 
Vv i \\ 
. al i ‘ 
reproducti g ‘ 
bl ist i 
é Ve P () ] 1947 
v 





MAJESTIC Wire Recorders 


Majestic Radio & Television Corp. 
Elgin, Il. 

Models Table model 7YR753 and 
cor sole model 7Y R772, radio 
Rraph-wire recorders 

Selling Features: 


phone 


s| able model 1ea 


tures a large cabinet with a Hig] 
“Q” built-in antenna; beam power 
output, bass boost circuit and a 
3x7 in. oval, full response speaker 
a 15 min. spool is standard equip 
ment with hour-length spools avail 


a ; Wire can be erased and used 


and over 
onsole model has same feature 
1a 8 in. full response speake 
Radio equipped wi tubes a 
rectiher; slide-rule dial: standar: 
broadcast band: pl rranh ol 
Ce Valld ; phonograpn | iy 
I iT 2 in records n inually v> 
+ a 1 - 
al =opick-up arm Kaga ! 
edle : non-directional mi ron} 
Stand upright for table us¢ 
‘ S 
tle in hand for speakers: 54 ft 
ee | 4 
1 permits treedom of movement 
rr 


trical Merchandising, Oct. 15, 1947. 
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STEWART-WARNER Farm 
Radio 


Stewart-Warner Corp., 
1826 Diversey Parkway, Chicago 14, Ill. 


Device: “Country Gentleman” farm 
battery table radio 

Selling Features Walnut-finish plas 
tic cabinet features grilled louvres 
iround front and side: slide-rulk 


dial ; 4 low-drain tubes permit longet 
ie tor dry cell batteries ; designed 
for use with a new small, self-con- 
tained lightweight battery said to 
give the if the 
large: special perma 
nent magnet dynamic speaker ; 540 to 
1000 ke range 


Electrical Mer, handising, Oct. 15, 1947. 


Same service life as 


heavier packs; 





BENDIX Radio-Phono 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore 4, Md. 


Mod. No 1531 console. 
Selly catures 5-tube superhet 
includis multi purpose types and 
i rectifier; standard and shortwave 
bands drawer-type record player 
rings changer into full view for 
asy vading and unloading plays 
12-10 10-12 in. records auto 
matically; crystal-tone reproducer ; 
phantom grille provides full tone 
ule retaining cabinet styling; 12 
Alnico dynamic speaker; super 
signal antennas ; brite-lite dial ; true 
furnitu abinet n mahogany 
veneers ; 


Electrical Merchandising, Oct. 15, 1947 


~ 





v 
SONORA Radio-Phono 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, III. 


Model: WBRU-239 table  radio- 
phono. 

Selling Features: Standard broad- 
cast; a.c.; built-in “Sonorascope” 


oop; clock-type dial; dynamic 
speaker; tone control; avc; auto- 
matic record changer with feather- 
weight pickup and lifetime needle, 
plays 12-10 and 10-12 in. records 
with lid closed; cabinet has roll- 
over top effect in walnut; 5-tubes 
including rectifier 


tlectrical Merchandising, Oct. 15, 1947. 
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Model #70-47 
H.C. Little Oil 
Burning Floor 
Furnace, With 
ExclusiveElec- 
tric Ignition. 


TENTED 
1 ytral exc LU the Under 
Y REGIS —Ne t 6 ner—! isted by for low 
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ed, co 
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BRANCHES IN 18 PRINCIPAL CITIES 


California 
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The NATIONAL APPLIANCE AND RADIO PICTURE 
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THE MIDWEST 








































4 
his in the 
P 2. op 
, ) time t OK at it, 
mat Got it tucked away 
A 
dealer’s 
only to make the customer : 
product but understand how al 
+ t after she buys it. As this W 
; es to press not much is being done = 
ilong this line in the Middle West. McGra 
ste 
W 
MeG 
THE SOUTH ~ 
New Y 
jersey; 
ntinued ) alif. 
j 48 QUARTS OF FOOD got a quick preparation for Presto'’s recent introduction 
ld De SO! of its new six quart pressure cooker to the press at New York's Hotel Pierre. Six ; 
it ry nas di‘ferent meat courses were cooked in the ‘Meat Master” cookers by demonstrators ar 
‘ ¢ ly + - thes “ae an 
trates , for the visiting press to sample. . 
; ; Met 
c ‘oe gift shops, stationery stores and gro is possible though, and this has caused 8 
, Inventory Clearance eries is too stiff, he declared, and to time payments to surge up to about 9 SEAL 
, back up his contention, he pointed out percent of all sales 
ile t , ‘ ' tnt 
ed a beauty shop across the street which — 
, : ; andled lamps and vacuum cleaners as Trade-In Policy Missing 
ind equipment — . P : ° 
' a sideline So thats the situation at a —or +4 
‘ Sa i 1 1 1 1 Chere is little evidence down Sout - 
resent salvation for the small dealer 1 
Du the ‘ . . ot a constructive policy developi 
. es in increased lelivery ot large ap- . . 1 1 . 
f sick - : - : trade-ins. Even the dealer associati 
Freezer Fix 92.8 ‘ pliances and such increase 1s not yet on <5 4 . \ 
; tablished appliance - ’ which have discussed the matter 
e @ { é norizon, " 
ta ot the reached no completed plans, alth 
nt to a Utilities Have Headaches it is a subject which commands mor S 
, : \ » eutont int wwer. china r f ier: ae and more attention. The general att 
his situation ties in with the head- , : , ; 
} . . : . sionedune er tude seems to be that trade-ins 
aches facing utilities. Down in Miami, etd pep sae RE 
il¢ ‘ ‘ , k “ priagve \\ 1 1 Wlil vw crossed wht t —_ 
< 4 ; , ie Florida Power & Light Co., has , . == 
\ ( | nted out that ; . time arrives to cross tt. 
- aunched a campaign to get the cus- TI 1 1; - 
1 ippliance shop . ted 3 | he sale of radios continues 
tomers interested in oi ace heaters. 
\ 100 cllies d ; € ere er n Oo space _ slu QD Some dealers report succes 
[he move obviously is aimed at light- "rae . + 
" ay thro the yf la toasters, . : wet 1 th hi te their “radio-in-every-room” campaig R 
‘ ning the power load and the utility in | . ¢ “ 
‘ ‘ , sa it ist about : “ah oe the w aes and t approaching football  s¢ g 
° : 7 ecommending the widespread use of mein ‘12 P 
the t t e. 7 , ver. Competition from drug stores, : ee may help in selling a few more s1 
ymmodity other than electricity, has fatio 
drmyrneg-« Ace fe apache § on oft models but a major upheaval or a sta 
ly > ch of giving the nod to oil ong 
CAS CHOICE Ge GaveNG We BOF te brand new development still is nee 


ts hated competitor, LP gas. The 


























No Freezer "Education" Needed Chattanscnn Power Beard with an eve 7 
ym increased load demand, also has ; 
suggested other means of heating— M 
principally the heat pump—to reliev THE FAR WEST 
ie load problem. And the heat pump (Continued) 
is making itself felt in a number of 
ymmunities throughout the South. = 
The Alabama Power Co. plans instal 
lation of such equipment throughout its dealer with inventory money tied 
big building in Birmingham. A short- in tie-ins. With money put into ov 
age of transformers still is the big stocks of radios, cabinets, irons, hou 
problem to the utilities wares, etc., not available for a 
anced stock of major and traffic aj 
Rural Market Failure ances, the small dealer has taken what ¢ 
The campaign by one or two major he feels is the easy way out—dumping 
nanutlac ers, laun 11 a bli a First in the Los Angeles area, and thet is 
scant two or three n hs ago, to tap throughout most major West ( 
the large Southern rural market for enters, radio prices have dropped : 
uy driers, tobacco curers and poultry until sales at cost or cost plus 10 per 
reeding equipment, seems to have ent are common. Window post 
illen flat on its face. In the Carolinas, many supplied by the manufacturers, 
ia and Tennessee, lethargy in offer trade-in allowances that cut list 
elling this type of equipment again has prices up to a third. All but few tof ) 
in, although the market is there. brand irons are available at subst 
Prices still are fantastic but the pub- tial discounts. That dealers would ‘ 
still is buying. What consumer buy- put kitchen cabinets next on the list 
' ng resistance there was is gone with to be unloaded was considered likely 
4a the wind. As in so many other cases, and how that step would affect the | 
Mrs. Susie Q. Public seems to have dealers doing a costly kitchen-planning 
ICE CREAM ANYTIME is available to these kids at the Bridgeport, Conn., had her say, learned that it did little or service was not pleasant. 
camp for undernourished children. General Electric Co. presented the camp with no good, and so has shut up. She still Soaring food prices, harvest time : 
a home freezer in recognition of its 25 years of service to the community. desires to hold on to her money as long (Continued on next page) 
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and the proximity of the fall hunting 
season brought the home freezer into 
the limelight in eptember Even 
with few outside sales forces working, 
and with little improvement in freezer 


selling technique, dealers in every sec- 
tion of the West Coast are selling 
more home freezers than ever before. 
Most sales are in the 4, 5, and 6 cu. 
ft. sizes in the metropolitan and sub- 
urban areas, while rural sales involve 
mostly the sizes over 20 cu. ft. Be- 
tween is a twilight zone in freezer 
sizes, boxes too large (they think) for 
the home, to small (they know) for 
the farm. 

Extensive dealer prom ition is keep- 
ing freezer sales up in the Northwest, 


while 
tive 


San Diego County, coopera- 


newspaper advertising campaign 


between dealers and the utility has 
been effective in increasing freezer 
sales, with 6-foot boxes most in de 
mand. In Albuquerque, New Mexico, 
4-foot home freezers are selling as 
fast as the dealers can get them. In 
Portland, Ore., onsumers want the 

foot size: in Seattle, Wash., the 6- 
foot box is reported the favorite. Only 
in the San Francisco-Oakland Bay 
areca are home treezer sales lagging 
In he Sal Joaquit ind the Sacra 
mento Valleys, sales in the cities ar¢ 
slow, farm sales are hig! 


Records Take Seasonal Turn 








It took that increasingly-important 

line and traffic builder, phonograph 
records, to bring back to the appli 
ance dealers memories of Id-time sea 
sonal slumps | rT t { T rst time 
many years, ré sales dr 1 off 
in most sections of the weste states 
Heaviest drop is the Los Angeles 
rea, where they t down nearly 25 
percent | la \ i inet and 
Norther Cali i all rt a sum 
mer slump in record sales, with sales 
beginning to return to normal about 
he middle of September. Santa Bar 
bara, Calif ted a crease 
sales, indicating that the resort bus 
ness there was a factor In the Sout! 
west, the leadi nds o ecords 
now in better supply, continued to sell 
well throughout the summer, but the 
many lesser-kt brands dropped 
off 

Employment of tside salesmen 1s 
still spotty, and the met dis of com 
pensating them vary in everv city 
Yet there are trends beginni to 
show In the Northwest nd the 
Mountain states, where dealers still 
claim they are not receiving a full 
share of the pliance supply, outside 
salesmen are being ised miy part 
time, with the rest of the time on the 
floor There the general method of 
payment is a drawing account plus 
about 6 percent commission, at the 
most. In the Salt Lake City area, an 
iverage salary of $175 plus a 4 percent 
commission seems to be the average, 
with the full monthly income of a 
salesman averaging about $400 In 
the Los Angeles area, and around San 


Diego, most salesmen are being han 








lled on a straight commission basis, 
ith 10 percent the average figure. 
Correction 


An error occurred in the Index to 
Advertisers, Sept. 15 issue of ELEC- 
TRICAL MERCHANDISING, in list- 
ing the maker of Youngstown Kitch- 














Rival Mf 
si ¥ Co ” ens. The correct listing is ‘Mullins 
Searchlight . 7 Mfg. Corp. We regret this in- 
accuracy. 
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ADVERTISE and DISPLAY 


TRAFFIC ror YOU 


WHEN YOU FEATURE THESE RIVAL “HITS” 


SIN 


DELUXE 


GLE CAN-O-MAT 


ACTION 


JUICE-O-MAT 





Not 


features make this new juicer a 


wa 


just half a turn of the 


the 
gets 
pulp 
drai 
men 


grea 


but eight new 


just one, 


the 


most beautiful 


Here’s 





Features: 


can opener ever made. 


nted” item in every home: single action floating cutter 


handle gets 
juice; patented Konvakone 
all the juice without seeds, 


. no oiling. Just turn the han- 


dle forward to pierce and open 


can, turn reverse to release can. 


or bitter rind oil; deeper When not in use can opener 


n cup; improved pressing hangs flat against the wall. In 


uber; longer handle gives gleaming chrome with contrast- 


ter leverage. Eight new fea- ing baked enamel in choice of 
tures in all. Four smart colors! four attractive colors. Also all- 
Once seen it’s sold! chrome. 


THESE TWO “BEAUTIES” 


Available for immediate delivery. See your distributor or write us. 


MANUFACTURING COMPANY 


KANSAS CITY, MISSOURI 





















¥%- 





) THE CATALOG MESS! | 


Lis - tmetius at at a - 


Neat from the customer's side' User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 


peeing Holders N Ow! 


replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand. 


section 








Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
No 


delay, no annoyance, no chance to mislay any gheets 


alog sheet is instantly available and in place 


and items. Each section 
holds one inch of punched sheets. Each section stays 
yet 


or to miss related sheets 


in place, is removed or replaced instantly 


Remove any single section for page replacement 


of the 


handsome. 


balance whole 


built 


without disturbing the 
EVER READY 
of thousands in use 


set 


is lifetime Tens A. Open Section B. Replace sheet, 


close section C. Replace section 





Order yours today! 
[ee 8 8 8 ee Ue UG UG Ue UU OD OU UG OG 


ORDER TODAY! ALL SHIPMENTS EXPRESS 4 


Geneva Mfg. Co., 420 Stevens St., 
Gentlemen: Please ship me 
ER READY Holder. 15 wid 


oo--Ne. 12 EVE 


Geneva, !! 


Company 





spree y Att. of 
iin Address 
s. $8 to , ce iii 
a add’ 1 Sections, $1.0 rEo | ee tie ttt 


NOTE: Che +], Ring Binder 


3-post 
MONEY “BACK GUARANTEE! 


he 
See SSS SE See eee ee ee ee ee 


k Kolomaz 


s 
oe 
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Low Blood Pressure 
Can Sell Blankets 


Half the World Gets Cold at Night 
And Wonders Why It Can't Sleep 


lig g iow because it is in the 
new, promotional stage It may be 
cheaper in a number of years. But 


will you be here then to enjoy it? One 
he things you can get with a room 


ler is cool, refreshing sleep now, re- 


Che customers saw the logi 


£ 
money to pay 


( 


ind responded beautifully to this 


lirected to a narrow, = sp 


, 
market. 


Somebody is going to do Vit 


blankets as the y get more pler t 


LETTERS 


In Which Two Issues Are Aired 


ave just read the article on page 
60, September issue, ELECTRICAL MEr- 
CHANDISING, “Is the Small Town 
Dealer Getting His Fair Share of Ap- 
pliances ?”” We have had six only since 
the first of the year. When we ask why, 
ve get the answer in a vague sort of 
vay that the appliances are 
g to a buyers index and 1941 


pre rated 


What About REA? 


\s | understand it, the buyers index 
based on what 1s bought ina certain 
buyer lives. 
manutacturers 
many Rural 


ce and not where the 
distributors and 

to torget ibout the 
Electrification projects that have been 
ompleted and are yet to be completed. 


= ] 


People who want electrical mer- 
( usually get what they want 
they can get it. They go to 


rger towns and buy there when they 
in not get what they want near home. 
have seen electric merchandise on 

in larger towns that we could 

ere. Appliances of some 

still in demand here. How- 


To the Editor: 

[ was very much interested in t 
article “The Customer Isn’t a Gol 
fish!” on page 65 in the Sept 
issue of ELectRICAL MERCHANI 

his is the subject on which | 
you last October and I have just 
your reply of October 24 wh 
jected the idea that an article 
be written on the subject 


We have some of our district 


agers toying with this open-front 
ind since most of our 27 retail 
are located on good trade stre 


city centers [ strongly hold to tl 


dow displ iv store tront In some 
judging from remarks ule by 
floor employees it is a matte t 


store-force wanting to look out t 


than the passersby wanting to lool 


Where show rooms are located out 


on the highways or set ‘way ba 
the trade streams, I favor the o 
front. Otherwise I believe the feat 
show window plan is better and 
night go so far as to1 
combination of open front with featu 
windows as part of the plan 

“One swallow doesn’t make a su 


mer” and the one current art 








r, | rea 1s fast becoming satu- doesn’t offset the many of op] 
N Hot S opinion. I hope, someday, to he 
- | in t ll dealer’s way of trying real hot debate by the experts. 
Phere mutt i Rovert I. Wi 
ext rvice, but lHOMAS S. Fitts, Partner, Verchandise Advertising 
t will ¢ vay feeling that Fitts Electric Company, The Connecticut Light & Power 
his t night’ Rusk, Texas. Waterbury 91 
) t ] st the I OwrT 
' y Time Your Ads 
we Send acea. ; en New ELECTRICAL MERCHANDISING Team 
{ 1 
ws t \\ 1 . ( , 
t yy to new sw 
rot y \ Al S ‘ 
) ‘ n the streets were «] D 
‘ y ta | int ati yn ad A ] 
drink invthing Vari ind it would ne ; 
\ I ylanket f ; 
: generally recognized, the publ 
ry 46 : ; vhenever temperature drops 
afte < ees fe oer etc tg P ind p ¥ ition can very 
‘ : 2) P ‘ ot ren ) appx 
: ipers with this timing 
; s om ( yplia ich as blank 
wt cae \ lt yromotion to sel 
, P tive classes such as Woodward Faherty 
Cold?—Hotel Helps Out =} heyy pause Gave to rooms 6eet 
f selected a list of hom« 
) ] . 4 rt} $1] 5 
My) } ves were 
Id ore than 50. They knew they were A. W. BROWNELL I! R. C. ARBUCKLE 
t reaching people old enough to be in- 
‘ ted in their health. and with FRESH FROM EXPERIENCE in handling advertising accounts for Americar 
enough money in the bank to be able Magazine, A. W. Brownell II (left), has been appointed New York and New Eng 
7 SE Bie Opi ches land district sales manager for EM. Over ten years in the business paper and 
. or aera yest ty cooler. advertising field in New York preceded his wartime service in the South Pacific 
pre as a Ist lieutenant of Infantry. Assisting Mr. Brownell is R. C. Arbuckle (right) 
° 4 Sleep in comrort with a root who has been with EM for five months, was formerly an eastern representative for 
1 v ra Collman Electric Shaver, and spent the war years as a Marine pilot, achieving the 
e re rank of Ist lieutenant. Both men will headquarter in New York. 
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